. Canadians Told 


, How Admen May 
Defend Budgets 


ToROoNTO, May 8—Advertising 
people from all over Canada and 
the U.S. descended on this key 
Canadian city four days ago, and 


Available Market Data Is Cataloged 


This is the sixth annual “Market Data Issue” of ADVERTISING 
AcE. Starting on Page 53 and continuing through Page 151 will 
be found a special section devoted entirely to market data. 
In it there is a description of more than 1,300 pieces of market 
data available from media, trade associations and other sources. 
Convenient coupons for requesting this data are scattered 
throughout this section. Check through this wealth of material, 
write down the numbers of items you want, and then use 
the handy coupons to request the data you would like to receive. 


they represented the largest turn-| 
out in the 38-year history of the, 
Assn. of Canadian Advertisers. 
They came to attend the associ- 
ation’s 38th annual convention— 
one that covered virtually every 
phase of the. advertising profes- 
sion. ‘ ‘. 
Newspapers’ Promotion 


= Here are some of the things Material Called ‘Must’ 
they heard: A P 

Year after year, the advertising Reading by BBDO’s Duffy 
manager is constantly on the de- 
fensive and has to justify his ad DetroIT, May 6—Newspaper 


budget. Why? Simply because ad- promotion men got a lot of advice 
vertising is still treated as the re-| and some sharp criticism at the 
sult of sales, instead of as the | annual National Newspaper Pro- 
cause of sales. | motion Assn. meeting here this 
This theory was advanced at the | week. 

ACA convention by F. W. Mans-| They heard several speakers 
field, director of sales research, who offered suggestions for cop- 
Sylvania Electric Products Inc., | ing with newspapers’ perennial 
New York, who also warned that problem: how to obtain more na- 
advertising is not concentrating tional and retail advertising. And 
on the immense distribution job they heard one of the nation’s top 
that it faces. department store executives warn 

(Continued on Page 8) them that unless newspapers did 


Export Admen Get A-to-Z Explanation 
of How to Push Their Foreign Sales 


New York, May 7—More than | speakers in the one-day conven- 
500 people who attended the fifth| tion took this as an opportunity 
international advertising conven- | to discuss the fundamentals of for- 
tion of the Export Advertising | eign advertising. Several took oc- 
Assn. got an A-to-Z primer on) casion to make strong pitches for 
how, when, what and where to) their own pet ideas or companies 
advertise abroad. —all to the educational benefit of 

Theme of the convention was) the export advertiser. ; 
“Advertising in a Competitive Mar- There was a general air of op- 
ket,” and more than two dozen|timism surrounding the prospects 
for future expansion abroad, but! 
everyone seemed to realize that 


a period of tough, hard selling lies | 


Brewing Corp. Sets a | 
$1,500,000 Budget # Luncheon speaker James A.| 
for Beer and Ale 


Farley, chairman of Coca-Cola Ex- | 
CLEVELAND, May 7—Brewing 


port Corp., stated, “It is my firm) 
Corp. of America has announced | 
a $1,500,000 budget for Carling’s 
Red Cap ale and Black Label beer 
this year. 
Advertising for Red Cap, han- 
dled by Benton & Bowles, New 


American goods, promoted by ad-| 


of these goods would do more to 
sell American institutions and 
ideals than all the political propa-| 


Newspaper Promotion Men Told They 
Must Give Advertisers More Help 


a better job of “selling” themselves 
they will find it difficult to sell 
retailers more advertising. 

One of the highlights of the 
three-day meeting was a talk on 
retail ads and advertising by Clyde 
Bedell, advertising consultant and 
ADVERTISING AGE columnist. 


® Despite the fact that total ad- 
vertising income of newspapers 
gets larger every year, newspapers’ 
actual percentage of the advertis- 
ing dollar has dropped from 41% 
a few years ago to about 29% to- 
day, Mr. Bedell said. Retail stores, 
he added, are actually spending 
a smaller percentage of sales for 
advertising than ever before, even 
though ad rates have gone up. 

It’s fine for promotion men to 
do whatever they can to increase 
interest in a paper’s editorial con- 
tent, but they should also concern 
themselves more and more with 
selling display and classified ad- 
vertising, Mr. Bedell said. Ad man- 
agers many times are too involved 
in the routine tasks of running 
their departments; it’s up to pro- 
motion men to explore the po- 
tentials for new advertising, he 
added. 


® As he has many times in his 
AA column, Mr. Bedell deplored 


much of the retail department 


store advertising appearing 
(Continued on Page 24) 


in 


Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1953, by Advertising Publications, Inc. 


‘Collier's’ Goes 
Bi-Weekly; Has 
Been in the Red 


NEW York, May 8—Crowell- 


Collier’s, a weekly for its 65 years, 
will be published every other 
week beginning with the Aug. 7 
issue. Each issue will be fatter (at 


book, which has been averaging 72 
pages. Ad rates, currently based 
on 3,100,000, will be unchanged, 
though the company will guaran- 
tee that the bi-weekly pulls a 3,- 
500,000 circulation in 1953’s last 
quarter. 


ws Some of the reasons behind the 
move as outlined by Clarence E. 
Stouch, president; E. P. Seymour, 
advertising director, and other 
Crowell top brass, are these: 

TV viewing time has been cut- 
ting into reading time; as a week- 
ly, Collier’s was too thin with its 
72 pages in comparison with The 
Saturday Evening Post’s average 
139 pages, Life’s 138 and Look’s 
108; and, as Mr. Stouch candidly 
put it, “Collier’s lost money last 
year.” 

Last year, Collier’s carried 1,- 

538 pages of ads, while The Satur- 
|day Evening Post was only 18 
pages short of the 1,000 mark in 
the first quarter alone. For the 
first quarter of 1953, Collier’s ran 
| 278 pages of ads, off 69 pages from 
|the same period in 1952. 
\. By going bi-weekly, Collier’s is 
expected to pick up a_ healthy 
‘additional slice of circulation in 
|the second week on the stands, and 
| (Continued on Page 165) 


Collier yesterday announced that) 


Last Minute News Flashes 


conviction that if we could get Monsanto Names Needham, 


Louis to Handle ‘All’ 


Sr. Lours, May 8—Monsanto Chemical Co. today appointed Needham, 


vertising, into some of the blacked- | Louis & Brorby, Chicago, to handle advertising of All, its detergent for 
out spots in the world, the magic home automatic washers. All is sold through Detergents Inc., a Mon- 


santo subsidiary. Mumm, Mullay & Nichols, Columbus, will continue 


,as the agency for a few more weeks. 


York, will encourage consumers| ganda that can be produced on Belgian Craftsmen Appoint Calkins & Holden 


Cuicaco, May 8—Calkins & Holden, Carlock, McClinton & Smith, 
Chicago, has been appointed agency for the Belgian Quality Craftsmen 


to compare it with any other malt | the air, in print or by personal con- | 

beverage. Newspaper advertising, tact.” 

and radio and television commer- 

cials will be used in 140 markets. | 

These will supplement Red Cap’s| 

magazine schedule. 
oa program for Black Re will understand the kind of people 

beer will cover more than 165 mar-_| we are. 

kets, with advertising handled by) 


to American products, American 
ways of business, including Amer- 


leading Belgian manufacturers. 


“The more people we expose Society. The society is opening offices here to promote goods of 25 


ican advertising, the better they Sun Oil Will Stick with Hewitt, Ogilvy 


PHILADELPHIA, May 8—Sun Oil Co., which has had proposals from 
many agencies in the past few weeks, will remain with Hewitt, Ogilvy, 


| Benson & Mather»according to Storrs J. Case, advertising manager. 


Lang, Fisher & Stashower, here.|# Speakers at the morning session Sun has been rumored moving since Anderson Hewitt left HOBM for 
The familiar “Hey, Mabel! Black| plugged strongly for institutional | Kenyon & Eckhardt (AA, April 6). 


Lewyt Drive Aims at Longer Selling Season 


Label” slogan will be used in| advertising in foreign countries, 
newspapers as well as on radio| the removal of trade barriers and 
and video. ‘factual research. 

. €C. Garretson, advertising| : Jr. 
a also said Black Label|E. R. Squibb & Sons, insisted that 
will continue sponsorship of tele-| “institutional advertising is not 
vision fights from Eastern Park-| vague, purposeless advertising, as 
way and the “Carling’s Sports some of the hard-sell boys claim 
Final” seen and heard each eve-| it is, but can and should be used 


ning. (Continued on Page 164) 


| New York, May 8—Lewyt Corp. : . - 
Howard S. Tierney Jr., v.p. of the vacuum cleaner sales season through June, is using 18 national 


in its spring campaign to lengthen 


| 


| 


| magazines, eight business papers, cooperative outdoor displays in 140 

cities and a co-op newspaper program with 3,500 dealers actively par-| 

ticipating, plus direct mail on a local level. In addition, co-op radio 
spots are being used on about 300 stations and TV spots on 40 to 50) 

‘Stations. Hicks & Greist is the agency. 

| (Additional News Flashes on Page 165) 
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Admen Anxious Over 
Census of Business 


WASHINGTON, May 7—The Sen- 
ate appropriations committee is 
expected to decide Tuesday wheth- 
er to give marketers an opportun- 
ity to “pitch” for censuses of busi- 
ness and manufactures covering 
1953. 

The plan to take the regularly- 
scheduled basic market studies had 
been recommended by President 
Eisenhower, but was knocked out 
by the House appropriations com- 
mittee as a “deferrable” expendi- 
ture. 

Last Tuesday, the House passed 
the Commerce Department budget 


without providing funds for the 
least 112 pages) than the present) special censuses. However, a rap- 


idly-breaking series of events this 
week raised the possibility that 
the market studies might be con- 
sidered in the Senate. 

Throughout the week, impor- 
tance of the census programs for 
the period of “hard selling” which 
economists consider imminent has 
been drummed home to Commerce 
Department officials and members 
of the Senate appropriations com- 
mittee by trade associations and 
individuals interested in distribu- 
tion problems. 


® Particular emphasis has been 
placed on the economies which al- 
ready have been introduced in the 
census plan, cutting the appropri- 
ation request for 1954 from $21,- 
000,000 proposed by former Presi- 
dent Harry Truman to $11,500,000. 
Business groups which joined the 
fight this week told officials the 
importance of the data for market- 
ing purposes alone dwarfs the ex- 
penditures that are involved. 

As the week opened, the outlook 
was far from promising. On Tues- 
day, Under Secretary of Commerce 
Walter Williams told ADVERTISING 

(Continued on Page 161) 


England's Bevan 
Blasts Advertising 
at Admen’s Meeting 


EASTBOURNE, ENGLAND, May 5— 
Admen are harnessed to an evil 
machine that is doing great harm 
to modern society, ex-socialist 
Health Minister Aneurin Bevan 
charged at the Conference of the 
Advertising Assn. here last week. 

When British admen criticized 
his being invited to the conference, 
chairman A. Everett Jones did not 
apologize but explained that it was 
prudent to discover what the so- 
cialist threat is to advertising. This 
was why Bevan was invited. 

Mr. Bevan told the conference 
that he regards modern advertis- 
ing as one of the most evil conse- 
quences of a society which is it- 
self intrinsically evil. He said that 
advertising in a socialist economy 
would have a role for public good, 
giving free information sedately, 
seemly and properly as new prod- 
ucts are brought out. 


s Thus advertising would be re- 

stored to the obvious function of 

spreading information without 
(Continued on Page 4) 


a! eo as Biz - ce ah PED wars re 5 sess cs 5 ae a Se wee oe eee. f ¥ E. » dae - we bias Stee aS eS se “RA ears O Fe ee 4 aN = > 
ay eer 7g Eat 2 a ae tee ape Me ae SAS oa st =i ay Se He cet iach Fete eee Baek) % PES eS Re ee Fa gan A ne ee fe aie te a ee Ne r= eee ae? spree hor Se ee Oe ae ie i) Oe ot \ ot A 2: 7%." = oe | . ' a - 
pte Me whe Bt Ge 5. ae as ro soles mee eg Sareea FS SA Sk ing fe Res eh ek ae zs ; Hea or gerceaa tetas at oer Ua een Pee OBA Wa Nn hp eee ye eet © Pf 5 Regen Cara + oto OR Der wh rita, See Netty 1, Sue re 
oe Drege ch ae : z <a F = PA eres beatin, re sats = Soe eee tos Paneer Pe eh oa ah Fhe Dee oh tra ee s Se 3 Wega ea ss os ha pss Lean Pc oe go: es ee ae Se een Benes ae ay SOE OS EC aes Lite: ee EN emp Pee ec Be ete tere Trees ie See 
ed te rs, oe a = gis wer nara an ats of aaege a ee ie cS = Phect " ‘Sy Se teks patie a Fe mre willie. Ve eS ee ae I Seat os See : es ee te i Se Se nf. ae 2 estar : * te ike BR Wri eee) ee : ey os ae 5 i i pera te ‘ Ae ee ee Pas tenes oe . 
Cts ae ore, = 2G oir rae . " 4 4 ie UC Dae aa Peas ee a eek ee ate: ? x = ae : cat. oie "Say rake Binal ae 
Se ee mo te tne sere we! . re te re Bebo aye 5 Peel a rk "4 Bat = Fi - ee i ee! Me oe gt he Sy ae 2 
i ta pie a me % ee = oe 3 c or ey t x 3 sae Bs ie Wiealeae: Gy aes ee ae >. Was oe a Egg hg fe TH esa % ce 
: ee OES” feats aa Nae , heck Sie So ernie) eae er, eee Sats it es ede aliaitnes <a SAMS ae A oa eee Sk.) Bs ae ee : gS ais Ny DI a aS : pis . aif a te eee 24 ios a foe sues 
2 ee 5 yet 2 sei iy ye BEE Re ea papa 2 aap 2) i ok PR Re RN iF Sona A Oe oy se Sa 96 a MM i ce 7 Py a tad Seite elk Res ARN D7 See oS AN ee hear y 5 mi irs : Se cart) ci as, ie ot See ee eae 
a ba as oS Fee Loe nae : er a Book te. a as we Spey a ae as We Easy m7 hae — eo Se ay tat ie ee vee ay ole eee Wee LOPES Bi sss Ls is Rae re a game ess era sat Ce er ae, 
hone n ss ea ena Ra? ets F ae i Sangli Ta Mi Sean Sw ae Ae Ae eh ee Sa oe aaa Ro i Fe PLAS eer ae eevee wa Bi ot ee ne Fae ‘ 5. ~ti 2 Pi Tawa, y : 
a at NEE. : : : * . = re Pe ae ~eseiamae iammmaie etre a= os = —- E ‘ . 4 4a et Meter 
3 - : r 6 : “ ; : os ae 
ee - : ‘ a Dau tad 
com — / , cia 
- . bai - . ’ . Lie 
e . 
tt “ 
ea ate fe 
es 5 
2 at 
ur 
ae a , H 
eo, 
* 
. 
ae oe os PHE NATIONAL NEWSPAPER OF MARKETING | , 
pd : 4 : : : ‘ S : 
} 
j 
oe | ‘ 
Sl ee - 
ee Re » oe 
eee oT oie os See 
- Sy porn. ar 
veel Dry et 
aes | Sa 2 ee 
ages oe ae 
Se Beh tear as 
Bye | 5 A ie aes 
ee aaa. } | iri Ca 
ye oe | nee 
rae ring (ode se 
ie eyed es Sy ‘ oe 
ae bs <i 8 
Mg! Sian hs. oer 
ais eke ee ios re aot 
1a ae a =) =. ee 
aie ae 
Ae ee BR Se PR ara ttn. 
ante | ee Sera ARN Sg reer Chk ES 
‘Seeteds Sty a react cae, 
sees eee ae 
aa EP eae ey 
a aides ey a” 
a ery rae, 
| YL 
7, “aol _ 
set aes — 
ee a ta ne 
oor ks alge 
Tae Ee ee 
rate — 
ati GS Fee 
Ber pe Na eats By 
‘i ie ‘Eeeg poise 
3 . uid eee 
cn a ee ate is. eee 
meer SA ete MT 
s : a ae 
9 ele nT eee nat 
fore = 5A See eae 
7 a nae tere 
ait, opt j : ae 
NY Fie al 
ie — 4% Set a 
eer ; 3 Peis 
ae ran ae 
Ee es We oe a 
are a J a om 
Aer Es mele barra ae 
i me Ae e gore as 
4 ee Shee abe ithe eee 
= a aie ss 
Saree ee st 
ates ~ oy “J 
Paes 
Peet uae rk Sc! ea 
ee eae o> gee 
Gees ae « ae # the <4 
ay es” EB 
AS base ae 
Situ ie ax te en aL 
tar as et oat Wc} 
ee eae et 
kA ae Pe ee 2 Sey in 
oe pee SB iat ie ce 
Saas PA Noe ai 
a ial ier» Acct 
easy. bcs ee 
Rte —— moRa ac Z Whe naka 
pee i Bee ” 
te pa ch Sa a 
aE — ae 
ies She = as = ag ae 
Aor pee SE 
oe de Bee A mies 
iat i, weet Pores 
=e eek 
’ it 
eer 
(ee 
tara: Po ges: erie 
Sb. gee Digs 
riage ae Packs 
: i SUE EE Dear dlis” ! 
i = ee : ; 
| si _ : Po oe ; : 
ea ore eareey 
eae ae fires pat 
baer ce nis eee 4 
of ee ie wee 
Ae hee ES, SF ot ee 
"Ne a a get 
-y. ae : 
: a —iee a 
neare Ses le 
: ae : 
“olga ee oe 
fe ei - eka 
Beh ELD, 
a eee ak 
etal s Se ae on 
oP eae ere ep os, 
4 a | 
be 2 ’ ~ % . + ‘ % . t maa, “A 
’ f 3 > Poe 2 a te : ce faras t * 4 F ae : te . rs ‘ + fe % 
, ‘ rg ; 2 * LM as : é : > eee ah ong de os Set 3 BATRA : Fi v Ki: Rag nie ae . ¥ Pais ev A dip 1% ‘ as “ . bi x z Bal 
as 5 alte > pot rey it Sb he - = a ne y ial ge: ea eet : 2 St ee Ts ’ < 5 be aay ot tM eo uf hel Ps t 5 : 
2 2 tai oes Pigat: eg i eens ee ae + ‘ ee oe 3 er ar co amruae Me . S oe yaa. Tile ee Pa. pp thw ae ea es “ys 7 P ~ eee eA oo i re ie aye SE . 
on ‘ ete Ke Rae Be et tte, Niet it z i cae De pee totes LOY ior gine 9 en Ih ee cid Mh a Sh tye po Didi MEI as aN velo UE sb gen : pate te eae é oe 38 *485 Geiss, ne v3 a Ny Sr adaly Stes al Muka ASN BT Se 


2 


Baseball's TV-Radio 
Policy—What Is It? 


| 
} 


AA Asks Club Owners | five-year mutual agreement among 
- . the clubs as to who was to sell | 
Finds That Each Club radio and TV rights in what areas | 


f was cut to three years, and (2) | 
Is Making Its Own Rules 1” White Sox picked up some! 


Cuicaco, May 6—Bill Veeck, Michigan broadcast territory for- | 
owner of the St. Louis Browns and ™erly allotted vege ayn hi 
major league baseball's merry reb-|_ Not mentioned as an achieve- 


el. has headed for the TV showers /ment was the large-scale airing of | 
but not without stirring up on | deficiencies in organized baseball’s | 


7 > , 
much controversy over televised TV policy, but it also was consider- | 


: ‘able. So, for its spring round-up 
baseball as has been seen in some (¢ baseball TV schedules, AA de-| 


At the spring meeting of the | cided to sift the controversy by | 
American League’s club owners, 


lasking league heads and major | 


the hard-pressed Mr. Veeck tried | !€ague owners how the TV-vs.-at- 
to force an agreement whereby the tendance dilemma looked to them. 
Browns would share in the TV re-_ 
ceipts from rival cities in which|® These are some of the results: | 
they were playing. This was| 1. First of all, there is no offi-| 
blocked by several other clubs cial major league TV policy. Pol-| 
which threatened to cut off lucra-|icy is made by individual club_ 
tive night games with the Browns, Owners, who then iron out con-| 
and the whole thing became /flicts at their spring meetings, 
a (temporarily) dead issue on through a system of collective bar- 
April 13 when the TV-starved | gaining. 
Browns themselves signed a 30-| With that said, it should be em- 
to-50 game video contract with | phasized that the situation is by 
Falstaff Brewing Corp. no means fixed and immutable. A 
|research committee which Base- 
# All was not lost, however, at | ball Commissioner Ford Frick has 


least for the Chicago White Sox in operation right now may alter 


NNPA‘S NEW OFFICERS—The complicated hand-shaking you see here represents 

congratulations to the new officers of National Newspaper Promotion Assn. At right 

is NNPA’s new president, Otto Silha, promotion and personnel director of the Min- 

neapolis Star and Tribune, shaking with retiring president Irvin Taubkin of the 

New York Times. At left is Clifford Shaw, Providence Journal, Ist v.p., and second 
from right is Joseph Lynch, Grand Rapids Press, 2nd v.p. 


- ' 


TV is localized in Sao Paulo | Pacific Greyhound 


and Rio, it has not as yet 


harmed radio’s effectiveness, es-| Starts 6-Week Drive 


pecially since Brazil cannot import | 
any more TV sets at present.” | SAN Francisco, May 5—Pacific 


In addition to holding down the;Greyhound Lines today began a 
copy director spot at Thompson-| heavy six-week advertising pro- 
Sao Paulo, Mr. Kfuri teaches copy- | gram using newspapers, radio and 


who alone had supported Veeck in | things. 


his fast-bunt effort. According to, 
Eddie Short, White Sox ang ond 
and promotion manager, the flare- | 


up achieved two things: (1) the) 


Composed of both major and 
minor league representatives, the 
committee will submit a report by 


(Continued on Page 32) 


Electronic Town Crier Is Effective Medium 
in Brazil, ]WT Creative Director Reports 


New YorK, May 5—The town; 
crier has made an electronic come- | 
back in Brazil. 

Jose Kfuri, creative director at} 
the J. Walter Thompson Co. Sao) 
Paulo office, reports that Brazil- 
ian advertisers have adopted out- 
door loud speakers as an effective 
and inexpensive medium in small 
towns and rural areas. 

Visiting New York to study ad- 
vertising operations here, Mr. 
Kfuri pointed out that although ra- | 
dio has nationwide coverage in 
Brazil, loudspeakers have definite 
advantages over broadcasting. Op- 
erating only in evenings, the 
speakers send out recorded music 
and ad spots while senors and 
senoritas take their customary eve- 
ning strolls through the city 
square. 


# “On location in the ee: | 
said Mr. Kfuri, “is the loudspeaker, 
catching strollers’ attention with 
relaxing music, interspersed with | 
20 to 30-second spots. Thus adver- | 
tising is to a captive, receptive au- 
dience. 

“Unlike other media,” he con-| 
tinued, “the loudspeaker is free to | 
listeners. Because the cost of liv- 
ing in Brazil is extremely high at 


present, the buying power is ra- 
ther reduced. For those who do not 
wish to invest in other media, the 
loudspeaker provides free listen- 
ing pleasure.” 

Three or four commercials are 
delivered between each song. Most 
of the spots are recorded, although 
the program announcer’s voice is 
live. 

Rates for speaker ads are very 
low, said Mr. Kfuri, and are con- 
tracted on a monthly basis in most 
cases. For 300 straight commer- 
cials each of 30 words or 30 sec- 
onds, the average cost is 500 cru- 
zeiros (under $15). A town may 
have as many as 35 loudspeakers, 
depending upon the population. 


# A favorite with Brazilian adver- 
tisers is the jingle, Mr. Kfuri add- 
ed. The country seems to be under- 
going a  “jingle-consciousness” 
similar to that which occurred here 
a few years ago. 

“But the loudspeaker is primar- 
ily a local medium,” he said. 
“Chief over-all media in Brazil 
are radio, newspapers and maga- 
zines. O Cruzeiro is the leading 


writing in the Sao Paulo’s Muse- 
um of Modern Art, which, for 
some reason, offers advertising 


courses. 


Cigar Institute 
Sets $250,000 
Budget for ‘53 


New York, May 6—More than 
$250,000 will be spent by the Cigar 
Institute of America this year in 
the Sunday sports sections of 97 
newspapers. 

The increased newspaper cam- 
paign is intended to push higher 
the sales figure scored last year— 
a postwar record. Theme of the 
drive will again be, “After a meal 
only a cigar will do.” Famous 
baseball and football stars will be 
used. 

Benton & Bowles is the agency. 


Gilchrist Joins McGraw-Hill 


Andrew Gilchrist has been 
named by McGraw-Hill Inter- 
national Corp. as manager of its 
overseas business services in an 
expansion of the unit, which as- 
sists U.S. companies in developing 
their foreign markets. Mr. Gil- 
christ was formerly general branch 
manager for Remington Rand in 
Belgium and Luxembourg, export 
sales manager for North American 


Philips Co., and v.p. of Seal-Sac 


national magazine with a week-| Inc. 


ly circulation of 500,000. Since 


SKULL SESSION—Big guns in J. Walter Thompson Co. foreign operations and a 

client are pictured as they got together in the New York office. Left to right are 

Jock Webster, a copy director in the Johannesburg office; Jose Kfuri, creative direc- 

tor of the Sao Paulo office; William Hinks, a director of Thompson-London; Michael 

Stiver, former manager of Argentine operations now on assignment in the U. S.; 

Tom Carruthers, a director of Thompson's Australian company, and one of its clients, 
Eric Slatter, sales manager of Colonial Sugar Refining Co., Ltd. 


Nicholson Names Waghorn 


| Francis T. G. Waghorn has been 
;appointed sales manager for the 
newly formed Nicholson File Co. 
|of Canada, organized to conduct 
the Canadian operations of Nichol- 
json File Co., Providence. The 
|new company takes over the assets 
jand obligations of Nicholson’s 
/Dominion Works, which since 1901 
jhas been operated as a branch 
|plant of the parent company. 


Johnson Pushes Restaurants 


Howard D. Johnson Co., Well- 
aston, Mass., restaurant chain op- 
|erator, will use three full-color 
pages in Life and 24-sheet posters 
to promote the chain in 13 states. 
Ads feature the slogan “Landmark 
of Hungry Americans.” N. W. Ayer 
& Son, Philadelphia, is the agency. 


Garfield Associates Moves 
Sidney Garfield & Associates, 


television. 

The program is starting with 
color ads appearing in about 30 
newspapers in major cities in sev- 
en western states, and stressing 
convenience of schedules and 
economy of fares. This is the first 
|of a series of two-color ads which 
| will be followed by smaller space 
b&w insertions with the same 
jtheme. Altogether, almost 500 
newspapers are included in the 
program. 

Eight-second spot films are in- 
cluded in the television schedule 
which will be shown over stations 
in San Francisco, Los Angeles, 
San Diego and Phoenix. As many 
as 52 radio spot announcements 
will be read each week over local 
stations during the six weeks. 

Beaumont & Hohman, San Fran- 
cisco, is the agency. 
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Plastic-Dot Glove 
Campaign Expanded 


| New York, May 5—Riegel Tex- 
tile Corp. is expanding into the 
;consumer field with its Plastic- 
Dot work gloves, introduced to in- 
| dustry a year ago. 

| The expansion is being accom- 
| panied by a heavy advertising and 
promotion campaign, led off by a 
full page in the May 2 Saturday 
| Evening Post. Business Week and 
Popular Mechanics will also be 
used. 

The Post ad tells that an inde- 

pendent testing organization made 
| exhaustive tests showing that these 
gloves, featuring permanently im- 
. bedded plastic dots, withstood over 
| 15 times more wear cycles than 10- 
“ounce fabric used in heavy canvas 
| Sloves. 
| 
s A coupon in the lower right 
‘hand corner of the ad offers a trial 
/period to readers at 50¢ a pair, 
| with a limit of two pairs. Art work 
‘is used to illustrate the various 
-uses of the Riegel gloves, from a 
housewife working in a garden to 
farm and industrial work. 

The 107-year-old company is 
marketing the product through 
hardware, automotive, drug and 
department stores, groceries, su- 
permarkets, variety stores, Army- 
Navy stores, etc. 

The Post, as part of the mer- 
chandising promotion, is supplying 
counter cards, self mailers, let- 
ters, reprints, window stickers, 
banners and other selling aids to 
dealers. 

Hiram Ashe Advertising, New 
York, is the Riegel agency. 


‘This Week’ Names Lally - 


Frank Lally, San Francisco man- 
ager of This Week Magazine, in 
June will become manager of the 
publication’s Cincinnati office. 
Gerry Wroe, of the Chicago staff, 
will take over the San Francisco 
office. 


Advertising Aides Names 2 


Advertising Aides, New York, 
has promoted Michele Ricciardi 
to art director. Sol Glass, formerly 
with National Cash Register Co., 
"Dayton, has been added to the 
| agency’s staff. 


Los ANGELES, May 5—An Idaho 
broadcaster got the word last week 
that he’s getting into a pretty risky 
business. 

At one of the closing sessions of 
the National Assn. of Radio & Tel- 
evision Broadcasters meeting last 
week, Gilbert Rose, KF XD, Nam- 
pa, Ida., asked a panel what his 
station—serving a market of ap- 
proximately 90,000—might expect 
in costs and revenues from a TV 
outlet. 

Figuring that such a station 
would need a minimum of $300,000 
in equipment, the panel estimated 
operating costs at $175,000 to 
$300,000 a year with a minimum 
of 35 or 40 hours a week costing 
$180,000. 


@ The panel’s conclusion: Low 
budget television operations can- 
| not be low enough to warrant the 
irisk of building a television sta- 
‘tion in markets under 100,000 pop- 
ulation. 

| As for Mr. Rose’s Nampa-Boise 
project, the panel gloomily pre- 
dicted that with only 90,000 people 
iin the entire Boise Valley, no 
|national advertiser will put any 
| money in the market. Local adver- 
'tisers, Mr. Rose was warned, will 
|\be enthusiastic about television 
until contract time when they will 
sing “a different tune.” In fact, 


Mr. Rose was told, “there is rea- 


San Francisco agency, has moved 5° to worry about that market.” 


to larger quarters at 26 O’Farrell | 


St. 


The panel, composed of .'ames 
'L. Middlebrooks, KING-TV, Se- 


NARTB Panel Warns Idaho Broadcaster 
Against Starting a Television Station 


,attle; LeRoy E. Kilpatrick, WSAZ, 
_Huntington, W.Va.; Joseph Her- 
old, KBTV, Denver, and Orrin 
Towner, WHAS-TV, Louisville, 
went on to probe the problems of 
small-market TV. 


® Mr. Kilpatrick made a plea for 
the industry to come to the aid of 
small markets but said: “Some- 
body will come along and make 
small markets work. With no com- 
petition in your area, you might 
make a go of it.” 

Low budget TV operations will 
be essential “to all cities except 
the first five or six markets,” Mr. 
Middlebrooks asserted, and Mr. 
Herold warned that national ad- 
vertisers are likely to show little 
or no interest in small markets, 
preferring heavily populated areas 
instead. 

As a result, network program 
fare may be limited and small sta- 
tions will be forced to rely on film 
to fill out the broadcast day. 

Mr. Kilpatrick pointed out that 
low budget television has been 
successful with some stations 
which started operations in the 
early days of TV. When WSAZ 
went on the air, he said, “we were 
splitting the advertising dollar 
with only 72 stations.” Today, he 
said, the new small station “faces 
the prospect of splitting that dol- 
lar with perhaps 2,000 stations. 
Some of these 2,000 face a future 
|as surprisingly disastrous as ours 
| was surprisingly prosperous.” 
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S & W to Use 
‘Loose’ Art for 
Newspaper Ads 


San Francisco, May 5—Full- 
page four-color advertisements 
will lead off a new and one of the 
most extensive newspaper cam- 
paigns ever conducted by S and W 


Fine Foods. The initial ad will ap-| | 


pear May 13 or later in five west- 
ern newspapers and two in eastern | 
cities, but eventually some 50 pa-| 
pers in seven states and Hawaii | 
are to be included in the adver-| 
tising schedule. 

The four-color ad will make use | 
of a new technique which, accord- | 
ing to account executive Roy Pe-| 
tersen of Foote, Cone & Belding, is | 
“highly conducive to outstanding 
newspaper’ reproduction.” The 
agency has developed a loose art 
technique which reduces the reg- | 
istration problem. If registration 
is not perfect, Mr. Peterson says, 
this overlapping will not be noticed 
in the advertisement. 

The first ad will appear in the 
Seattle Times, Portland Oregon- 
ian, San Francisco Examiner and 
the Los Angeles Times and Ex- 
aminer. It will also appear in the 
Chicago Tribune and St. Louis 
Post-Dispatch. On the same date or 
later a two-color, 1,000-line ver- 
sion of the same ad will appear in 
21 other newspapers. In June the 
same two-color ad will be placed 
in these 21 papers and the five 
western papers named above. 


# A third advertisement in b&w 
will also be used once in May and 
once in June in an additional 23 
papers not using color reproduc- 
tion, so that altogether the cam- 
paign will cover 49 or 50 news- 
papers. 

The series of ads will concen- 
trate on the promotion of S and 
W’s 16 vegetable and fruit juices. 
The illustration will consist of 


loose drawings of six juice cans} 


against a background of fresh 
fruits and vegetables. Written 
copy, including the headlines, con- 
sists of fewer than 50 words, not 
counting the listing of the 16 
juices. 

The second and third phases of 
the campaign start in the fall, 
probably November. Equivalent 
promotion will be given at that 
time to glace cake mix, mince- 


meat, nuts and holiday items in 
general. It too will break with two 
different four-color ads in the 
papers named, with followup ads. 


s The final part will be sched-| 


uled for January, February, and 
March next year. Vegetables and 
canned fruits will be promoted at 
that time by using the same medi- 
um in approximately the same 
order. 

In the meantime a separate cam- 
paign is being planned for the 
New York City area. A _ single 
product, vegetable juice cocktail 
will be subjected to both an ex- 
tensive and intensive campaign 
through newspapers. This pro- 
gram will start during the third 
week of May and will continue 
through April, 1954. 

Only the one product is selected 
for this campaign as an item with 
great potential and general accept- 
ance. Only b&w space will be used 
in these papers. 


‘Westerner’ to Bow on Coast 
Park Publishing Co., P. O. Box 
4098, Portland 8, Ore., on June 1 
will issue The Westerner, edited 
for readers in the nine Pacific 
states, Alaska and Hawaii, and 
confined to year-round travel. Cir- 
culation will be 5,200, with the 
planned circulation for the July is- 
sue at 10,000. There will be no 
newsstand circulation; all copies 
will be sold by subscription. 
Standard page size will be 7x10. 
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LOOSE ART—That’s how this S and W 
two-color ad is described by Foote, Cone 
& Belding, agency for the food company: 


The technique is said to reduce newspaper 
registration problems. 


Greater Buffalo Ad 
Club Lists Awards 


BuFFALo, May 5—The Greater 
Buffalo Advertising Club has an- 
nounced winners in its first an- 
nual advertising awards competi-_ 
tion. 

Newspaper advertising winners 
included Wildroot Co., Labatt’s 
Ltd., Bell Aircraft Corp., Klein-| 
hans Co., Sattlers and Buffalo! 
Council of Churches. | 

Kodachrome Reproductions, 
Carborundum Co. and Maritime) 
Milling Co. were judged winners 
in the general magazine, industrial | 
and business magazines, and farm) 
publications divisions, respective- | 
ly. | 

Labatt’s won two awards in out-| 
door and transportation advertis- | 
ing. Lincoln Storage and Western | 
Savings Bank were radio adver-| 
tising winners. O-Cel-O Corp. took 
first in the television section. 

Direct mail advertising first 
places went to Watson Advertis- 
ing Agency, Western Savings and 
O-Cel-O. Winners in the point of 
sale advertising competition were 
Western Savings, Iroquois Bever- 
age, Labatt’s and Corning Glass 


Works. iN 


Mutual's Time Sales 
to Murine Is First 
Like It by Any Net 


Cuicaco, May 5—Mutual Broad-_ 


casting System’s sale last week o* 
five programs to Murine Co. wa- 
at regular card rates for time an 


talent and not on a “spot” basis. A. 
‘| spokesman for Mutual had given | 
''the erroneous impression earlier 
' that Murine was to get only spots. 
1 in the middle of the programs | 
|| (AA, May 4). 


The Chicago office of MBS, clar- | 


ifying aspects of the sale handled 
‘through Batten, Barton, Durstine 
|\& Osborn, pointed out that its 

Fr -|“Pin Point” 


plan sale involves 


HOT WEATHER LAYOUT—This poster is part of the Washington State Advertising 
Commission’s tourist promotion in the Midwest and Southwest, handled by Cole 


& Weber, 


complete sponsorship of available. 


/| programs, including opening and 


closing identifications. Further, 
the whole network will be used. 

Murine will use 2S d2iterenit 
broadcasts for 13 weeks, starting 
May 25, on five MBS shows—“Ti- 
tus Moody,” “Van Deventer and 
the News,” Gabriel Heatter, “20 
Questions” and “Queen for a Day. 
The shows will not be used on con- 
secutive weeks. MBS officials 
pointed out that the sale is the first 
of its kind by any network. 


Botsford Gets State Ferries 


The Seattle office of Botsford, 
Constantine & Gardner has been 
appointed to handle advertising for 


ithe Washington State Ferries, Pu- 


get Sound auto ferry, one of the 


accounts relinquished by J. Wal-| 


ter Thompson Co. when it closed 


its Seattle office (AA, Nov. 24, 
1952). Newspapers and radio will | 


be used. 


Jamaica Sash to Howard 


Jamaica Sash & Door Co., New 


Hyde Park, N. Y., manufacturer 
of aluminum combination storm 
windows and doors, has appointed 
Lloyd S. Howard Associates, New 

ork, to direct its advertising. In 
addition to advertising in building 
publications and consumer home 
magazines, a direct mail campaign 
is planned. 


P.O.P. Displays Inc. Moves 


P.O.P. Displays Inc., New York, 
has moved to a new plant and ex- 
panded facilities at 37th St. and 
Bradley Ave., Long Island City, 

> 


Third of Printer Profits to Be Absorbed 
by Proposed Illinois Tax, Opponents Say 


Cuicaco, May 6—Extension of 
the Illinois so-called sales tax to 
service industries will absorb one 
third of printers’ profit after fed-_ 
eral taxes, the Graphic Arts Assn. 
of Illinois asserts. 

In a letter to members of the 
state House of Representatives, the 
association quotes 1952 figures 
published by the Printing Industry 
of America, Washington, to back 
its statement. 

Based on costs of printing plants 
of $150,000-$300,000 annual gross 
sales, material cost per $100 of 
sales is $34.61. Total costs are 
$95.55, leaving an average before- 


tax profit of $4.45. After-tax prof- 
its average $2.30, according to 
the PIA report. 


® The proposed Illinois tax bill 


would require an Illinois printer 


to pay 2% of his material cost, or 
an average of 69¢, based on a ma- 
terial cost of $34.61, the Graphic 
Arts Assn. states, adding, “In addi- 
tion to this, there is a cost of rec- 


'ord keeping which cannot be esti- 


mated.” 

The retailers’ occupational tax 
(“sales tax”) extension bill now is 
before the legislature and is backed 
by Gov. William G. Stratton. 


Advertising Expenditures in Radio & TV 


Federal Communications Commission 


Number of Stations Total 
City AM-FM-TV TY only Revenue TV Revenue 

(000) (000) (%) 
Los Angeles ......... 25 7 $28,306 $17,966 63.5 
og re 20 3 17,045 9,868 57.9 
er 5 3 4,819 3,042 63.1 
EE 35s poh ewe 11 3 9,099 5,089 55.9 
. & Sere 32 7 52,640 28,158 53.5 
Washington .......... 17 4 10,060 4,672 46.4 
CN vi d.cxssawes 8 3 10,088 6,064 60.1 
Chhifeage ......... .30 4 31,977 16,171 50.6 
Ee 10 3 16,356 8,888 54.3 
San Francisco ........ 21 3 12,434 5,700 45.8 
Cincinnati .... ..... 7 3 10,689 4,965 46.4 
F 10 3 5,006 2,359 47.1 


SEATTLE, 


May 5—Washington 
|appropriation for the 1953-4 bi- 
‘ennium to $520,000, of which $60,- 
/000 is ear-marked for the confer- 
‘ence of governors this coming 
August at Seattle. 

These added funds enable the 
state ad commission to extend its 
tourist promotion into the hot belts 
of the Midwest and Southwest 
this year. In recent years, the 
campaign has been concentrated 
largely on the West Coast for bud- 
get reasons. 

The over-all campaign plans are 
laid out on the two-way stretch 
principle—to draw out the tourist 
‘season and stretch the budget— 
taking the fullest possible advan- 
tage of the record tourist year pre- 
dicted by national travel experts. 


# There will be three separate 
campaigns—spring, summer and 
fall. The spring campaign will at- 
tempt to lure vacationists to the 
Evergreen State earlier this year 
and at the same time set the stage 
for those who are still planning 
their 1953 vacations. 

The summer campaign will be 
concentrated in the hot belts. The 
fall campaign will be restricted 
‘to the West Coast, Washington 
‘state's primary tourist market. The 
| 


Seattle. 


Washington State Expands Tourist 
Campaign to Midwest and Southwest 


,advantages of an Indian Summer 


» | State has boosted its advertising vacation and the salt and fresh 


| water fishing will be pointed up. 

| Sixty-five daily newspapers in 
|57 markets will be utilized—plus 
|32 radio stations, 14 television 
| stations, outdoor and regional mag- 
_azines on the West Coast, as well 
‘as advertising in three western 
|Canada provinces. 

/® Coincidentally, the Interna- 
| tional Evergreen Playground Assn. 
will not conduct a tourist adver- 
tising campaign this year, the first 
break since it was formed in 1924. 

The association has used space 
advertising in five western states 
to promote tourist travel for the 
Puget Sound and southern British 
Columbia areas, attaining a good 
bit of fame as one of the few in- 
ternational organizations working 
for joint benefits of sections of two 
countries. 

Token contributions have been 
made for this year and the outlook 
will be reviewed in October. In 
the meantime, the organizations 
(mostly chambers of commerce) 
which have supported the associ- 
ation plan to use their funds for 
local promotion and other pur- 
| poses. 
| Cole & Weber, Seattle, is han- 
|dling the Washington State Ad- 
_vertising Commission’s account. 


Drive Opens for 
Fels-Naptha in 
Granule Form 


PHILADELPHIA, May 5—A series 
of four-color pages in this city’s 
daily newspapers, followed by 
b&w 1,000-line ads, are being used 
to launch Fels & Co.’s new instant 
granule version of Fels-Naptha 
soap. 

The heavy campaign, which will 
run into June, is designed to ex- 
pand distribution of the new prod- 
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‘uct in this region. It was first 
given an advertising test here in 
February and March. 

_ Within several weeks, similar 
campaigns will run in more than 
/12 newspapers in western Penn- 
Sylvania, Ohio and Michigan to 
‘coincide with distribution of the 
new product in those areas. Color 
will be used there wherever pos- 
|sible, ApverTISING AGE was told. 


® Roy McKee, president of McKee 
& Albright, agency for Fels, told 
AA that as the instant Fels-Nap- 
tha distribution is expanded the 
newspaper campaign will be ex- 
panded until it is nationwide. A 
limited advertising schedule will 
then run first in Good Housekeep- 
Ladies’ Home Journal and 
Parents’ Magazine, and then in 
Everywoman’s, Family Circle, 
Woman’s Day and other store- 
distributed magazines. Radio and 
television spots will be taken to 
round out the national campaign. 

Fels also is testing Rol, its new 
liquid detergent, in Trenton, N. J., 
with limited newspaper space. Fu- 
ture plans for the new product are 
not known. 


Wise Heads Mactadden Board 


Harold Wise, who succeeded O. 
J. Elder as president of Macfadden 
| Publications in February, 1951, has 
|been elected chairman of the 
|board. Irving Manheimer, who 
headed a group of stockholders 
| which acquired working control of 
the company in early 1951, was 
elected president of Macfadden. 
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England's Bevan 
Blasts Advertising 
at Admen’s Meeting 


(Continued from Page 1) 
artificially stimulating desires, he 
said. 

He pointed out that his health 
ministry had been able to provide 
a hearing aid which had sold more 
widely and more cheaply than ad- 
vertised hearing aids. But this, he 
said, was because the government 
has been concerned that the deaf 
hear, not that advertisers eat. 

He said that the aspect of adver- 
tising which fills him with most 
dismay is the sale of proprietary 
medicines. Admen are so clever 
at persuasion, he asserted, that 
doctors prescribe more and more of 
these remedies, which are thought 
harmless and useless. 

“It is not simply to say that you 
are professionally successful,” he 
continued, “but you are producing 
a population of neurotics. The 


country where advertising is most 
successful has the greatest num- 
ber of psychiatrists and of duo- 
|denal ulcers.” This was, of course, 
an obvious reference to the United 
States. 


s Mr. Bevan also had a few hot 
words on the relationship of ad- 
vertising to consumer choice. 

| “How dare you talk about con- 
sumer choice when you use all 
your arts to push products down 
people’s throats?” he challenged 
the British admen. 

He went on to the proposed 
question of sponsored TV in Brit- 
ain. 

“Why imitate the worst features 
of television in other countries? 
Why can I not listen to a Beetho- 
ven symphony without being re- 
minded of deodorants?” he queried. 

He said he sincerely hopes the 
British public will resist any move 
to develop sponsored television in 
the British Isles. “Why add the ca- 
cophony of the hideous noises of 
TV commercials?” he asked. 


ADVERTISING AcE, in a trans- 
atlantic phone call, learned from 
an observer who asked not to be 
quoted that the reaction of British 
admen to Bevan’s diatribe was one 
of shock and resentment. The con- 
sensus among them immediately 
afterward was that the Labor 
Party official had been impertinent 
in attacking commercial television, 
since he had never seen it. 

It also was felt that he had done 
in his speech precisely what he had 
charged the admen with doing: 
exaggerating and distorting the 
facts in order to sway the public. 


® The admen’s displeasure was 
aggravated the next day, when Mr. 
Bevan’s speech got wide publicity 
in the British press, the colorful 
Bevan being considered second 
only to Winston Churchill in news- 
worthiness. 

His remarks were featured on 
front pages, and a typical headline 
was “Advertising Is Evil But Nec- 
essary.” Editorial comment on the 
speech was mild. Any refutation 


“Didn't you know that the Des Moines Sunday Register covers 
"practically everybody in lowa?” 


Actually, the bare fact is that the Des Moines Sunday Register 
delivers coverage of 2 out of 3 of all lowa families. 


With a figure like that, you can see why it does such an 


outstanding selling job. As for 


county breakdown...look at 


this: Coverage in 83 out of lowa’s total 99 counties is an 
amazing 50% to complete domination. In 9 counties more it’s 
a high 40% to 49%. At least 21% in the few others. 


The Iowa market is really one to get excited about. Total 


income tops four billion dollars per year.. 


-nicely divided up 


between farm folks who are the world’s wealthiest—and city 
people who outspend even big Philadelphia or Boston. And, 
you cover it all through the Des Moines Sunday Register. 


Milline rate is $1.88. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 
Daily, 369,807—Sunday, 533,204 


THE DES MOINES REGISTER anv [RIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


Advertising Age, May 11, 1953 


Highlights of the Week’s News 


The House has voted no funds for the important censuses of business 
and manufactures, but a swelling protest from many big associations 
may yet induce Congress to provide the $11,500,000 needed this 
year 

Last week, in Detroit, New York and Toronto, hundreds of admen 
listened to scores of their brothers at three annual conclaves—those 
of newspaper promotion men in Detroit, export admen in New York 
and of Canadian advertisers in Toronto. The stories begin on Page 1 

AA has investigated the matter of baseball broadcasting policy and, 
after hearing from dozens of baseball men and others concerned in 
the matter, finds no one policy exists 

A San Francisco Ford dealer has come up with a minimum depreciation 
guarantee which he expects to have a “revolutionary impact” on 
automobile advertising 

Advertising and showmanship helped a small petroleum company, 
Speedway Petroleum Corp., buck the major companies ....Page 20 

The National Retail Druggists’ Assn. has come up with an ambitious 
merchandising program for its 36,000 independent retail druggist 
members, including a pocket-size druggists magazine 

Is a proposed optometry bill in the District of Columbia anti-advertis- 
ing? NEA’s William Daley thinks so 

[The new Census Bureau director, Robert W. Burgess, reviews the 
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or defense from the advertising 
industry here received relatively 
little space in the press subse- 
quently. 


Vintner Appoints Jewell 


Napa Valley Winery, operated by 
Charles Krug Winery, has ap- 
pointed Jewell Advertising Agen- 
cy, Oakland, Cal., to direct adver- 
tising for the Charles Krug line of 
table and dessert wines. Media 
will include newspapers, radio, 
television, magazines and outdoor. 
A test campaign in Santa Rosa, 
Cal., newspapers is using two-col- 
or ads. 


Hudnut Names Mettelmann 

Irving Mettelmann has been ap- 
pointed district sales manager in 
Wisconsin for Hudnut Sales Co., 
New York. He succeeds Carl Bech- 
ler, who has retired after 27 years 
with the company. 
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“This is the kind we use in the 
Growing Greensboro Market!" 


SALES POP UP FASTER in the 12-county Growing 
Greensboro Market—in the South’s No. 1 State! ... 
There are a lot of reasons for the rhythmic rain of 
cash-in-the-tills, here in the Growing Greensboro Market! 
. . For example: we have 1/6 of North Carolina’s 
4-million people accounting for 1/5 of the state’s total 
retail sales of $3-billion . .. Right!—1/6 of the people 
buy 1/5 of the state’s goods! ee this is the kind of 
market you’re looking for, you can really “wrap it u 
with the 100,000 daily circulation of ae GREENSB RO 
NEWS and RECORD 


Only medium with dominant coverage in the Greensboro 12-County 


ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 
ML. —_ ee — 
"e a 
—_ ‘oa oe 


« GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. ~ e 
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68th of a sertes 


The best way to talk to New York's important leaders...the men 
whose decisions influence much of the market’s major business and 
industrial spending...is to speak your piece to the Herald Tribune 

Quality Market. Nearly two-thirds of the male members of Herald Tribune 


families are in business management. 


In addition, these men—and their families—are an important market for 
all kinds of products at all price levels...an audience with more constantly 
recurring wants and more of the means that can satisfy those wants. 


They buy more...buy more often...buy FIVE BILLION DOLLARS BIG! 


Get all the facts on this double-barrelled market—today! 


Poa 


NEW YORK LEADERS ARE 


Herald Tribune 61.2% 


New York Herald Tribune audience 
READERS are in Business Management. 


23.3% 


are in Government, Small 


Business and the Professions. 


15.5% 


work in Skilled and Unskilled Labor. 
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Coast Ford Dealer Guarantees Minimum 
Depreciation Cut on Trade-Ins in 1955 


San Francisco, May 8—“Your “revolutionary impact” on auto- tions from famous news events re- 


new Ford cannot depreciate faster 
than $39.50 a month regardless of 
famine, flood or depression.” 
This promise is going out to San 
Francisco TV viewers on KGO-TV 
from S&C Motors, local Ford 
dealer, which expects it to have a 


mobile advertising. 

S&C, which is using the offer to 
celebrate its 25th year as a Ford 
salesman, is giving each new Ford 


buyer a card guaranteeing that 


depreciation will not be figured at 
more than $39.50 per month when 
the car is offered for trade-in on 
a 1955 model. 


s That $39.50, the dealer adds, is 


S&C is making the offer on a 
new TV series starting today on 
‘KGO-TV called 
|Newsreels,” which features selec- 


_corded by newsreel cameras and 

dating back as far as the sinking of 

the Lusitania. The 15-minute show 

‘is running five days a week. 

Sherman Advertising, recently 

/appointed by S&C, is handling the 

| Series. 

General Mills, Lipton Join 

in May Coupon Promotion 
General Mills Inc., Minneapolis, 


good for one package of Lipton’s 
Frostee dessert. Boxes with the 


“Yesterday’s Coupons carry a picture of the 


Frostee package on the outside. 
7 Ads for the offer are running 
in the May issues of Everywom- 


a Si EI ted 


Advertising Age, May 11, 1953 


Insurance Company 


Faces Law Suit for 
“Life’ and ‘SEP’ Ads 


an’s, Successful Farming and Sun-. 


|set Magazine, the May 19 issue of. 


|The Saturday Evening Post. Three 
|television and two radio shows 
sponsored by General Mills car- 
iry the offer also. Dancer-Fitz- 
'gerald-Sample is handling the 
General Mills end of the promo- 
tion. Ruthrauff & Ryan is the 
agency for Lipton’s Frostee. 


(See Story on Page 160) 
PHILADELPHIA, May 5—A Phila- 
delphia law firm has filed suit in 
_U.S. district court here to hold 
‘American Associated Insurance 
| Companies in contempt of court as 
the result of recent ads in Life and 

|The Saturday Evening Post. 
| The law firm, Freedman, Landy 
_& Lorry, charges that the ads are 


SRESENTAONS JUST CALL 
Artography 


Hedger Joins Comstock & Co. © 


R. H. Hedger, formerly senior) 
promotion during May. Betty account executive with Conti Ad- 


“ h Reader’ Di t | 
ae en eee eee | ond Thames 3. Listen tnt, Hobe- 


says your car can depreciate, in its a , 
current issue of May, 1953.. sand | ken, N. J., have joined in a coupon 


it’s less than half the cost of rent-| 


LUxemburg 2-0466 
37 West 47 St. N.Y. 


Crocker white, yellow, honey spice 


| vertising Agency, New York, has 


ing a car and having no equity in and chocolate devil’s food cake mix joined the executive. staff of Com- 


| ae 


packages will contain a coupon 


stock & Co., Buffalo. 


ack Pot 


Copyright 1940, The New Yorker Magazine, Inc. 


“What do four ones beat?” 


Thousands of advertisers have found 


to their satisfaction and profit that 


there is no gamble in advertising in 
The New Yorker. They have learned 
that The New Yorker has what it 


takes to sell what they have. 
81% of The New Yorker’s U.S. cir- 


culation is concentrated in the 47 


greatest trade areas in the country 


where most of the department store 


sales are made. New Yorker readers 


are the best customers of the best 


stores in these rich areas. This explains 


why The New Yorker carries more 


national retail advertising than any 


other magazine by a 


wide margin. 


The New Yorker is a sure thing if you 


want to sell the top of 


THE 


NEW YORKER 


No. 25 WEST 43nn STREET 
NEW YORK 36,N. Y. 


the market. 


SELLS THE PEOPLE OTHER PEOPLE FOLLOW 
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lortibesastns ssh senseaeme ences ert 
an “insidious attempt” to make 
the public believe that high jury 
verdicts are causing boosts in in- 
surance rates. 

The plaintiff firm also asked 
that the insurance firm be required 
to run full-page retractions in 
two forthcoming issues of Life 
and the Post and that they be per- 
petually enjoined from publishing 
any more ads of a similar type. 

The defendant is the parent 
company of American Automobile 
Insurance Co., and Associated In- 
demnity Corp. All have home 
offices in St. Louis. 


# In the petition, the law firm in- 
cluded as an exhibit one of the 
series of ads which said that ex- 
cessive jury verdicts are the cause 
for “higher insurance rates paid 
by the folks who helped fill your 
market basket.” 

| The law firm charges that ads 
,of this type persuade prospective 
jurors to believe that a verdict for 
the plaintiff “affects the pocket- 
' book of each and every juror.” 

| They also imply, said the peti- 
‘tion, that high jury awards in- 
'erease not only insurance pre- 
_miums but also the cost of every 
article and service which jurors 
‘buy. The defendant companies 
|have publicly boasted, the peti- 
tion continued, that this prop- 
-aganda reaches “one out of every 
three potential jurors.” 

Such ads, it added, constitute 
jury tampering and furnish the 
reason why the companies should 
be held in contempt of court. 


‘West Stage Magazine to Bow 


Theater Marquee Publishing 
Co., 260 Kearny St., San Francisco, 
‘in June will issue Theater Mar- 
quee, a monthly magazine aimed 
,at the theater-going public in 
‘northern California, Washington, 
Oregon and Nevada. First issue 
‘will contain 16 pages, and the 
size will be 84%2x11”. 


NBC Appoints Adrian Samish 


Adrian Samish, who recently 
left Dancer-Fitzgerald-Sample as 
v.p. and director of TV (AA, April 
6), has been appointed to the cre- 
ative production group of the pro- 
gram department of National 
Broadcasting Co., New York. 


CIRCULATION PROMOTION LETTER WRITER 


Circulation dept. of Chicago publishing 
company wants letter writer between 25 
and 35, who likes to write selling letters 
and can prove he can bring in the busi- 
ness. Rare opportunity to learn publish- 
ing business, but must have some ability. 
Salary, $5,000 to start. Give full details 
re. experience, age, etc. Write 
Box 506, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Tll 
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the first six months of 1953 by 

almost 2 to 1 than in 1952 — a new record! 

83.3% increase from great national advertisers — see list at right. 
And already more pages ordered 

for 1953 than ran in the entire 12 months of 1952. 


circulation UP? vecocsccmc mun 


of 1953, CORONET sold more copies than in any previous quarter, 


an average 2,902,000*% per issue 
450,000 circulation bonus over guarantee! 


COStE DOWN © cose mmsnn son 


low in the first quarter — $1.62. Far lower than 

any other big league magazine. 

One thing’s the same-—rates guaranteed through Dec. 1953! 
Full page, black and white $4,700 
Full page, four color 6,680 

20% discount on spreads. Buy spreads for less than you 


Here they are: 


sometimes pay for half pages in other magazines. 
8-Page Sections get 20% discount, 

AND NO BLEED CHARGE, NO PLATE CHARGE! 
Buy 8-Page Sections for less 

than you sometimes pay for spreads in other magazines. 


*Publisher’s Estimate — 3/15/53 


NOW more than ever 
your best bet is 


Coronet 


Paul Jones, Advertising Manager 

advertising offices: 

488 Madison Avenue, New York 22, N. Y. - PLaza 9-3232 
Coronet Building, Chicago 1, Illinois - DEarborn 2-7676 

3575 Penobscot Building, Detroit, Michigan - WOodward 3-6530 
1038 Henry Bldg., Seattle 1, Wash. - ELliott 4315 

300 Montgomery St., San Francisco, Cal. - EXbrook 2-0159 

3055 Wilshire Blvd., Los Angeles 5, Cal. + DUnkirk 9-4905 


ae 
3/8 & |e ~\z 
<|Hisifis\= ACCOUNT AGENCY 
1 1] 1 Admiral Corporation Cruttenden & Eger 
1] 1 ee hicle Co, Dancer-Fitzgerald-Sample 
1 1 1 gy ah & N. W. Ayer & Son, Ine. 
1j}1 Armstrong Rubber Maxon, Inc, 
1 Bestform Foundations Grey Advertising 
1 1 Block Drug Co. Cecil & Presbrey 
1} 1 l Camels William Esty Co. 
1 1 1 Champion Spark Plug MacManus, John & Adams 
272121/2)2;2 Columbia Records McCann-Erickson 
1)}1 Helene Curtis Gordon Best Co. 
1 Emerol Mfg. Co. Hilton & Riggio 
1 Famous Artists Donahue & Coe 
1 F & F Laboratories Schwimmer & Scott 
1 Field Enterprises Henri, Hurst & McDonald 
ah " fbenty Sewtaibes Creat Advertising 
LEaee 1 Formfit Co. MacFarland, Aveyard & Co. 
1 Foster Parents Kaplan & Bruck 
Pegs. General Electric Maxon, Ine. 
2 Girard-Perregaux Grey Advertising 
2 Glamorene Ruthrauff & Ryan 
Lis 2 Hammond Instrument Young & Rubicam 
1 Knox Gelatine Chas. W. Hoyt 
2/;1]1]1)1 Kraft Foods Co, J. Walter Thompson 
8 Landers, Frary & Clark Grey Advertising 
1 1 Lewis-Howe Co. (Tums) Dancer-Fitzgerald-Sample 
1 Lucky Sales Co. Glasser-Gailey, Inc. 
1 1 ] Maybelline Co. Gordon Best Co. 
1 Movado Watch Agency Badger & Browning & Hersey 
1 l Mullins Mfg. Co. eT ne 
212121212 |2 National Broadcasting Co. Direct 
1 North American Van Lines Applegate Advertising 
12 6 Mutual Broadcasting Direct 
1 Oregon State Hwy. Comm. MaeWilkins, Cole & Weber 
1]1 Personal Products (Meds) BBD&O 
1 1 1 ae Life BBD&O 
1 Purepac Leonard Wolf & Assoc., Inc. 
bid4 21249 RCA J. Walter Thompson 
2 Regina Corp. Lewin, Williams & Saylor 
1 Remington Rand Leeford Agency 
1 2 Saladmaster Ted Workman 
1]}% Salvation Army E. Taylor Wertheim 
1 Save the Children Federation | E. Taylor Wertheim 
1 1 Sawyer’s View-Master Carvel, Nelson & Powell 
1 Security Mutual Bresnick Co. 
1 W. A. Sheaffer Pen Co. Russell M. Seeds 
2] 1 Spring-Air Co. McDonald Cook 
J 1 1 Swift & Co. J. Walter Thompson 
Caeae Tampax, Inc. McCann-Erickson 
2 Unicorn Press Leonard Adv. 
1 Union Pacific Caples Co. 
1} 1 V-M Corp. Mayard Sales & Adv. 
1 Webster-Chicago Corp. Fuller & Smith & Ross 


Whitehall Pharmacal 


(Anacin) 


John F. Murray 
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Canadians Told | 


After spotting specific customers 
for direct approach—100 accounts | 


usually offer more than 75% of. 


How Admen May 
Defend Budgets 


(Continued from Page 1) 


Advertising isn’t ready to cope 
with the problems that would 
arise in the event of government 
spending cutbacks, he asserted, 
and it’s high time that the ad in- 
dustry went out and collected all 
the data that will be needed on 
potential consumer markets. 

“Too many of us hope to resur- 
rect the old moth-eaten tricks, 
dust them off and use them all 
over again, but these may not be 
sufficient to keep us out of 
trouble,” he said. 


| 


® One of the reasons why adver- 
tisers don’t have the proper facts, 
Mr. Mansfield said, is that the 
reports and research of agencies, 
media men and, often, sales de- 
partments, are too subjective in 
nature. To be truly objective, and 
more effective, these reports 
should be prepared by impartial 
groups, he added. 

Returning to the problem of ad 
managers defending their budgets, 
Mr. Mansfield said that this prob- 
lem persists because ad managers 
don’t really put together true, hon- 
est-to-goodness facts that docu- 
ment their budget requests. Part 
of this stems from the tempera- 
ment of the average ad manager, 
who is artistic and usually shies 
away from fact-finding, he said. 

To illustrate his point, Mr. 
Mansfield told the story of a food 
company that was conducting 
large-scale direct mail campaigns. 
These apparently were successful, 
as profits were good year after 
year. But one year the company 
took a financial beating, and it 
lopped $1,000,000 from its direct 
mail budget. 


# Prior to this, the ad manager 
had done nothing to develop 
data on the effectiveness of his 
direct mail operation. Now he 
frantically called in a _ research 
expert, who made a_house-to- 
house audit. This audit showed 
that the households affected by 
the direct mail campaigns had 
produced $1,500,000 more in prof- 
its for the company than the 
households not getting direct 
mail. With proof that the $1,000,- 
000 spent brought a _ $1,500,000 
profit, the budget cut was restored. 

Advertisers themselves are to 
blame for being placed in a de- 
fensive position, Mr. Mansfield 
continued. They have done very 
little to eliminate the unfair ad 
practices that have resulted in 
over-all criticism of advertising, 
he said. 

“Advertisers have overlooked 
the fact that there is no reliable 
data proving or disproving the 
contentions of those who stand on 
either side of the argument. Much 
more market research data is re- 
quired if the problem is to be 
studied objectively. 

“Advertisers have failed also to 
discover a statement explaining 
what true economic function is 
performed by competitive adver- 
tising,” he said. 


@ An interesting description of 
how to introduce a new product 
was presented at the convention 
by John S. Hawley, marketing 
manager of the Shakeproof divi- 
sion of Illinois Tool Works, Elgin, | 
Ill. 

After briefly reviewing some 
fundamental questions, such as 
what contribution the product will 
make, what will be its competi- | 
tive situation, what is its sales po- | 
tential, etc., Mr. Hawley gave a 
detailed account of the steps to be | 
taken in the actual introduction | 
of the product on the market. | 


successful of merchandisers—the 
‘automobile companies, the appli- 
-ance manufacturers, and the radio 
and TV concerns. They hold pre- 


_(5) increasing readership of prod- 


the saies potential, he said—a’ 
“spectacular” approach is needed. | 
“We can learn from the most) 


vues...Industrial products have 
borrowed these techniques. to 
reach beyond normal sales con- 
tacts...” 

To reach prospects that you 
can’t hit with either prevues or 
direct selling, you use a high- 
frequency direct mail campaign, 
Mr. Hawley said, and coupled 
with each element of the cam- 
paign should be gimmicks de- 
signed to get the product into 
prospects’ hands. 

Add to this an effective maga- 
zine campaign, including illus- 
trated writeups, plus a continual 
barrage of technical publication 
advertising, additional direct 
mailing, and complete catalogs 
and booklets, and you have a good 
follow-through program, Mr. 
Hawley said. 


a “Simplicity of design and con- 
centration upon a main sales ap- 
peal are what make effective 
posters,” Mark Seelen, v.p. of 
Outdocr Advertising Inc., told the 
convention. 

“Because the complexities of 
modern life tend to make the mod- 
ern mind increasingly resistant 
to advertising impressions,” he 
said, “advertisers need to make 
full use of both advertising areas— 
indoors and outdoors—in order to 
get maximum consumer cover- 
age.” 

“The job of advertising will not 
get any easier,’ Mr. Seelen 
warned. “More time and effort 
must be given to research, in- 
creasing emphasis must be placed 
on creative ideas and, above all, 
both the indoor and outdoor ad- 
vertising areas must be fully and 
intelligently utilized.” 

Turning to the problems of 24- 
sheet poster design, Mr. Seelen 
cited short copy and simple il- 
lustration as characteristics which 
have made the poster highly 
adaptable to the fast tempo of 
modern life. 


# “To reach fast-moving, busy 
veople, outdoor advertising can 
provide the ideal short, simple, 
easy-to-read and easy-to-under- 
stand advertising message. The el- 
ements of headline and picture, 
when born of painstaking research 
and the highest degree of crea- 
tiveness, can deliver a sales mes- 
sage in its entirety—and in a few 
memorable seconds,” he said. 

Premiums developed to solve 
important selling problems are 
now a $1-billion-a-year business, 
Ralph Smith, v.p. of Sullivan, 
Stauffer, Colwell & Bayles, New 
York, told the assembled dele- 
gates. 

Citing examples to substantiate 
his statements, Mr. Smith told 
the admen that today’s competi- 
tive conditions call for the mer- 
chandising of premiums as well 
as making premium offers. 


s “I understand,” he said, “that 
here in Canada, people are more 
responsive to premium offers than 
in the United States.” He ex- 
pressed the view that premiums 
are being used to accomplish ten 
different objectives. These are: 
(1) the winning of new customers, 
(2) re-selling old customers, (3) 
inducing continuity of purchase, 
(4) creating a product difference, 


uct copy, (6) inspiring the sales 
force, (7) increasing distribution, 
(8) loading the trade, (9) getting 
store display and (10) offsetting 
activities of competitive products. 

“A premium offer should be 
used to stimulate the entire ma- 
chinery of distribution, right from 


METROPOLITAN INTEREST—With one exception, these men are newspaper pro- 
motion chiefs with the common interest of being on papers that aic members of 
Metropolitan Group. The exception (center, above) is Bill Spierer, promotion 
director of Metropolitan Sunday Newspapers itself. With him cre Earl Truax 
(left), St. Paul Pioneer-Press, and Howard Wilcox, Indianapolis Star. In the pic- 


ture below are, from left, back row: Otto 


Silha, Minneapolis Star; Joel Irwin, Cin- 


cinnati Enquirer, and Albert Moellmann, Detroit News. Middle row: Wayne Thomp- 


son, Houston Chronicle; Ed McClanahan, 


Omaha World-Herald, and Bert Stolpe, 


Des Moines Register. Front row: Martin Burke, New Orleans Times-Picayune and 
States; Ted Barrett, Dallas News; Carl Himmelman, Cleveland Plain Dealer; Bill 
Hoyle, Washington Star, and Ken Watts, Republican, Springfield, Mass. They 
were all at the National Newspaper Promotion Assn. meeting in Detroit last week. 


the sales force to the wholesalers 


to the point of sale, on to the 
consumer,” he said. 


a Ways and means of developing 
an efficient sales organization and 
of obtaining thousands of custom- 
ers—small, medium and large— 
were outlined in detail to the del- 
egates attending the 38th annual 
conference of the association by 
G.C. Stineback, general sales man- 
ager of the Polyken products de- 
partment of Kendall Co., Chicago. 

“The life blood of any successful 
sales program is effective sales 
equipment,” Mr. Stineback said. 
“Good equipment for salesmen 
must deal with all four key factors 
in the manufacture of a sale. 
These are what to sell, how to 
sell the product, where to sell the 
product, and how to use the 
product.” 


e “Outdoor advertising is a vital- 
ity which directs the flow of com- 
merce all around the world and is 
the most international of all ad- 
vertising media,” John P. Cun- 
ningham, executive v.p. of Cun- 
ningham & Walsh, New York, 
told the convention. 

“Outdoor advertising is a vital- 
ity that moves people’s minds and 
bodies and money from one place 
to another. Its vitality began 
thousands of years ago because it 
was the first advertising effort 
ever made by .man,” Mr. Cun- 
ningham said. 

“Perhaps the Voice of America, 
the State Department and the 
United Nations had best go to the 
walls of Europe to reach the 
people fast, and simply and surely, 
on billboards.” 


# “Nineteen million women in| 
the U.S. have fulltime outside jobs | 
today, one-third of our total fe- 
male population,” Mrs. Jean Wade | 
Rindlaub, v.p. and copy group | 
head of Batten, Barton, Durstine | 
& Osborn, New York, told the’ 
ACA meeting. 

She told her audience that they, | 
particularly, should be aware of | 
the many changes taking place’ 
because some of the fastest 
changes on the continent are hap-— 


pening right here in Canada. 

“More of us in the U.S. than 
ever before are coming to Canada 
in search of vacation spots. More 
of us than ever before are in- 
vesting more money in your in- 
dustries. More of us are buying 
the things you are making,” she 
added. 


ae New officers of ACA, elected 
for the 1953-54 term, are John O. 
Pitt, ad manager, Canadian Fair- 
banks-Morse Co. Ltd., Montreal, 
president, and Robert E. Day, 
president, Bulova Watch Co. Ltd., 
Toronto, executive v.p. Reelected 
was R. E. Sewell, v.p., Coca-Cola 


Ltd., Toronto, as v.p. and treas- | 


urer. Three other v.p.s reelected 
are R. R. McIntosh, v.p. and ad 
manager, General Foods Ltd., To- 
ronto; M. M. Schneckenburger, 
director of advertising, House of 
Seagram, Toronto, and John M. 
Meldram, assistant to the v.p. in 
charge of sales, National Carbon 
Ltd., Toronto. 

Athol McQuarrie and John A. 
M. Galilee were reelected general 
manager and secretary, respec- 
tively, of the association. J. A. 
Bromley was named assistant to 
Mr. McQuarrie. 
® The 1952 ACA 
nual dinner which concluded the 
convention today. Winner of the 


ACA gold medal was N. Roy Perry, | 


director, Maclean Hunter Publish- 
ing Co., Toronto. The four silver 
medal award winners, all from 


| Toronto, were S. H. Young, presi- 


advertising | 
awards were presented at the an- 
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Palooka Creator 
Takes a Crack 


at Li'l Abner 


| Detro1ITt, May 5—Joe Palooka 
| took a crack at Li’l Abner at the 
National Newspaper Promotion 
Assn. banquet here last night, and 
it wasn’t a bit funny. 

Ham Fisher, creator of the Joe 
Palooka strip, started off with a 
typical cartoonist’s after-dinner 
speech, but wound up telling the 
newspaper promotion managers 
that the drawings which cartoonist 
Al Capp makes for the Li’! Abner 
strip are not fit for publication in 
American (or, one gathered, any 
other) newspapers. 

Mr. Fisher did not identify Capp 
or Li’l Abner in his prepared talk, 
which most listeners originally 
thought was a gag, but which 
wound up as a deadly serious at- 
tack on his fellow cartoonist. But 
he invited “only the men” in the 
audience to look at his evidence 
afterward—a mass of enlarged 
photostats of Li’l Abner cartoon 
strips. 


# It was ironic, Mr. Fisher said, 
that he “could not show the ma- 
terial to a mixed audience,” but 
still it runs in newspapers. 

The attack caused a furor in 
the meeting. It was reported, in 
considerable detail but also with 
some caution, in this morning’s 
Free Press, which tried unsuccess- 
fully to reach Capp for comment, 
and then processed the story with 
the aid of the paper’s legal staff. 

Li’l Abner, incidentally, has 
long worked in the advertising 
columns for Cream of Wheat. 


# In New York, Mr. Capp could 
not be reached, but representa- 
tives of United Features Syndi- 
cate, which distributes Li’l Ab- 
ner, said the cartoonist is per- 
fectly willing to leave the evalua- 
tion of Li’l Abner entirely up to 
his millions of readers. 

The Fisher-Capp feud is re- 
ported to be a matter of some 16 
years’ duration, going back to the 
time when Capp left the employ 
of Fisher. 


FREDERICK B. WILLE 

New York, May 8—Frederick B. 
Wille, 57, retired local manager of 
|The Saturday Evening Post, and 
|an executive of Curtis Publishing 
|Co. for more than 25 years, died 
| May 6 of a heart ailment at Cundys 
| Harbor, Me. 
| Mr. Wille served in the Navy 
during World War I, was gradu- 
|}ated from Princeton in 1918, and 
Shortly afterward joined the ad- 
| vertising department of the Post 
here. A few years later he was 
named manager of the New York 
‘office. He retired a year ago be- 
‘cause of ill health. 


J. CECIL NOBLE 

Los ANGELES, May 5—J. Cecil 
Noble, 40, owner of Noble Adver- 
tising Co., died suddenly May 3 
|following a cerebral hemorrhage. 
He was born in California and 
worked on a Los Angeles news- 
paper for a short time before en- 
tering the advertising business 
approximately 20 years ago. 


dent, Christie Brown & Co.; R. G. | 


A. Galbraith, v.p., Canadian Car & 
Bus Advertising Ltd.; J. E. Mc- 
Connell Sr., chairman of the board, 


McConnell, Eastman & Co., and 
|H. L. Rous, president, Rous & 
Mann Press Ltd. 


DONALD A. IVINS 
MILWAUKEE, May 5—Donald A. 

Ivins, 65, retired advertising man- 

ager of Miller Brewing Co., died 


May 1 after a long illness. Before | 


joining Miller he was advertising 
manager of Horlicks Corp., Racine, 
Wis. 


Westinghouse Completing 


Plans to Air Pro Football 

Westinghouse Electric Corp., 
Pittsburgh (Ketchum, MacLeod & 
Grove), is completing plans for 
sponsorship of 19 _ professional 
football games over DuMont this 
fall. The deal calls for a network 
of nearly 100 stations, if Saturday 
afternoon time clearances can be 
made. 


Media Records to Move 

On May 25, Media Records Inc. 
will move its New York office 
'to 53 Vesey St. 
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The quality of the printed advertisements you create de- 
pends in part on the skill of this master craftsman, known 
as a stripper. Note that he must work under a magnifier 
with a sharp knife and steady hand. He fits together the 
elements of your advertisement: photos, drawings, paint- 
ings, type, after they are photographed for engraving on 
metal. Like other engraving craftsmen in our plant, his 
hand has been disciplined by many years of work on the 
most demanding type of advertisements. Care and ac- 
curacy have become second nature to him. AtC M & H 
we have the finest photoengraving equipment that engi- 
neers have been able to develop, but in our business the 
quality of the final product depends upon the experience 
and manual skills of our engraving craftsmen. By speciali- 
zing in one standard of quality, ‘the best”, we have become 
a standard source of fine engravings for many of America’s 


leading agencies and advertisers from coast to coast. 


STRIPPING 


AS A FINE ART 


The inside story of fine photoengraving is told in 
our color movie, “‘The Picture’s the Thing’’. 


Arrange for an early showing by writing to us now. 


COLLINS, MILLER & HUTCHINGS, INC. 
CHICAGO 1 
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Red Cross Shoe has run the 


PLANNED RIGHT. A fashion business requires 
constant planning. The Planning Committee: (left to 
right) Joseph S. Stern, Jr.; A. B. Cohen, President; 
Joseph S. Stern, Chairman of the Board; C. H. Butler, 
Sales and Advertising Manager; E. M. Daniels, Vice 
President. Other members of Planning Committee not 
shown: Nathan Stix, Robert Stern and James Salinger. 


gamut from high-button 
to high-style — has increased 
production from 700 (in 1932) 
to 20,000 pairs daily—. 


Ladies’ Home Journal spearheads 


MADE RIGHT. Skilled craftsmen are still 
required here in an otherwise mechanized world. 
250 to 300 separate steps are required to make 
each pair of Red Cross Shoes. Nathan Stix is 
Vice President in Charge of Production, and 
supervises over 3,000 men and women in the 7 
factories of The United States Shoe Corporation. 
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in the world. 


fit; fine quality at reasonable prices. 


DISTRIBUTED RIGHT. Red Cross Shoes are 
the only line of women’s shoes so complete in wanted 
styles and types that many independent retailers 


2 


ADVERTISED RIGHT. The very core of The United States Shoe 
Corporation’s advertising has been Ladies’ Home Journal. 
Like so many other advertisers with a message for women, these successful 


In 1931, The United States Shoe Corporation 
(successor to The U.S. Shoe Co.) took over 
management, and in 22 short years has made 
Red Cross Shoes the largest-selling, nationally- 
advertised brand of women’s footwear 


What’s behind this success? Management has 
insisted on three simple fundamentals: 
constant alertness to changing styles and trends; 
every conceivable control to insure perfect 


And then, women of America have been told all this through 
the largest national advertising program in the industry. 


The trade name “‘Red Cross Shoes” goes back to 1892 


Over the years, the Red Cross Shoe name has 
been built through magazine advertising. 

In 1952, The United States Shoe Corporation 
invested a big proportion of its magazine 
advertising budget in Ladies’ Home Journal— 
more in the Journal than in any other magazine. 


According to Joseph S. Stern, Chairman of the 
Board, and A. B. Cohen, President: ‘“The Journal 
has played a key role in our national 
advertising program for many years... our 
retailers tell us they can feel the power of 

the Journal at the fitting-stool . . . and that’s 
exactly what we want to accomplish.” 


§ Never Underestimate the Power of » Woman! 4 
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operate shoe stores profitably on this line alone. executives have found that the Journal brings them quick, wholehearted 


And for the same reason, Red Cross Shoes are a 


response from the largest group of women readers in the world. 


particularly valued franchise in leading department 
stores and family shoe stores from coast to coast. 
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A Hoax Is Still a Hoax 


Ralph Hardy has performed good service for the members of his 
association, and presumably for advertising as a whole, as the man 
who takes careful note of the temperature of official Washington on 
behalf of the National Assn. of Radio and Television Broadcasters. 
He is a persuasive speaker, both publicly and in private, and we are 
sure he knows his way around in the Potomac mazes as well as any- 
one. 

But he performed no service for anyone a couple of weeks ago, 
when he let his natural concern over anti-advertising manifestations 
in Washington lead him into telling an important group of advertis- 
ing people too little and too much about an alleged anti-advertising 
incident. 

Mr. Hardy let representatives of the Advertising Federation of 
America and representatives of other associations believe that a piece 
of extremely rabid anti-advertising writing which he circulated 
among them was a current document supplied to a member of Con- 
gress by the Legislative Reference Service in answer to a routine 
request for information about advertising; and also that it was the 
only advertising comment supplied by the Library of Congress in 
answer to such requests. 

Fortunately for advertising, if not for Mr. Hardy, the AFA and 
others who took Mr. Hardy’s implications at face value, a check by 
ADVERTISING AGE revealed that none of these things was true. The 
item was not written in answer to a request from a congressman; it 
was written by a cousin of Mr. Hardy, who was then but is no longer 
a member of the staff of the library’s Legislative Reference Service; 
it was written more than three years ago; and while it is true that 
copies still appear in the reference service files, the Library of Con- 
gress says it will not supply the document to anyone, and that there 
is no evidence that it ever was supplied to anyone. 

The fact seems to be that, no matter how excellent Mr. Hardy’s 

motives may have been in circulating the document, the withholding 
of some of the pertinent facts about it amounted to hoaxing the peo- 
ple to whom the document was given. And they, in turn, by giving 
wide circulation not only to the document itself but to the inaccurate 
and incomplete story of its derivations and uses, have caused a good 
deal of unnecessary activity, alarm and righteous indignation on the 
part of a good many advertising people. 
* ADVERTISING AGE, for example, was seriously concerned about so 
violently biased a piece being circulated by the Library of Congress, 
and decided to sound off and blast away at such perfidy. But, natur- 
ally, it decided to investigate first and get all the facts before scream- 
ing about the horrible things the Library of Congress was doing to 
advertising. 

It didn’t take much investigation to reveal that some of the al- 
leged “facts” had been misnamed or moderately distorted, and that 
the incident had a wholly different flavor than it originally seemed 
to have. 

We have no doubts that there are still plenty of anti-advertising 
people and documents in Washington. They should be resisted and 
fought, if necessary. But neither we nor anyone else in advertising 
can afford to dissipate energies tilting lances at imaginary windmills. 


A Service for the Field 


In this issue, for the sixth consecutive year, ADVERTISING AGE pre- 
sents its listings of available market data as a service to the field. 

The listings, embracing more than 1,300 items of market data of all 
sorts, available principally from media, provide a wealth of usable 
material for the serious student of marketing and of markets. 

AA is delighted to perform the middleman service of bringing the 
list to readers, and of processing their requests for data. But for the 
protection of all parties, we must insist that requests for data be 
mailed to us within six weeks. After that time, we cannot process 
such requests. 


MADAME ZATU 
(LForeteus 
YOUR FuTurRe 


What They‘re Saying 


Talking to a Parade 

The circus comes back every 
‘season: same old stuff—same 
clowns, same animals, same bally- 
‘hoo you saw when you were a kid. 
_True enough; but since last year, 
when our faithful standby shuffled 
through the streets, 2,000,000 
Americans have arrived on the 
scene—2,000,000 more people who 
have never seen an elephant. 

And in that same interval, a 
million boys have reached the 
girl-crazy stage and started shav- 
ing the fuzz off their chins for the 
benefit of another million young 
women who have suddenly become 
acutely clothes-and-cosmetic-con- 
scious. 


| bought new furniture, new linens, 
tools, toys, household appliances. 
Yesterday they “weren’t inter- 
ested.”” Today they are. Tomorrow 
other people will be. 

That’s why Old Faithful moves 
along serenely confident that 
/among every bored group of peo- 
‘ple who say, “That’s just an ele- 
'phant,” a host of eager voices will 
‘shout, “Oh—that’s an elephant!” 

We suppose this could be ex- 
panded into a political analogy, 
_ too; but for our non-partisan pur- 
| Pose we're content simply to re- 
‘iterate the point that when you’re 
advertising a product you’re not 
talking to a grandstand, but to a 
parade—new faces, new buyers, 
constantly on the move. 


—Footnotes, publication of Howard 
H. Monk & Associates, Rockford, Ill. 


We are obliged to the Chicago 
| Herald-American for thinking kind 
‘thoughts recently about the At- 
| lantic. The paper was giving a 
'strong plug to an article by Virgil 
Peterson, “Crime Does Pay,” in 
|our February issue. It seems that 
! crime in Chicago is being investi- 
gated by a committee called “The 
Big 9,” and referring to the article 
by Mr. Peterson—who is director 
of the Chicago Crime Commission 
—the Herald-American declared 
that it was “timed to coincide with 
| Big 9 Committee revelations.” 


Another 2,000,000 folks have up | 


Praise Where Praise Is Not Due 


Boys, 1 wish it were true, but we 
just aren’t that smart. I’m afraid 
‘that a good deal of human activity 
|—including publishing—has to be 
played by ear. Thus our practice 
| is simply to put into print as 
quickly as possible the best stuff 
/we can get. We don’t like to keep 
material on hand because little 
or none of it improves in storage. 
We hustled “Crime Does Pay” into 
the February issue because we 
thought the subject was timely 
and that it helped to balance and 
_assort that month’s listings. Might 
|it not be, instead, that The Big 9 
_shrewdly timed their “revelations” 
'to coincide with our publication 
of this excellent article? 


—Charles W. Morton, in The Atlantic 
| Bulletin, Boston. 


and married—started new homes, | 


‘The Consumer Vote 
| ...For in our free society there 
is a democracy in the market place 
as well as in the ballot box. Here 
in the economic constituency the 
issue at stake is the consumer’s 
franchise—the votes the ultimate 
retail purchaser casts, who by his 
purchase expresses his preference 
for one brand rather than another. 
No industry is more conscious of 
this daily exercise of franchise 
than is the cigaret industry. We at 
Philip Morris know how not only 
| its welfare, but its virual existence 
| depends upon this constant and 
perpetual renewal of public good 
will, exercised in every corner of 
‘our country by millions and mil- 
lions of our purchasers each day. 


| —George Weissman, v.p. of Philip 
Morris & Co., in a speech before 
Richmond Public Relations Assn. 


Men—Not Machines 
It is quite clear that one of the 
fundamental concerns of the in- 


dustrial corporation must be hu- 


man welfare. What have we gained 
if we produce more television sets, 


more automobiles, more telephones | 


Advertising Age. May 11, 1953 


Rough Proofs | 


_ “For an agency job, go to your 

| friends,” says a headline in AA. 
And after you get the job, bet- 

_ ter go back to them for some busi- 

ness. 

* 


On June 4 Ed Thayer and friends 
are starting a new pocket-size 
weekly called Tempo. 

Presumably the tempo will be 
fast rather than quick. 


“Fight sponsor Gillette says you 
can’t make tea parties out of box- 
ing matches.” 

A little mayhem or murder 
merely serves to enliven the pro- 
ceedings. 


John Lardner tells Post readers 
TV boxing fans demand blood and 
brutality, rather than science and 
skill. 

And it looks as if they are get- 
ting exactly what they want. 


That amateur student of adver- 
tising who placed an unauthorized 
document on the subject in the 
files of the Library of Congress has 
certainly got the professionals in 
a dither. 


The appropriations committee of 
the House of Representatives is 
refusing to provide funds for a 
business or manufacturing census. 
They think the only job of nose- 
counting that’s really important is 
conducted on the first Tuesday 
after the first Monday in Novem- 
ber. 


“There has been a lot of costly 
research that sold no merchan- 
dise,” says Jim Nance. 

Like finding out that people who 
want Cadillacs don’t buy Pack- 
ards? 


After reading those Strongheart 
ads, the man in the Hathaway shirt 
must be singing, “How much is 
that doggie in the window, the one 
with the patch over his eye?” 

> 


Herbert Hoover advised an in- 
quiring lad how to become presi- 
dent, but General Motors’ presi- 
dent, H. H. Curtice, could have 
given him the much more specific 
counsel, “When looking for your 
first job, be sure to answer the 
right want ad.” 


Y&R pictures an office boy vol- 
unteering this comment to an 
agency copy conference: “Frankly, 
S. L., I think it stinks.” 

That wasn’t the way ex-office 
boy Ben Duffy got to be an agency 
president. 


| 
| In Fresno, says the Bureau of 
| Advertising, women spent three 
‘times as much on beauty care as 
their sisters in a market not far 
away. . 

Even in Hollywood that wonder- 
ful California sunshine isn’t quite 


| enough. 


and in the process make those who | 


produce them miserable? In short, 


industry must be primarily con- 
cerned with men and not machines. 


—John S. Coleman, president, Bur- 
roughs Adding Machine Co., in Mar- 


quette Memo, published by the Bureau 
of Business and Economic Research, | 


| Marquette University, Milwaukee. 


Long-time supporters of the Na- 
‘tional League club in New York 
|are reading the story of its bygone 
glories to their children and say- 
ing, “And there were Giants in 
those days.” 
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POPULATION 


Philadelphia area, over 
4,500,000 persons 


RETAIL SALES 


Philadelphia area, over 
4 billion dollars yearly 


MANUFACTURING 


Delaware Valley Is World’s 
Greatest Industrial Area 


STABILITY 


Diversified industry 
means steady employ- 
ment, fewer fluctua- 
tions in labor force... 
always a sure market 


SoS & 


There’s a fabulous market oppor- 
tunity in Delaware Valley today... 
the first four factors prove it. Here 
industry invests 112 billion dollars 
in expansion and 1 million fami- 
lies enjoy new prosperity. In the 
future, the vital “5th Dimension” — 
the Growth Factor—promises in- 
creased Delaware Valley advertising 
results. Advertisers are capitalizing 
on this booming empire, turning to 
THE PHILADELPHIA INQUIRER for 
complete coverage that keeps sales 
rolling up! 


The Philadelphia Mnguirer 


Constructively Serving the World's Greatest Industrial Area 


tre 0 DIMENSION 


Adds Selling Power to Ad Budgets in 


DELAWARE VALLEY, U.S.A. 


THE GREATER PHILADELPHIA MARKET! 


THE GROWTH FACTOR 


Capacity and potential for dynamic expansion 


Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicogo, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodword 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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How Consistency in Advertising 
Increases Impact? 


Ten months’ advertising campaign _ ee 
nition of a company’s line of products ah 
40%. This is just one of eight case a 
showing the effectiveness of consistent al 
tising. Send for “Byilding Company Recog 
through Advertising.” 


How to Reach 
HIGH-INCOME FAMILIES? 


NEWSWEEK delivers more families with incomes 
of $5,000 and over... per advertising dollar 
... than any other weekly or bi-weekly maga- 
zine measured by P.I.B. For details, write for 
new report, “The NEWSWEEK Audience—1953.” 


How Advertising esa eas alte 
Financial Values of Your Comp 
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mail this coupon now 


Just write in below the reports you want and send the coupon to: 
Research Director, NEWSWEEK, 152 West 42nd St., New York 36, N.Y. 


1 would like the following reports : 
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CBS-TV Promotes Lewine Joins McKee & Albright 
Richard Lewine, a producer with Arthur P. Livingston, formerly 
the network for the last four years, with Robert W. Orr & Associates, 
has been promoted to supervisor of |New York, has joined McKee & 
network daytime programming for Albright, Philadelphia agency, in 
CBS-TV, New York. | charge of merchandising. 


The 
Elks Magazine 
added 


MORE LINAGE 


in 1952 over 1951 
than any of the 11 other 


LEADING MONTHLY 
MAGAZINES 


in the 
fraternal, outdoor 
and 
general groups 


MAGAZINE 


New York © Chicago ¢ Detroit ¢ Los Angeles 


Paper Dealers Told 
Advertised Brands 


Cut Business Costs 


CHIcAGo, May 5—Paper whole- 
salers are advised to give greater 
attention to advertised merchan- 
dise. 

Emanuel Katz, president of 
Doeskin Products Inc., New York, 
told a Paper & Twine Assn. semi- 
nar last week that too fnany mer- 
chants are handling goods which 
hold no future for them. He 
pointed out that unadvertised 
brands, while furnishing a satis- 
factory gross product, actually are 
expensive because they increase 
costs of doing business. 

“Such inventory moves slowly,” 
Mr. Katz said. “Private brands and 
exclusive brands, because they are 
not advertised, or pre-sold to con- 
sumers, take up valuable space 
in a warehouse. This type of mer- 
chandise is harder for salesmen 
to sell and it takes up too much of 
their valuable selling time.” 


‘TV Guide’ Enters 8 Cities 


TV Guide has begun editions 
in Detroit, Toledo and Lansing, 
Mich., with offices in the Kales 
Bldg., Detroit. A Cleveland edition, 
a Rochester-Buffalo-Syracuse edi- 
tion and a Houston edition will 
begin publication in May. Offices 
are at 16 State St. in Rochester; 
The Geyer-Turner Bldg., Houston, 
and the Hippodrome Bldg., Cleve- 
land. The Washington office of 
the Washington-Baltimore edition 
has moved to the Munsey Bldg. 
John B. Gillman, formerly with 
American Legion Magazine and 
the Journal of Commerce, is man- 
ager of the Detroit office. 


Oster Elected President 


John Oster Jr. has been elected 
president of John Oster Mfg. Co., 
Racine, Wis., succeeding his father, 
John Oster Sr., who was elected 
chairman of the board. 


sROWING 


People listen to radio in cars, kitchens, yachts, bed- 


rooms, trains, canoes, living rooms; on beaches, 


tractors, mountain-tops and deserts. 


And WGN reaches more homes per week than any 


other Chicago station—in the second largest mar- 


ket in the nation. 


; : ‘ 
A Clear Channel Station... hey 


Illinois 
Serving the Middle West = 
MBS On Your Dial 


Chicago office for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 220 £. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 


Geo. P. Hollingbery Co. 
Solicitors for All Other Cities 
Los Angeles—411 W. Sth Street * New York——500 Sth Avenue ¢ 
Chicago—307 N. Michigan Avenue ¢ 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 


Advertising Age, May 11, 1953 


Getting Personal 


Joseph S. Hildreth, president of Chilton Co. and of National Busi- 
ness Publications, is spending May with his wife and daughter in 
Honolulu, but expects to be back in the States in time to preside at 
the NBP meeting June 10-14 at Colorado Springs... 


Jim Brown, executive v.p. at Moser & Cotins, Utica, had a tough 
assignment a few weeks ago, testing a client’s product. The product: 
Horrocks-Ibbetson Co.’s fishing tackle, with which Jim caught a 
22-lb. bull dolphin in Biscayne Bay. ..Edward E. Cole, general sales 
manager of Southern Biscuit Co., Richmond, caught a 123-lb. white 
marlin, leading that division in the annual Fort Lauderdale annual 
tourney... 


SERIOUS AFFAIR—Any discussion on art is a serious matter. Here Edward P. Moly- 

neaux, v.p. of Cunningham & Walsh and head of the agency's art department, gives 

some pointers to two-year old Andrew F. Munce, son of art director Howard Munce. 

Occasion was the third annual C&W junior art exhibition given by children of 
agency employes. 


Paul W. Morency, general manager of WTIC, Hartford, Conn., 
was elected president of the Radio Pioneers at the group’s annual 
dinner in Los Angeles. . . 


John W. Claghorn, who returned not long ago from a trip to 
California and Hawaii with 23 water colors, which were exhibited 
in Geare-Marston’s projection room in Philadelphia, has resigned 
from the agency after 20 years as account executive there. He ex- 
pects to devote full time to his painting... 


The gold medal for good citizenship. of 
Society of the Sons of the 
American Revolution was giv- 
en to William J. Grede, pres- 
ident of Grede Foundries Inc., 
at a dinner given on May 4 at 
the Milwaukee University 
Club. Mr. Grede was presi- 
dent of the National Assn. of 
Manufacturers in 1952 and is 
current president of the Na- 
tional Council of YMCAs... 

Agency people of San Fran- 
cisco honored an old-time in- 
dustry leader at a reunion and 
dinner April 25. Guest of hon- 
or was K. L. Hamman, agency 
head during the ’20s and ’30s. 
Retired from the field for 20 
years, he is now active in 
business management in Oak- 
land. Hamman alumni present 
included Julian Randolph, Ju- 
lian Randolph & Associates; 
Jay Tipton, Hansen-Tipton 
Advertising, Palo Alto; Nor- 
man Stern, George H. Eber- 
hard Co.; Milton Wise, Long 


the Wisconsin 


Advertising Service; Cyril 

Wright, Foster & Kleiser; TAaNGEE TRAVELERS—Constance Luft Huhn, 
James Knollin, Knollin Ad- president of the House of Tangee, and her 
vertising; Gladys Lawton, husband, Tevis Huhn, president of Luft- 
Walt Purdom and_ Ettore  Tangee Export Corp., sailed on the S. S. 


Firenze, of Brisacher, Wheel- 
er and Staff; and Wallace EIl- 
liott, Elliott Agency... 


President Jerrie Rosenberg 


Constitution recently for a two months’ trip 
during which they will visit Tangee branches 
in Spain, France and Italy. 


of the Philadelphia Club of Advertising Women celebrated her 18th 


anniversary with the Lavenson Bureau of Advertising on May 9. 
She began as secretary to Jay Lavenson, founder, who retired in 
1950, and now she’s an account executive. . . 


David White, traffic control manager of Hening & Co., Phila- 
delphia agency, used to be a mailman and is still known in his home 
town of Woodbury, N. J., as a mailman. Consequently, one day re- 
cently when he stopped a cop in Woodbury to ask directions to Un- 
derwood Hospital he caused quite a furor. Reason: a special delivery 
of Judy White, 7 Ibs. 3 oz. Mother and father are doing well... 


A recent—and fifth—addition to the family of Robert L. Hartford, 
business manager of Machine Design, Cleveland, is a daughter, Pam- 
a 
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You'll just want to “mosey along” when you 
hit the miles of the Blue Ridge Parkway which 
roll and stretch from Virginia into North Caro- 
lina. Chestnut log fences give you a backward 
glimpse into the days of early mountaineers. 
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(days al hard loaling 


Take your family down the Blue Ridge Parkway. into the mile-high. 


blue-hazed Smokies. You'll see so much. have so much to remember! 


By Doris and Ray Wiley 


y oe folders littered the living-room floor, but each 
member of our family was in a hazy, blue fog plan- 
ning his own type of vacation. 

Mom sighed and thought, “I’m tired. I'd like a 
quiet, peaceful vacation. Course I'd like some beauti- 
ful scenery, too. A bit of education, on the side, would 
do us all good, but I don’t want it to be dull and 
bering.” 

“Golly.” thought 8-year-old Jim. I'd like to see 
some real Indians. Yeah, and do some climbing and 
exploring.” 

Dad yanked off his tie, threw it over a chair, and 
thought, “I sure don’t want any dressed-up, expensive 
vacation. I want to get clear away from noisy traffic 
and billboards and other things that remind me of 
business. I'd like to get in some fishing and golf, 
- Pers 

Susan, 13, poked a bobby pin into a wet curl and 
sighed inwardly. “Wish we could have a real romantic 
vacation. See some plays, go horseback riding, have 


things beautiful yet...” [Continued on page 54\ 
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WILSON 


“Hey, Dad, let’s stop and look!” That's going 
to be an often-heard exclamation as you drive 
through the Smokies. So just pull the ear into 
a lookout along the highway and have a box 
seat “for free” to the majesty of the mountains, 


That nickel’s going to mean more after you've 
seen what's on it~ Monticello. Your heart will 
fill with pride for this third president of our 
country who drew the plans for his home and 
even invented some of its unusual furnishings. 
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e up in the Smoky Mountains, or at home in the towns of America— 


life is a family affair for HOUSEHOLD folks. 


These 2.250.000 families find in HOUSEHOLD magazine a complete. 


practical guide to family living. Travel, home building, home cooking, 


HOUSEHOLD shows how-to-do-it. And 


furnishings . . . 


reader response rings cash registers throughout the country. 


If your product is for the family—on vacation or athome . . . 
your advertising will be 2,250,000 times at home in HOUSEHOLD magazine! 
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the “‘Show-to’’ 


magazine 


for 2,250,000 


home-living 


families 


in home-town 


America 


HOUSEHOLD magazine 


912 Kansas Avenue 


Topeka, Kansas 
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Detroit's Speedway Service Stations 
Set Fast Pace for Big Oil Companies 


By Miller Hollingsworth 

Detroit, May 6—This is the 
story of a small petroleum com- 
pany that advertised in a big way 
and grew into such a powerful 
independent that it now success- 
fully bucks the major companies. 
It is a story of dynamic adver- | 
tising and showmanship in pro-. 
motion. 

It concerns Speedway Petrole-. 
um Corp. of Detroit, which is ex- 
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|panding its service station chain 


throughout and_ into 
Ohio. 

For many months merchandising 
experts, writers and others have 
sought the “story behind the story” 
of how Speedway rose in just a 
few short years from a small oil 
and coal company to its present 
size. 

Speedway and W. B. Doner, 
president of W. B. Doner Co., ad- 
vertising agency and merchandis- 
ing counselor for Speedway, this 
week gave the exclusive story to 
AA. 


Michigan 


s While the story has its various 
angles, the overriding theme is 
one of showmanship in advertis- 


jing and the unique application of 


saturation of radio time to a point 


where it is almost point of sale 
promotion, in view of the adver- 
tiser. 

The story begins in the depth of 
the depression, in the middle °30s, 
when Harry and C. William (Bill) 
Sucher ran a coal and fuel oil 
business. 

Bill Sucher, now president of 
Speedway, remembers that they 
had seven depots and about 150 
trucks. 

The Suchers were irritated al- 
most every morning by the delays 
in getting their trucks out of the | 
yards and on their way with de-| 
liveries. The trucks lined up at a)! 
gas station across the street, and | 
waited and waited. 


® Acting on the business axiom 
that time is money or a reasonable 
equivalent, Bill went to the gas 
station operator and demanded a 
fleet discount because, he recalls, 
he was buying about 6,000 gallons 
of gasoline a week and felt en- 
titled to such treatment. 

There were heated words and | 
the gas station proprietor turned | 
and walked away. 

That did it! Bill and Harry Su-| 
cher decided to buy fheir own stor- 
age tank and two gas pumps and 
to sell themselves their own gaso- 
line—and at a fleet discount. 

Bill can’t remember the name 
of the small Pennsylvania refinery 
they first bought their gasoline 
from, via tank cars to their siding. 
But he remembers that the pump 
attendant they hired was told to 


@ | other coal depots. In 1937 they be- 
—|gan buying other stations. They 


|sell the residue after the coal 
| trucks were serviced to the gen- 
}eral public at 2¢ a gallon less than 


| competition. 
= In the depression, 2¢ a gallon 
| was something. Customers came 
'from far and near. The business 
|mushroomed into a_high-profit, 
|low-overhead retail enterprise 
called Tiger Gasoline. 

They installed tanks at their six 


| changed the name to Speedway 70. 
| That was the octane rating of the 
|gasoline and speedway sounded | 
|like a name associated with the 
|fast racing cars. Later the name 
was changed to Speedway 79 be- 
cause the octane number had gone | 
| up. | 
| During the war years and im-| 
'mediately afterwards, Speedway 
just sort of stood still, holding its 


ee Own. 


“Finished Form” 
is mighty impressive- 


but alone it doesn't pay dividends. ...Even 


some shiny new copper engravings look great 


‘til they hit paper and ink....When value- 


wise ad-men write “ROGERS” on their orders 


year after year, it’s pretty sound proof that 


“excellent finish"’ applies both to their engrav- 


ings and to what they reproduce on paper. 
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Waster Craftsmen of Photo-Engraving 


Members of the 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


2001 CALUMET AVENUE 


CAlumet 5-4137 * CHICAGO 16 


The meteoric rise of the com- 
pany is almost dated from May, 
1948, when Mr. Doner came into 
the scene. 

Speedway was then pumping 
about 1,000,000 gallons a year from 
25 pumps, centered in Detroit. 

A dynamic advertising drive was 
started. The Suchers and Doner 
reasoned, ‘“‘Let’s act like big leag- 
uers.”” They decided to sell only 
Ethyl gasoline, and they soaked 
the radio airwaves with Speed- 
|way’s message of Ethyl at less 
price than regular. 


| 
| 
| 
| 


s The company began to move 
ahead, adding stations almost as 
fast as they could be installed. 
Sales zoomed. 

The major companies were un- 
concerned about this small inde- 
pendent outfit with its radio sat- 
uration advertising. That is, the 
big firms were unconcerned until 
1951 when they began cutting 
prices, obviously aimed at Speed- 
way. (Today they actually sell 
their regular gasoline slightly be- 
low Speedway.) 

This high pressure sales and 
price cutting move failed to dent 
Speedway. The big companies had 
waited too long and let Speedway 
grab too much prestige, AA was 
told. 

Speedway was advertising al- 
most every 15 minutes on the ra- 
dio. Detroit newspapers carried 
page ads. Doner countered the 
price-cutting with page after page 
of newspaper space showing the 


octane ratings of gasolines sold in' 


<A AAA OOO BORO 
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WMO! Ast? “NOTE 


SIMPLIFILING—AA‘s report on Oil Daily's 

trick of printing letterhead information 

along the right hand margin to simplify 

filing (AA, April 13) brought this letter- 

head from KTTV, Sioux City, which has 
the same sidelong setup. 


Detroit with Speedway right at 
the top. The ads guaranteed better 
performance. 


a Mr. Doner explained that Speed- 
way’s extensive use of radio ad- 
vertising was designed to make it 
point of sale advertising. “So 
many cars now have radios, and 
when we saturate the air waves 
with our high class jingles and 
singing commercials we can’t help 
but lead the driver right into a 
Speedway station,” he reasoned. 
Apparently, his reasoning is cor- 
rect. Today Speedway operates 
525 stations and is moving into the 
Toledo areas. Speedway has al- 


|ready established itself in most of | 


lower Michigan. 

Speedway goes in heavily for 
newscasts. When half of the De- 
troit Tiger baseball games were for 
sale over the 39 radio stations and 
six TV stations this year, it was 
Speedway that grabbed them off, 
sharing the broadcasts with Goebel 
Brewing Co. 

The baseball broadcasts go into 
areas not yet served by Speedway, 
but the softening up is only a fore- 
runner to further expansion. 


ws The Speedway people have in- 


|creased their business to 100,000,- 


000 gallons of gasoline a year— 
plus one of the largest independent 
fuel oil businesses in the country. 


And as business climbs so does 


Advertising Age, May 11, 1953 


'the advertising budget, which now 

exceeds $100,000 a year, with $40,- 
|000 going for the baseball spon- 
| sorship alone. 

The company has almost a fool- 
proof tie-in with its tire, battery 
|and accessory business. It prac- 
| tically deals out of the warehouses 
| of .ts suppliers, with a very small 
inventory kept on hand. 

But the real success story is that 
of a little company hitting the big 
,top in advertising and selling its 
story of “everybody is entitled to 
premium gasoline at a price he can 
afford.” 

The tie-up of Doner’s showman- 
ship in advertising and the Su- 
chers’ confidence and interest in 
advertising is the real story behind 
the story of one of the best mer- 
chandising success stories of the 
year. 

One other note: Speedway re- 
mains strictly a family affair in 
its $40,000,000-a-year business. 
Bill is president; Harry is chair- 
man of the board; Donald is ex- 
ecutive vice-president; Gerald is 
v.p. in charge of sales, and Richard 
is treasurer. All named Sucher, of 
course. 
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‘Levittown Times’ Not Sold 


A headline on a story about the 
launching of the Daily Times in 
Levittown, Pa., by Richard T. 
Lawson (AA, April 6) incorrectly 
|read “Lawson Buys ‘Levittown 
| Times’.” The Levittown Times is 
a weekly newspaper published in 
| Levittown and has not been sold 
‘or bought by anyone. Mr. Law- 
|son’s daily newspaper is an entire- 
|ly separate operation. 


NEA Elects McIntosh 

Dr. Allen C. McIntosh, editor of 
the Star-Herald, Luverne, Minn., 
has been elected president of the 
National Editorial Assn. Other of- 
ficers elected are E. M. Anderson, 
editor of the Times, Brevard, 
N. M., v.p.; Don Eck, Chicago, re- 
elected general manager, and E. 
A. Briles, editor of the Courier, 
Stafford, Kan., treasurer. 


Wick Heads Airline Foods 


Joe G. Wick, president of Old 
Judge Coffee Co., St. Louis, sub- 
sidiary of Airline Foods Corp., 
Linden, N.J., has been elected 
president of Airline Foods. Mr. 
Wick will be in charge of all oper- 
ations. The parent office of Airline 
will be moved to St. Louis, with 
management for all companies 
directed from there. 


—_ 


john j- 


stu 


6 East IW dH. veel 
Murea ¥y Kill JAAT4 


Photography in 


all its phases... 


Industrial . Food 
Hill. Lite . Mlustration 


= ys a Sr bam we ee eee AS Di ee gee © hs alge ite Mth wok Cole 4, Meee edt, 2. ees, aie Te PL eb geen cs ie yg tip er ria SE al 
2 wee “i he a ae Se a ee A ee ce ae Ne et ete SM a ER ote 9 eet ee AN Pig ’ Pas ott ear ease ae 9 Sut eee ee tar Re tebed Mg te gyn ore ee capa Ske ae " Sv. Meas 5 Nceanatay Rehr PN ees = 
a ree isons 32 See re ey pe “ip a. | ge i en Ot esG ~ oe Mee ng eit eee Oe abe o ak nah ct Pik te iea Wty ee SR Ee Tk a ae ee Se pe Gees ae ee Sy it aha Msi ae Shy US gh tinea ea? alas aR rip ag SS ; ee : we Vi Sets Sha 
ie MA sae ety Ver ere oe eer A! SAL Se On as Pans yee aM sc) a cn ok ae Rey Ree ree» sit Nee Aaa RY Sates ay FS Tei a ae ae tae eB Nene: eae Car aa se coe" -LovaieaS 
Bip) Seeepmmaeraes erie 2) ein S UN os ge ate: ene rn ig alee <4 et Beer ink CR LMS Aes 2 iim eye beh ces pe ; Saag TERE” CRN cae Saat re 
BS See aad pa ais oI en irae ce tcl PUR se 4 ee ras i ‘ : SRS a aie, cerns. a es s 3 ‘ z Ping) eerto Sy : SEP on uss PsEa to ait te pr oe i eet 
alegre Be. Pip Ghpeee Bos San WEA ie we ‘é : : : WS ie s iF I oe me: Ai =e ek ck ike $2 ae . Ps Jee Bam ice roo a ee SUR! Loe ew aie aeae pees eek er Ma ces 
E oe $<. aC 4 ce hee : ss 525 ak Sao eit iy sacha “SAL team ges gma 2° UE i eae am cs ea ie ree eR oS kes ree ais CE. ae ee mama Se es ociy hee ee 
eee ea cei eee ria i : a . ‘ 5 . A “ i : 7 a) : : = a ene coe a 
ep a peer ‘ nai OS OE TOTS 
ee sie 
ee _ sy 
} 
| 
| ' 
| 
| ee ee ee 
SS | 
a 
(aaa 
we 
a 
Se 
A, es 
ish sapere ‘ Pete res ere 
es ee ish Se reae Re ees 
a Ct cae 5 
A ie —_ ——— —_ — es 
ee 
: Gee | 
edie ee | 
Re | 
Bac 
Ne —_— 
rae ee : * . ‘ “. <2 
aia BEN eG ane aU ec emt os, gene 2 Ban cee ee ee FA es <i heey ian oe 
yee * ROMS ee a Re ee ‘ Bee aes RICIIMAY Bae NE gy. So ni So. Rieter lee! iy lea OM 
ae ‘ Ss Sg ie eR el ee Sree ee oa eae ce ee 
Aoe at a rails glggtidireer te ~ ee oa! eee : 1g a AS Ee 
or . RS ee Re eee ame: eee ep utes ers 3 ae VERE Sa? ee eee Sa 
Pe a ae er emma eee” Cesar RRP: Soc pean Price 4 AGk it 2a sea tag 
oi Ae Mt es ees ei ay eae a Se ey eee Oe 
Me a i 
e . ° uy i, 
. ; oo as . 
, ; - y Bee ~ ? " ae % 
w er Sa . PO 
: a ae Be aaa 
pee =i a ie ce 
_¥ \ . iy : i 
3 - 2 “# 7 bis 5 i Ks mee ae : 
ve sit Se Petar or ties. : ee Me bs alae 
ony, ae a ie ie ft pe B ee 
6 : ag ES ee ’ Bk a ee 
ei Bi fone tie Seabees : ike LZ Pe a en Ni rg 
Goo, eee eg 7 a or ae cies : 
m ease Y a Or ren ; & ee is ‘ pena see : , 
al mare, ore », « roe ee 4 ‘ Ye 
me an * © . nies? Po pith 4 ¥ ‘ * i 
Fuses. re a a z ie Re ee Nera nlite P Se ue eas 
ie Me io a 5 Paes Sie ae a seats a Re The amen fy We: a 
Ae pee Spina! a1 lsh ge ase ‘ ja tee Fy ee ies: 
aos eer See oer tenitedes ee ae eee MER eS gk ee = SS 
arias He <r ciara tee lie ema ce tes ae af ee te eae 3 “nr te 
irre lea Wen tk iain Sl Shes p a <3 ‘ ee ek ge “ Swern ee Ne 
ee Bi. Site ve ee 3 ne tot uate Ss 
; BY een ore gee : sak ee a ee || eS : 
ea eee ea ae: ARR es j ee aes aia: 
‘ cr Ape es on : sea } i. a oe 
Ss pict Ag ee : fs ; ; Sie Oe 
k 2 hee ioe A hs i¢ .) per ig. : 
? u sak Fane 4 é s 4 eee 4 
va c oiciaat *-cuaeeetineanine sm bi Wa = an x eae 
5 tier ie oo ee Oo ee i f y an 4 
een, 4 som Esa obi eet ana yh Ne anew ee ot Tua F a ees 
es ae Oe Slay ES Ra tale i A) mee = 7 Se p} ‘ pe: ve 
seit tiie. tha meets eg ee Leary 3 ‘ite, 4 y omnes 2 
eee ; Bi Shis etme: ay are ae ae pen, Sees 
et es ie! Shey Pg meteor nee bine ) es ee: ~ 
Ny ae tec ay Brice) Seer tes se et ea pon. eae 
nes OR ater. ieee nee He ees } « s Bitar 
, ree soph +0 ea, - St giree as, a . " 5 Fa ae ee 5 Sem 3 aN” 
ie We aed ABs 95 Tee Nae, ; =e es Seal " oe ee 
Be Megami eed De co Nb, eee BEA “s % z ie aa Been ee 
Ln OE Pei OLA ie, aed a Lege ~ Z — aS ess ae 
se Soy eae a a eo ie ele ates ier er a 
a : Oe ee — : : i . 
mar ¢ 2 . Bete aes <i 
ee a : : ae a ie ee Be ee 
en We Se aie 7s : ee ? i O° Cees se 
aie 2 as & shila eile: 
See ’ a as ah 4 on Sig, hg. Fis, 
res s bi ae —— - ‘itt 
Ae 3 a F — a | 
jp ia age eg ee . % Reee > . —-* . 
pe as EE os “= a —e7” J tte Le eg, 
<< ‘a ———— el vy gli een Se 
ae m —— = =—leesst—<“‘“ | RES Cae Pe. ee 
"ee ie Pe aA. aes ee ll Tae Me Fh, ag. 
7 a "fax es Fi, Eee ies we ee As ‘ tei yn ik el pa 
pe 3 ae ee ey \ > Ye . sesheenesannieniesabtdsabcnstsimaniiaecinattriizaiatageaiamsrettcaivantaisiapniniititenispeatarmescanemametipaatitise 
hats ; , Me as he Pag ie: age th « Me be Bia 2 "ye —_—e é 
“ho ee oe 4 agp 4 - 
sg > giles : we. iam a ee - . 
ad ee OO! _ 
Bl i ee ere eS > ce » Be + % ‘ fide a 
Pat ‘ ¥ et Pitcie, as ae Lae B, wa ies, Yo 
+5 ee it . SF ad ay re. te a a . “ee Bs ge Se ba 4 B ee 9 Qa ” 
urine r i 
<7 be ao 
a j 
Selah I 
whens j 
sitet d 
iW 7 
oe ; —- 
at Bs ny 
anes eg 
8 ee e% 
seal : 
3 - PO vs . 
Nie ae Ba 
ie “i { 
me ee 1eé 
pes ay) 
ae # 
Sia “< y i 
. a 1110S | 
a 4 - 
=. ee : | 
ne my 
Pe @ gS 
if oe 
a 7°O.2 
3 - . 
% ¢ q 
“, «”, \ } 
s 
’ f mm. 
’ f _ 
: —" - } 
3 > 
4 . 
; ‘ 
_ t 4 Ms t 
=| - _ 7 
. - " 4 f es ; i 
‘ Nh 
aoe Po : <7 9 
Yenc acts 
aad wooo 
as s 
chee oe 
r z J 
se He. hromes - black and \0! 
- MM carbros -ektac - black and tc) 
Bats 
Z ~ i a 
; " ie ea j : » x it e . aes ‘ sag tee fe “ Z ele es ee . a ee \ ‘ it, ‘ > el : ~ ; os i" ~f ek F Se : " x ‘ " Sg AN ae 4in-f = 
if ree ae Sab te aa > Z 2 pi . / ; ite eae ; Pane ae ga oes , te . oa A; 4 rode Fes “% ede bl Ds ee Pe pte Me sae Pag: are ins Petes pO. Dect 9 Hy mynd : bale & é Ba 
= Os ah fa ity Pie cate ag en € Carrs 2 ae Gr opi am Sie oe bs ae on weirs sie : eg eS z, prvi : glee at ay yam 2 : ’ nt ; ee a A Seg ? ft, Spee ee ae ‘ <P ne ee 8 
: ; tt al Ac" Pie ape aes Bar wh. * pt don " , eS ae tile y eek ea a, : fags ! ‘ : 3 ’ 
ye we? % = fro - , ere » af Ss * a) ~ oe _. 


True Story Women’s Group Challenges You... 


Knack On Aty Door 


in a wage earner neighborhood 


Chances are 1 to 4 you'll find at least one major appliance 


bought during the past year 


That's natural. Wage earners today have more money to spend 
than ever before. They're spending it, too! Big! * 


Chances are 1 to 2 youll find at least one reader of a great 


True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners —catering to their tastes, 
their needs, their judgment of what makes good reading. 


CIRCULATION 


“ oe To see whot they earn and how 
‘J ASH! they spend — write for your copy of 
4 . bd 


ANOTHER ALL-TIME HIGH 
IN NEWSSTAND SALES! 


AMERICA’S NEW BUYING POWER 


q b 4 4 -. If it’s wage earners you want, turn to 
4,449 


Total Net Paid* 
Guarantee 
BONUS 


(1st quarter 1953) 


anaes Tr UE Sto RY Wonent Group 


+ 1,266,171 


* Publisher's Estimote 


the market place of wage earner America! 


MACFADDEN PUBLICATIONS » 205 EAST 42 STREET » NEW YORK, NEW YORK « OFFICES: CHICAGO. SAN FRANCISCO 
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NOTICE to True Magazine: 


We CHALLENGE 
our so-called 
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A recent ad by True Magazine in the April 20th issue of Advertising 
Age was headlined, ‘‘Unchallenged Leadership’, and it referred 
to their circulation position in the men’s magazine field. The Amer- 
ican Legion Magazine — America’s Largest Man’s Magazine — 
hereby takes exception to some of their claims. Our circulation 
glove in their face! We challenge them to a duel of A.B.C. State- 
ments at twenty paces. 


The True Magazine ad made the follow- 
ing statement: 


“TRUE's current guarantee is 
1,750,000 — still greater by far 
than that offered by any other 
man’s magazine!” 


WE CHALLENGE THAT STATE- 
MENT! The American Legion Magazine 
has an A.B.C. circulation guarantee of 
2,700,000 and it is so stated in Standard 
Rate and Data. 


Well, evidently something is wrong here. 
We asked our office boy to subtract True’s 
guarantee of 1,750,000 from our 2,700,000 
guarantee and he figured out that we had 
a bulge of 950,000 copies, or 54.3% over 
them. 


We checked the lad’s figures on our 
Friden calculator and by golly he’s right. 
Confidentially, we’ve known it a long 
time. 


The True Magazine ad made the follow- 
ing statement: 


“As a result of its unparalleled 
circulation record, TRUE con- 
tinues to maintain its position 
among this select group of lead- 
ing magazines.” 


This was followed in the ad layout by a 
tricky typographical gimmick which 
classed True’s circulation guarantee in 
the men’s magazine field with Life’s 
among the weeklies . . . it seated them be- 
side The Ladies’ Home Journal among 
the women’s service magazines, etc. 


WE CHALLENGE THAT STATE- 
MENT! Sure, waltzing with the belle of 
the ball is lots of fun and we admire True 
for their lofty ambition. But after all, our 
extra 950,000 he-men want to stand up 
and be counted, too. 


Sorry, Bub, but this dance is taken... 
by us. 


The True Magazine ad made the follow- 
ing statement: 


“TRUE is America’s largest sell- 
ing man's magazine—still the 
leader in the men’s field—circu- 
lation guarantee 1,750,000.” 


WE CHALLENGE THAT STATE- 
MENT! As far as we know The Audit 
Bureau of Circulations is still the official 
measuring stick for circulations. We think 
they do a fine job and we abide by their 
decisions. According to A.B.C., we de- 
livered well over our 2,700,000 guarantee 
for the period ending December 31, 1952. 


A.B.C. figured it out, we figured it out, 
our office boy figured it out... okay, 
you figure it out. Isn’t our 2,700,000 cir- 
culation guarantee bigger than True’s 
1,750,000? 


We're really sorry, Bub... but you 
should make your advertising state- 
ments live up to the name of your 
magazine. 


SEE PAGE 14 ce0 


THE MOVIES 
AND THE 
AMERICAN LEGION 


SEE PAGE 11. , 


ARE THEY RUINING 
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Newspaper Promotion Men Told They 
Must Give Advertisers More Help 


(Continued from Page 1) 
newspapers today. He showed 
slides of both “good” and “bad” 
ads for the same items and he 
gave sales results showing the 
startling difference in the pulling 
power of the two ads. 

One ad for a cosmetic item re- 
sulted in only 70 sales in the three 
days following its appearance; an 
ad for the same product, but with 
different copy (and run by a dif- 
ferent store), sold 1,080 jars of the 
same item in three days. 

Newspapers have been “on a 
gravy train” for the past 13 years, 
Mr. Bedell said, and many papers 
today are carrying a lot of “vul- 
nerable and shaky linage,”’ which 
will be lost if papers don’t assist 
retailers in making the proper use 
of the advertising space they buy. 


® Louis Sappington, v.p. and gen- 
eral merchandising manager of J. 
L. Hudson Co., the nation’s second 
largest department store (Macy’s 
is largest), yesterday sharply crit- 
icized newspapers for their atti- 
tude towards retailers. 

Mr. Sappington likened news- 


| statistical data and on information 


| compiled from its consumer panel, 
Mr. Martineau said. 

| The Tribune uses this data, 
coupled with its psychology and 
|psychiatry, in order to determine 
| the real motivations behind peo- 
ple’s actions. Most of the selling 
program that it uses is based on 
statistical data and on information 
compiled from its consumer panel, 
Mr. Martineau said. 


= The Tribune uses this data, 
coupled with its psychological 
findings, to sell “a big schedule 
and a continuing one,” the speaker 
said. The paper also tells adver- 
tisers that coupon deals are no 


rise in the sales curve, and the 
curve eventually returns to its 
previous level. 

To get data for ad presentations, 
you can’t sit in an office, Mr. Mar- 
tineau said. You’ve got to get out 
in the field and talk to retailers. 
| Telling the results of the Trib- 
une’s psychological studies of cig- 
-aret smoking, he said the tests 
\showed that most people equate 


good; they only cause a temporary | 


papers to other vendors of mate- smoking with a hard-working, en- 


ties in good taste don’t make ex-| 
aggerated claims or statements that | 
can be questioned, he warned. 

“It always surprises me to see 
newspapers attack competition in) 
| print with claims which border on} 
the low side in selling. Yet these 
same publishers would refuse to) 
allow national advertisers to at-| 
tack competition this way in their | 
advertising columns,” Mr. Duffy) 
said. 

BBDO has customer panels, he 
said, and if any newspaper has) 
similar panels of readers, and_ 
wants to have these readers try 
out any products or recipes of the 
agency’s clients or apply consum-_| 
er-jury tests to BBDO ads, he) 


_ NEWSPAPER PROMOTERS—On hand for the opening of the 
National Newspaper Promotion Assn. convention in Detroit last 
| week were (in usual order) Belden Morgan, Hartford Courant; 
Barry Urdang, Philadeiphia Bulletin, and Pierre Martineau, 


BE ES ee Aa RE ee 


tia. 


Chicago Tribune; Paula Kent, San Diego Union and Tribune, 
with W. G. (Bill) Powers, ad director of Chevrolet; Howard Wil- 
cox, Indianapolis Star and News; Dave Henes, Phoenix Republic 
and Gazette, and Lyle Johnson, Omaha World-Herald. 


said, and he urged the promotion | per business is slow to change, Mr. 
men to get these ads and use them Jones said, and it continues to 
on a regular schedule. disseminate news, editorial opin- 
ion and advertising in more or 
« Competition among media for less the same pattern it followed 
the advertising dollar has become | decades ago. There are, however, 
so stiff that national magazines|some benefits in being old, he 
have entered the field of local ad-| added: “It reflects stability, re- 
vertising, Roy Newmyer, adver-/sponsibility and a long period of 
tising director of the Toledo Blade,| high public demand and accept- 
told the group. ance.” 
He reviewed the paper’s “Let’s 
get the picture straight” campaign, # New officers elected for the 
which is designed to tell newspa- 1953-54 term were Otto Silha, pro- 
pers’ story. The first ad in the motion and personnel director, 
series told the story on coverage | Minneapolis Star and Tribune, 
of 11 different papers; the second | president; Clifford Shaw, promo- 
listed the merchandising services tion manager, Providence Journal, 
of 37 papers, and a third, not yet ist v.p., and Joseph Lynch, pro- 
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rial that his store buys from. The 
only difference is that a newspa- 
per is “selling white space” to a 
retailer, he said. J. L. Hudson 


| ergetic type of person; that men 
| still retain the old-fashioned aver- 
| sion to smoking by women, and 
|that certain brands are identified 


would be happy to comply with published, will stress that 
their requests. More research on tailers actually sell merchandise” 
the newspaper frequency of inser-| and will ask manufacturers to ad- 
tions is sorely needed, Mr. Duffy vertise in newspapers. There are 


“re- | 


spent $3,000,000 for newspaper with certain types of people. 


advertising last year, he said. | For example, the majority of 
That’s more than it spent with those tested considered Camels a 


any other vendor, but many of the 
smaller vendors showed greater 
interest in the department store’s 
operation than the newspapers did, 
he asserted. 


s If a newspaper wants to con- 
vince a retailer that advertising in 
this medium is important to him, 
it must do the following, Mr. Sap- 
pington said: 

1. Help the retailer get as good 
a return as possible for his adver- 
tising. 

2. Prove to the retailer that he 
can make more money through 
advertising. 

3. Show the retailer how much 
he gets for the advertising placed 
in the paper. 

Experts have told him, Mr. Sap- 
pington said, that advertising ac- 
counts for only about 15% of a 
department store’s business. Plenty 
of money could be saved, on retail 
advertising without hurting retail 
sales, he asserted. 

The Hudson executive also crit- 
icized that type of newspaper re- 
search which is aimed at showing 
how much better one paper is 
than its competitor. This research 
time should be spent collecting 
data to show to the retailer how 
the paper can help him move his 
merchandise, he said. 

He also attacked ads _ which 
claim that the merchandise shown 
in them is being sold at “below 
wholesale price.” If the price is 
actually less than wholesale cost 
then the chances are the merchan- 
dise is bootlegged, and it is un- 
ethical for a newspaper to accept 
such advertising, he said. 


s Pierre Martineau, acting head 


of the Chicago Tribune’s business | 


survey department, revealed some 
of the Tribune’s research tech- 
niques for the assembled promo- 
tion men. 

The Tribune’s basic objective, 
Mr. Martineau said, is to sell an 
advertiser on the medium itself, so 
that he will switch some of his ad- 
vertising dollars from other media, 
not just from other newspapers. 

Despite the fact that his paper 


| mans” cigaret, Pall Mall a 
_“‘woman’s” cigaret, and Chester- 
\field a “white-collar worker’s” 


|cigaret—which might 


| explain 


Chesterfield’s popularity in cities 
like New York and Chicago, the 
speaker said. 


s “The advertising man who fails 
to read the promotional material 
distributed by the publishers of 
this country is doing himself a dis- 
service,” Ben Duffy, president of 
Batten, Barton, Durstine & Os- 
born, told NNPA members. 
Addressing a luncheon meeting, 
Mr. Duffy said that he has been a 
longtime reader of newspaper pro- 
motional advertising and promo- 
tional pieces and has even used 
material found in these pieces to 
develop advertising campaigns. It 
was as the result of a newspaper 
promotion piece that he developed 
and sold to General Motors an in- 
stitutional campaign in newspa- 
pers, he said. However, newspapers 
waste too much time and space 
selling a specific market or a spe- 
cific publication, Mr. Duffy said. 
“The first. and foremost objec- 
tive, however, is to sell the adver- 
tiser on the need, value and great- 
ness of newspapers...You can’t 
‘sell ’em where they ain’t’...and if 
you can get the agency and the 
advertiser newspaper-minded you 
have a better chance to sell your 
market and your paper,” he said. 


newspapers against taking promo- 
they wouldn’t allow national or 


local advertisers to use in their ad- 
vertising. Keep promotional activi- 


pointed out. 


= “Some facts are known. To be| 
specific: It has been established | 
that as the advertiser’s area of. 
sales or distribution moves away | 
from the local market, the fre-| 
quency decreases. For example: 

“1. Most frequent users of news- 
papers are the local department 
stores and specialty shops. 

“2. We find local advertisers 
ranking next to department stores 
in frequency. 

“3. Sectional advertisers cover- 
ing a section of the state. 

“4. Regional advertisers whose 
distribution is statewide or covers 
several states. 

“5. National advertisers with 
distribution throughout the coun- 
try.” 


® Doug Taylor, v.p. of J. P. Mc-) 
Kinney & Sons and president of) 
the American Assn. of Newspa- 
per Representatives, urged the! 


promotion men to show represent- | 
atives the promotion work they) 


|78 newspapers cooperating in this 
ad, he said. 


@ The 125-plus delegates to the 
convention were welcomed Mon- 
day by Lee Hills, executive editor 
of the Detroit Free Press and Mi- 
ami Herald. 

The modern promotion man on 
many newspapers today is the 
spark-plug of the sales staff, and 
he should be to an even greater 
degree, Mr. Hills said. 

In the past ten years, the promo- 
tion man has come to be a more 
effective practitioner in the field 
of public relations, public serv- 
ice, research and sales promotion, 
he added. 

The increasing importance of 
the promotion man has_ been 
brought about in part by the ad- 
vances newspapers have made 
since the end of World War II, 
Mr. Hills said. He listed some of 
these as (1) intelligent and inten- 
sive exchange of information; (2) 
improved writing techniques; (3) 
more readership studies; (4) grow- 


are developing. This would serve) ing interest in content studies; (5) 
the two-fold purpose, he said, of| growth of color, and (6) the suc- 
keeping representatives abreast of| cess of the American Press Insti- 


has made extensive use of tests| 
adapted from clinical psychology | 
and psychiatry in order to deter-' 
mine the real motivations behind) 


people’s actions, most of the selling | Fred Howenstine, Indianapolis Times; Ed 


program that it uses is based On World-Herald; Frank Knight, NNPA’s secretary-treasurer from 


NEWSPAPER FOURSOMES—Among the busier conver ti 
| at NNPA’s meeting last week were these two groups. From left: 


promotion activities that are in 
the works, and would give the rep- 
resentatives a chance to contribute 
something to the work. 

Mr. Taylor also suggested that 
newspapers put little fact sheets 
'telling something about them or 
‘their market in the merchandising 
mailings to advertisers. 
| He exhibited some of the ads | 
‘that AANR has prepared which. 


markets for several magazines, | 
|paper to put in its figures for| 
/ comparison. These will be supplied | 
|to newspapers that want them, he 


liete 


McClanahan, Omaha _ Klusmeier, Rockford 


tute and the continuing study of 
the Associated Press. These are 
just a few of the developments that 
have helped improve newspapers, 
he said, and have thus made the 
job of the promotion man an in- 
creasingly important one. 


= The newspaper business is 
handicapped somewhat by its age, 
Richard Lloyd Jones, president 


# The agency president warned give coverage figures in various and publisher of the Tulsa Trib- 


une, said at the closing dinner last 


tional advertising liberties that and which allow space for a news-_| night. Mr. Jones is also president 
of the Southern Newspaper Pub- 
lishers Assn: 

Because of its age, the newspa- 


motion manager, Grand Rapids 
Press, 2nd v.p. Frank Knight, man- 
aging editor, Gazette, Charleston, 
W. Va., was reelected secretary- 
treasurer. 

For the fourth consecutive year, 
NNPA issued a newspaper promo- 
tion year book, containing articles 
by NNPA members, a list of all 
voting and associate members of 
the association and a convention 
program. 

At the final business session, 
Nashville was selected as the site 
of the 1954 convention. 

“Lexington, U.S.A.,” a color 
slide film prepared by the Bureau 
of Advertising, was shown at the 
convention by Harold (Rusty) 
Barnes, director of the bureau, and 
R. R. Postal, BofA representative. 
The film, which is shown on three 
screens, is designed to promote 
newspapers to the automotive in- 
dustry, and there are actually 
three different versions of it. In 
one, a General Motors car dealer 
appears, and in the other two the 
car dealers handle Ford and 
Chrysler products, respectively. 


® Editor & Publisher announced 
the following awards at the meet- 
ing: 

Chicago Daily News, best sales 
presentation to obtain national ad- 
vertising. 

Chicago Sun-Times, best series 
of six or more advertisements de- 
signed to obtain national newspa- 
per advertising. 

Roanoke Times and World-News, 
best direct mail promotion piece 
designed to obtain national adver- 
tising. 

Courier-Journal and Louisville 
Times, best presentation to devel- 
op local advertising linage. 

Spokane Chronicle and Spokes- 
man-Review, most outstanding 
single campaign to obtain classified 
advertising. 

Minneapolis Star and Tribune, 
most outstanding single circula- 
tion program. 

Omaha World-Herald, most out- 


|standing single community serv- 


ice activity. 


| Montreal Admen Elect 


A. W. (Art) Woodhouse, prod- 
ucts director of Johnson & John- 
son, has been elected president of 
the Junior Advertising & Sales 
Club of Montreal. Other officers 
elected are John _ Bradbury, 
Shipping Containers Ltd.; Lloyd 


the Gazette, Charleston, W. Va.; Bill Coyle, Washington Star; 
Lewis Louthood, Weekend Picture Magezine, Montreal; 


Kistenmacher and Justin Faherty, St. Lovis Globe-Democrat. 


Converse, Canadian Admiral Sales, 

‘and Lorne Walpert, Trans-Canada 
Greeting Card Ltd., all v.p.s, and 
Martha Job, nylon division, Cana- 
dian Industries Ltd., secretary- 
treasurer. 


Bill 
Star and Register-Republic, and Charles 
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1953 Data on Product Use and Brand Preference 
Covering 17 Important Markets Now Ready for You 


The new 1953 “Consolidated Report,” bringing to- 
gether buying habits, product use and brand prefer- 
ence data revealed by Consumer Analysis surveys 
conducted by newspapers in 17 metropolitan mar- 
kets, is just off the press—awaits your request. 


All information is up-to-date—all of it compiled 
since January 1, 1953. This 200 page report contains 
data on 17 markets (representing 2,000,000 house- 
holds) for 153 different product classifications. It 
is divided into six major sec- 
tions with individual indexes 
for ready reference. 


More than 1,400 brands are 
listed. The survey sample in- 
cluded over 44,000 families 
in metropolitan ‘areas where 
retail sales exceed nine bil- 
lion dollars. 


Showing per cent of families buying, and percentage 
of preference for leading brands by product classifi- 
cations, market by market, the data enables you to 
determine (1) the competitive situation (2) relative 
sales potentials in all markets covered. 


Further, because 14 of the 17 markets were reported 
also in 1952, a comparison with 1953 data will dis- 
close many interesting and significant trends. 


Included is a composite pic- 
ture of population, retail 
sales, income and other im- 
portant factors for each Con- 
sumer Analysis market. 


Turn page for sources 
for your copy of report 
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SEVENTEEN MARKET COMPARISON OF Fane ln 


Uv 


iii 


| WASHINGTON, D.C. | COLUMBUS | CINCINNATI | INDIANAPOLIS | MILWAUKEE | ST. PAUL | ee 
ricci nthe 13.0% 55.8% 55.6% 52.2% 60.8% 51.5% 44.1% 
Place % Place % Place % Place 9% Place % Place % Place % 
20.3 | 1. 48 | 1. 48.8 | 1. 28.6 | 3. 19.2 | 1. 40.9 | ie 34.5 | 8. 4.3 
18.1 | 6. 3.1 | 4. 6.8 | 2. 20.0 | 3. 8.9 | 3 25.9 | S$, 8.9 | , a 15.9 
Birds = ; 16.9 | 3. 9.3 | 2. 10.9 | 3. 14.0 =| 2. 15.6 | 3. 7. | 2. 12.4 | 6. 5.0 
Yor Garden .... 13.9 | | | | | | | | 
if eee ae ar oi a. |. Fe 56 | 4. 66 | %. ' Rh es 
et WE... Re rississoindesncncieaie 5.9 | | | | | | aos 
Old South 34 | ? ss. ] | | | IL. 12 | 2 1608 
Sunkist ee — . =. ons te Re. SR ae — 1.4 7.0 
, 19 | | | | | | 
| | a er et at ww l 


~ Data Like This — 
aoe for 153 Product Classifications Se 


in the Consolidated Consumer 
Analysis for 1963 include family income, heme 
ownership, home heating, automobile ownership 
ond use _ en ad Lewmar: ose ahs 


t< 


Subjects coverad 


hendtitaataia ‘iiiaanie: staat seins mere 
food, beer, television receivers, alcoholic bever- 
ages, soft drinks, cigars, cigarettes, gasoline, oil, 
wate repairs, anti-freeze. tires, vacations—all ar- 
ranged for ready reference indexed under six 
major sections as follows: 


Cincinnati Times-Star 
Cincinnati, Ohio 
Adv. Mgr.: Karl T. Finn 


Representatives: Cincinnati Times-Star Co., 
John E. Lutz Co. 


The Columbus Dispatch-Ohio 
State Journal 
Columbus, Ohio 

Adv. Mgr.: Lewis B. Hill 


Get Your Copy of the 1953 
From One of These Co - operating 


Honolulu Star-Bulletin 


Honolulu, 
Adv. Mgr.: 


Porter Dickinson 
Representative: O'Mara & Ormsbee, Inc. 


The Indianapolis Star and News 


Indianapolis, Ind. 
Adv. Mgr.: 


Charles B. Lord 
Representative: Kelly-Smith Co. 


The Milwaukee Journal 


Representative: O’Mara & Ormsbee, Inc. 


Duluth Herald and News Tribune 
Duluth, Minn. 


Adv. Mgr.: C. G. O'Neill 
Representative: Ridder-Johns, Inc. 


The Fresno Bee 
Fresno, Calif. 


Adv. Mgr.: Max Armstrong 
Representative: O’Mara & Ormsbee, Inc. 


Milwaukee, Wis. 
Adv. Mgr.: R. K. Drew 


Representative: O’Mara & Ormsbee, Inc. 


The Modesto Bee 
Modesto, Calif. 


Adv. Mgr: James Harding 


Representative: O'Mara & Ormsbee, Inc. 


The Omaha World-Herald 
Omaha, Neb. 
Nat'l Adv. Mgr.: David Lindsay 


Representative: O’Mara & Ormsbee, Inc. 
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DU 
ST. PAULY St. Le 
PORTLAND, ME. WASHINGTON, D. C. COLUMBUS CINCINNATI INDIANAPOLIS MILWAUKEE Ramsey Co. SUP 
Cumberland Co. _ Dist. of Columbia Franklin Co. Hamilton Co. Marion Co. Milwaukee Co. and Dakota Co. Doug 
POPULATION (1950 Census) 
Metropolitan DE CRE CA ed SEE GC AS nbd 6G NASH AE AGERE | 19,942 1,464,400 503,410 904,402 551 777 871 1047 404,351 25 
4 ee eee cde Wedencbadcecccecsesss 77,634 802,178 375,901 503,998 427,173 637,392 311,349 13 
: HOUSEHOLDS (1950 Census) 
ER AE ET Oe HN Oe 35,003 430,706 145,388 276,700 170,512 255,016 117,455 7 
ne aais SL ges dgu aes dts ba 6Nee dates 23,122 235,935 109,743 164,200 133,703 197,300 92,844 4 
RETAIL SALES (000's) (SM Survey of 1953) 
Metropolitan Area TOTAL — $! 89,164 $1,984,685 $598,260 $1,035,997 $779,039 $l, 142,562 $457,414* $28 
ers le, es akhshaesiesscanss 55,680 465,431 132,811 276,211 165,593 271,329 94,997 7 
Furniture, Home Furnishings, Appliances .................... 10,512 95,462 31,740 51,651 44,007 59,234 18,849 | 
I trata War co egy 0 shen bid scvdsecdacse 27,777 332,690 100,703 162,652 153,411 192,528 64,367 5 
ies MA, PORN os cco c sc ccd ects rcnsevenress 7,951 80,057 35,187 55,150 26,417 37,899 20,583 | 
ES SD a a ee ere 5,016 85,754 18,782 31,371 33,600 30,138 13,466 
WHOLESALE SALES (000's) (SM Survey of 1953) |. $116,650 $565,560 $458,758 $763,361 $568,834 $703,292 $380,150 | $20 
EFFECTIVE BUYING INCOME—1952 2. > 
RRA i eae lee neo $241,547 $3,058,358 $990,475 $1,614,389 $1,127,736 $1,655,01 | $688,688 | $34 
oo. 4 «a dent cde tasccunseccianste 4,930 6,824 6,333 5,536 6,186 6,267 5,662 
FARM INCOME (000' :) (County—SM Survey of 1953) sae $17,836 $10,374 $13,703 $10,440 $20,289 $2 
MANUFACTURING—Salaries and Wages (000's) 3. $32,711 $55,872 $153,462 $382,935 $279,361 $535,089 $130,773 $3 
CIRCULATION—(SRDS—March, 1953) inane 
(M) Press Herald (M. & E.) (M 
(E) Eve. Express (E) Columbus (M) Star and Dispatch H 
Peper . ON (S) Sun, Telegram (E) Star Dispatch {E) Times-Star (E) News (E) Journal Pioneer Press News 
Ne 255.5 31 aac A ceeketeceediuabhsekaphetird 78,317 225,818 158,150 147,880 357,964 333,17) 209,388 8 
Sunday Total .. 87,128 261,822 222,354 278,069 449,778 161,608 -_ 
2 Bue'survey of 1953. Metropolitan ares figures “1 Eotumates by Market Statistics, Inc ‘so terrae aa for Los'Angeles County." ""* ae 
3. 1947 Census of Manufacturing. County figures. 
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Brand No. of Firsts Brand 


No. of Firsts 


SR i iil — A Snow Crop ...... 7 Sunkist ......... 

E. 4. _...POSITION OF LEADERS, BRAND PERCENTAGE Minute Maid ..... 4 Donald Duck .... 

AO iil i i, ll ili ll ig eos esees : Fairmont ........ 

P MR a 43 Se aig aed 

»ERIOR | OMAHA | SALT LAKE CITY | SEATTLE | LONGBEACH | SACRAMENTO | FRESNO MODESTO | SANJOSE |  MONOLULU =| 

Yo | 50.9% 57.5% 48.7% 60.2% 44.6% 44.5% 37.8% 58.4% 36.0% ee FHS Per Cent of Use 

Jo Place % Place % Place % Place % Place % Place [% Place % Place % Place % Brand 
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| & ss | | | | | | | | Beer aes .. Top Frost 
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3 "Consolidated Report" 


| Newspapers, or Their Representatives 
| 


in Rowell : Sales. 


7.006.000 Pop wie! 


Donald Duck 


++10,000,000,009_._ 


Long Beach Independent- 
Press-Telegram 
Long Beach, Calif. 


| Gen'l Adv. Mgr.: Wade L. Maplethorpe 
Representative: Cresmer & Woodward, Inc. 


Portland Press-Herald and 
Evening Express 


Portland, Me. 


Adv. Megr.: Gerald A. Kilbride 


Representative: The Julius Mathews Special 
Agency, Inc. 


St. Paul Dispatch and Pioneer Press 
St. Paul, Minn. 


The Salt Lake City Tribune 
and Deseret News 


Salt Lake City, Utah 
Adv. Mgr.: Douglas E. Lamborn 


Representative: Moloney, Regan & Schmitt, Inc. 


The San Jose Mercury-News 
San Jose, Calif. 


Adv. Mgr.: Charles De Lorenzo 
Representative: West Holliday Co., Inc. 


The Seattle Times 
Seattle, Wash. 


Adv. Mgr.: Russell W. Young 
Representative: O'Mara & Ormsbee, Inc. 


Adv. Mgr.: J. F. Lewis 

Representative: Ridder-Johns, Inc. The Washington Star 
Washington, D. C. 

The Sacramento Bee Adv. Mgr.: Godfrey W. Kauffmann 


Sacramento, Calif. 


Adv. Mgr.: M. A. Tancock 
Representative: O'Mara & Ormsbee, Inc. 


Representatives: O'Mara & Ormsbee, Inc., 
New York 


John E. Lutz Co., Chicago 
The Leonard Co., Miami Beach 


wt ae 
Circulation Totaling 


cit HouseRolds 


2,500,000 Daily 


2,500,060 Surge 


DULUTH 

t St. Louis Co. 

Co. SUPERIOR OMAHA SALT LAKE CITY SEATTLE LONG BEACH SACRAMENTO FRESNO MODESTO SAN JOSE HOMOLULUT 

a Co. Douglas Co. Douglas Co. Salt Lake Co. King Co. City Only Sacramento Co. Fresno Co. City Only Santa Clara Co. Honolulu Co. TOTALS 
51 252,777 366,395 274,895 732,992 (N. A.) 277,140 276,515 127,231 290,547 353,020 7,770,841 
49 139,836 251,117 182,121 467,591 250,767 137,572 91,669 17,389 95,280 248,034 5,017,001 
55 75,578 105,762 78,447 236,262 (N. A.) 82,799 80,375 37,715 85,436 77,965 2,291,119 
44 41,815 73,037 54,355 154,511 90,808 45,500 29,500 6,500 29,751 56,918 1,539,542. 
}14* $280,207 $469,879 $329,406 $914,238 $389,635 $382,701 $369,371 $101,938 $374,873 7 $285,710 $10,085,079 
97 74,487 98,497 70,194 209,810 90,170 91,609 86,982 15,477 90,766 90,064 $2,380,108 
49 13,677 30,389 24,000 45,682 33,529 30,261 21,797 4,410 24,828 16,057 556,085 
67 53,381 97,175 52,781 143,054 75,675 63,707 64,525 23,324 60,264 36,973 1,704,987 
83 13,662 31,169 16,310 40,852 17,800** 25,557 32,459 (N. A.) 32,622 1,716 475,391 
166 7,042 15,438 10,746 26,308 13,595 12,596 10,200 2,363 11,518 9,386 337,319 
50 q $209,820 $530,491 $281,598 $736,069 $117,067 $188,551 $162,078 $15,277 $76,703 $250,400 $6,124,659 
88 i $349,600 $644,955 $446 383 $1,461,548 $521,837 $585,675 $477,157 $207,546 $565,339 $548,824 $15,185,068 
62 4,431 5,643 5,301 5,694 5,266 6,025 5,147 4,738 5,665 6,215 95,823 
89 $22,541 $22,274 $17,087 $30,686 $258,867 $55,183 $234,783 $107,004 $81,495 $72,900 $988,385 
173 $30,300 $72,027 $30,096 $171,221 (N. A.) $24,762 $21,999 $14,385 $56,118 (N. A.) $1,991,001 
E.) (M. & E.) (M) Tribune (M. & E.) 
itch Herald (M. & E.) World- —(E) Deseret (E, Excl. Sat.) Independent (M. & E.) (E) Star- 

Press News Tribune Herald News Telegram Times Press-Telegram (E) Bee (E) Bee (E) Bee Mercury News Bulletin 
388 80,065 247,500 186,052 212,608 144,259 125,150 89,784 28,546 73,034 80,968 2,778,654 
508 - 68,022 252,411 180,496 242,866 ae op ke ee eee | RE eS Ae 2,481,140 
where 


no metropolitan area data is available and for Honolulu. 
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‘U. S. News’ to Raise 
Guarantee in ‘54 


WASHINGTON, May 5—Effective 
Jan. 1, 1954, U.S. News & World 
Report will move its guarantee 
from 500,000 to 625,000, and in- 


JUST ASK FCR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on yoursnext mitrits 
Kraph. mimeovraph. addressing or 


mailing job. Quick pick-up and de 


livery, fast and accurate work, plenty 

of experienced personnel, charges 

always in line THE LETTER SHOP 

Inc., 421 S. Dearborn St, Chicayo 5 
N ful veda 


23rd succe 


VOW th Ole 


crease its page rate from $2,890 to 
$3,250. 


While the 1954 page rate will be. 


new rates go into effect. 
“We have consistently reduced 
the page rate per thousand as cir- 


Names McConnell, Eastman 


| A. Wander Ltd., Peterborough, | 
_Ont., producer of Wander malt ex- | 


an increase of 12.5% over the| culation and advertising volume tract with cod liver oil, Ovaltine, 
current charge, it was pointed out have increased,” Mr. Sweet said. Toddy, Vimatol and Farmilk, has 


by John H. Sweet, 
director, that the new guarantee 
will be a 25% gain over the 1953 
figure. With the new rates, page 
costs per thousand will be reduced 
10%, or from $5.78 to $5.20. 
Moreover, Mr. Sweet stated that 


‘the net delivered circulation is al- 


ready in excess of 600,000, and that 
there is every indication the maga- 
zine will be delivering substan- 


‘tially more than 625,000 when the 


publishing | “Also, we have endeavored always 


to hold the price line during any 
calendar year, and to give notice 
of any increase as far in advance 
as possible.” 


Lee Ramsdell Appoints Garth 
E. D. Geoffrey Garth, formerly 


v.p. of Lamb & Keen, Philadel- for the industrial products sales | 
ohia, has been named an account | department of B. F. Goodrich Co. | 
executive for Lee Ramsdell & Co., He will locate his offices in New| 


Philadelphia. 


appointed the Toronto office of 


McConnell, Eastman & Co. to han- 
dle its advertising. A campaign for 
_Ovaltine will be released shortly. 


| Goodrich Promotes Haupt 


ment manager, has been promoted 
to manager of national accounts 


| York. 


“Operation Fine Printing” calls for careful preparation, 


skillful handling and materials of proved dependability ... 


such as Cantine’s Coated Papers, the highest quality achievement 


of 65 years of successful specialization. 


THE MARTIN CANTINE COMPANY 


Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 
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LETTERPRESS 

Hi-Arts 

Ashokan 

M.-C Folding 
Book and Cover 

Zena 

Catskill 

Velvetone 

Softone 

Esopus Tints 

Esopus Postcard 


OFFSET-LITHO 
Hi-Arts Litho C.1S. 
Zenagloss Offset C.2S. 
Book and Cover 
Lithogloss C.1S. 
Catskill Litho C.1S. 
Catskill Offset C.2S. 
Esopus Postcard C.2S. 


| 


Ernest E. Haupt, sales develop-. 


— 
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Advertising Age, May 11, 1953 
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CROSSBREED—Newspaper copy like this 

is being used by Reddi-Spred Corp. to in- 

troduce its new combined butter-marga- 

rine in St. Louis. Philadelphia receives the 

promotion next. Abner J. Gelula & Asso- 
ciates is the agency. 


Reddi-Spred’s New 
Margarine-Butter 


Bows in St. Louis 


St. Louis, May 5—Reddi-Spred 
Corp. of Philadelphia has been in- 
troducing a new margarine prod- 
uct in the St. Louis area, using 
newspapers and spot radio and TV. 

The margarine is a combination 
of vegetable fats and fresh butter. 
The product is aimed at those 
| housewives who in the past have 
shied away from using substitutes 
|for butter, and it has the added 
/advantage of being half the price 
|of butter. 

Copy stresses the taste compari- 
|son of the margarine and butter 
‘and is headlined ‘Don’t Confuse 
Ordinary Margarine with Reddi- 
Spred.” 

The margarine will soon be in- 
troduced into the Philadelphia 
area and will eventually bow in 
|other markets. Once it has been 
distributed to all major markets, 
‘national advertising will be 
launched. 
| Abner J. Gelula & Associates, 
| Philadelphia, is the agency. 


SPOT RADIO TEST STARTS 
FOR CRUMBLESS PRETZELS 


PHILADELPHIA, May 5—Pretzels 
/you can eat in bed without being 
| troubled by crumbs are being test 
|'marketed by Pretz-L Products 
| Corp. 
| The experimental drive for 
| Pretz-L Nuggets has started with 
|twice-weekly spots on WIP’s 
|“Kitchen Kapers” show and in- 
cludes a snack dish premium offer. 
|A similar test has been started 
| in Chicago, and the company hopes 
to develop a spot radio campaign 
| covering all of the Middle Atlantic 
states. 
| Radio copy stresses the com- 
|pany’s slogan, “The right size for 
‘bite size,’ and the secondary 
| theme features the Nuggets’ non- 
crumb virtue for eating in bed. 

Solis Cantor, president of Solis 
Cantor Advertising Agency, which 
|is handling the pretzel account, 
said that current plans for the 
product call for television starting 
next fall. 


Canada Magazine Linage Up 


The Magazine Advertising Bu- 
reau of Canada reports that linage 
was up 8.8% for the first quarter 
of 1953, compared with the same 
period of 1952. There were 752 
companies advertising in the prin- 
cipal magazines, a gain of 16.2%. 
|Of this number, 158 were new 
'accounts. This compares with 128 
|new accounts for the correspond- 
|ing period last year. 


| 
| 
} 


Mayers to ‘Capper’s Farmer’ 

Karl H. Mayers, previously ad-. 
vertising manager of Purolator Co., 
Rahway, N. J., has joined the New 
York advertising office of Cap- 
|per’s Farmer. 
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SHORT COPY pulls prospects 


. baa 
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ON DISPLAY AT YOUR OLDSMOBILE DEALER'S 


“The more people we can tell about OLDSMOBILE, the more prospects we 
have to sell. OLDSMOBILE’s outdoor program rockets right to the mark!” 


Qh? L) 


ALBERT P, WAGNER 
President and Treasurer 
WAGNER OLDSMOBILE, INC 
Detroit, Mich, 


One of a series of advertisements promoting a better under. 
standing and appreciation of Outdoor Advertising — sponsored by 


A The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY + UNITED ADVERTISING CORPORATION *© WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. « RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO. 


of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY + THE HARRY H. PACKER CO. + BORK POSTER SERVICE 
a SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. E. STEVENS CO 
consumers . . . CONSOLVO ADVERTISING CORP. « LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 - 


PMS NE BEERS B® IRN SE th eee" Tee Nae ee. ae ile Suabr!\ So ty Lt nk Se eee ER ne es 2 aie 2 mast en et Varese tle SU act. oe a ei Va Be oy PR ee ee ie 2h) Sei hee were ai. rere, CP ere a eMe, “rT ip ES Oe, Neue eos ea AN AD sie wk. ARS to berger.) Bh cay le he ME 
Sa : Ow Sal : eal ae e . aa) argh cea ata gee ae es entag of ee is PR. ators. onthe Ce ar Uh AL One) ead ay © bse a) RB ee pe b> Tote atte es Oe fai LON ca tett ut 
NES ied 2 a ee ea tae ae abet” ARE Teg Cis paper ts EILAR: cue Se? “aaa ue Sse os een, | pera eee OS We WE Ser yc GC oe a re Me esa Os ee Pian se SORE fn este aoe 
WS SP res Be E CPE sak Um ge "Be es ee Teh: Be otis od a La bs A Ng ae sy Bee ener! Se ay aa Behe oe ee a ee rise ae Mos Boe ras cree ” iia attee BE ae pote aut ae LLG Cera, ion eee 
af re be . = ~ sr eet $ 7 coal bo oe * - Pel Fi fe j . aS ; - se esoer fi ar i a of om me See . to lg eee 2 a oe se are = Aah: mT) ae i : aygon i; * oy a, x ee a ¢ = 
i Oe 7s ss aaa 2 bls ee ae ee ae ey ce a eS og ee ee ee, A er ee eer ie ee ee * i 
3 
\ 3 | 
: , 
j | | 
\ 
> 
. 
ee 
ie a 
his Ts = ll a ’ aa 
~ n deiactailile Bere. i = & 3 : iy 
hes Bead =e, ii 
a ~I ~~ ere 
so- -Mamton. nr ee sii 2 
4 eee 
; , Ba 
W | > : , os ‘ - af 
ROCKET. Tas Se 4 | ee 
n- ‘ Y % 
E : « Se nate" a — ‘ ‘ie 4 te 
wh Se i one 
_ ee = 4 a eS 
be ail > aN oe 
ee aril eat * I~ aes 
on 5 i F Sees eS Ai toa : ‘S Re ; 
er. ; : ¢ : ay 7 ™ 
Se : eee! 
ve NO ‘| eS 
les , aS - J ; 
ed eS 8 ee Se eee Se OS SS SS 6 Oe ee sees ee eee www eee Mi, pes 
ice see eee ee eee CCeC CHOSE OTE CCS OCHO RESO e RECESSES eene A eae: 
eee eee ese ee ee ese eee Outdoor Adv. 8222s eeeeneeesses Me f/ 
y eeeeeeseeeeeeeee eee eee ee ee ee ee ee eee eee eee 4 ae 
ri- eeaeeceeseeseesseeeeeeeeseeeee eee e ee eee eee ee ee ee ee WN — 
er Tit eee ee eee eee eee eee eee ee rie 
ise a ; , oe : 
li- te 
‘ : — 
n- . Sige 
: ae 
en 
ts, fe cakg 
be a: 
: a ae 
ee. 
, fers, - 
ae 
! Non 
es 
els po 
ng Pe 
est ae. 
cts iid 
for 2 
ith eS 
P's me 
in- aa 
er. a ae 
red 
eS 
gn \ ee 
tic | : ir ; 
for == 
iry a SSF 3 
yn- se 
= 
— = 
ich ees 
the | < 
ing mn 
f+) ; 
su- 
ige ‘ 
ter “i 
me Pia 
152 
in- eee 
Jo. 
ew ; 
128 . 
id- sis 
eS 
yr” sa 
ad-. | 
vs ; 
ew ; 
1p- Aor 
‘ Pas: 
‘ * ‘ 7 aa ’ < Carta ae 4 i é . a RIS Ree “ha E fe a , ae 4 4 Z “ ; 2 aad be r 
Re ‘ es - : ae : Rept i hg Se t. Poe ie a ie er oA hee Hy asta, ees ; e hate : “A Zi oe me : al : Set tee ee See us : eee oy Rome gic ete oy pleeeen wane: oo Gee ad Pu ; 1 , "Hoty et Me ar hh ape et tk as mh ent : x4 ix . 


30 


Boosts Alderice to Sales V. P. 
Joseph J. Alderice, sales man- 


‘Herald-News' Hikes Prices 
The Herald-News, 


Fall River, 


ager of Fruit of the Loom Corp., Mass., has increased its newsstand 
Providence, has been promoted to. price from 5¢ to 7¢ and its weekly 


v.p. in charge of sales. 


home delivery rate fr 


57% 


Rock Island 
Moline and 
East Moline 


of Quad-Citians 
live on the 
Illinois side in— 


They read these newspapers: 


The MOLINE Digoated 
Zhe ROCK ISLAND 7¥egus 


ape get ate, * 


NARD Has Big Merchandising and 
m veto te: Promotion Service Set for Druggists 


Cuicaco, May 6-——-John W. Dar- 
gavel, executive secretary of the 
National Retail Druggists’ Assn., 
announced today the details of an 
ambitious merchandising program 
for members of the association, 
who include 36,000 independent 
retail druggists. 

The plans include a merchan- 
dising and promotion service sup- 
plied to druggists through Drug- 
gist Promotion Services; field con- 
tacts through ten regional mer- 
chandising managers operating un- 
der the direction of Harold W. 
Meyer, who established offices in 
New York May 1; and research in 
merchandising through 12 retail 
stores which will be used as test 
laboratories for the promotion of 
new ideas and products in the 


Mr. Lynn Poole 


originator 


and producer 


of the 


Johns Hopkins 


Science Review 


( ~ 
Bor 


Diiton yt 0d 


Ahi vemewel 
IN A TELEVISION 


EDUCAT 


TONAL PROGRAM 


TO JOHNS HOPKINS SCIENCE REVIEW 
TO ORIGINATING STATION WAAM, BALTIMORE 
TO THE DUMONT TELEVISION NETWORK 


Around Baltimore they keep an eye 


on channel 13... the WAAM channel. 


Among other things, it is our privi- 


. . a) 
lege to be associated with the Johns | 
Hopkins University and the DuMont 


Television Network as the originating 
station for the Johns Hopkins Science 


Review. 


Now comes the 1952 George Foster 


rogram. 


Peabody Award for distinguished 
achievement in a television educational 


The Johns Hopkins Science Review is 


proof that an educational program in 
the right hands can be as fascinating as 


anything on the air. 


This is the program that has already 


won twelve awards of national import- 


ance. 


WAAM's show-wise staff and model 


facilities have 


made channel 13 the 


channel Baltimore keeps its eve on. 


Maryland's Most Honored Television Station 


WAAM 


Baltimore 


Channel 


13 


AFFILIATE DUMONT TELEVISION NETWORK—AMERICAN BROADCASTING COMPANY 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. —NEW YORK—CHICAGO—SAN FRANCISCO 


drug field. 


@ Mr. Dargavel told AA that there 
has been much criticism of the 
merchandising methods used by 
‘independent druggists in compe- 
tition with chain stores and super- 
markets, and that the association 
felt that, instead of criticism, a 
constructive program should be 
developed. The new NARD plan 
is the answer. 

By arrangement with Druggist 
Promotion Services, subscribing 
druggists will distribute copies of 
“Beauty & Health,” a pocket-size 
magazine containing information 
on personal health and beauty 
problems, to their neighborhood 
families. The first issue, carrying 
the imprint of individual stores, 
was mailed yesterday to 500,000 
names supplied by druggists. Eight 
manufacturers, whose products will 
be the subject of merchandising 
promotion in the subscribing stores, 
were represented in this issue of 
the magazine, which will be pub- 
lished five times a year, tying in 
with seasonal merchandising pro- 
motions. The promotion is limited 
to 20 non-competitive national 
brands in each issue. 


s The products represented in- 
cluded Curads, Liquinet spray hair 
net, Phillips Milk of Magnesia, 
Breck shampoos, Stopette spray 
deodorant, Dr. West’s tooth brush, 
Toni home permanent, and Squibb 
vitamin capsules. 

Display material and other mer- 
chandising aids are furnished to 
druggists in connection with the 
merchandising program built 
around the distribution of “Beauty 
& Health.” Druggist Promotion 
Services, which distributes it, is 
affiliated with other retail mer- 
chandising services produced by 
Drake Merchandising Co., of which 
O. A. Feldon is head. 

Harold Meyer, who has just 
opened an office in New York to 
head the merchandising opera- 
tions of NARD, was formerly gen- 
eral sales manager of Consolidated 
Royal Chemical Co., Chicago. He 
is the son of Harry Meyer, former- 
ly v.p. in charge of sales of Inter- 
national Cellucotton Products 
Corp., Chicago, who is merchan- 
dising consultant of NARD, with 
offices in the Chicago headquar- 
ters of the association. Thirty-five 
field men will contact stores un- 
der the supervision of ten dis- 
trict merchandising managers. 


@ Mr. Dargavel said that the plan 
of having a dozen drug stores op- 
erate as retail merchandising lab- 
oratories is regarded as offering 
the association an opportunity to 
experiment with many new meth- 
ods and with new equipment 
which becomes available, and to 
try out merchandising ideas as they 
are developed by manufacturers. 
The stores are operated by mem- 
bers of the association, who have 
agreed to test each new idea as it 
is developed by the association. 
The stores are distributed so as to 
give a cross-section by types of 
markets, character of population, 
ete. 

In connection with several new 
publications which have been an- 
;/nounced for distribution to the 
‘public through the drug _ stores, 
|Mr. Dargavel said that while the 
/association has been approached 
regarding them, and approves the 
|idea of store-distributed consumer 
magazines, it has not given official 
-approval to any publication. 


‘FAMILY FRIEND’ OFFERED 
AS DRUG STORE PROMOTION 
New York, May 6—Family 
Friend has been announced as a 
vehicle for drug store promotion, 


NEW ITEM—That is, the Flamingo frozen 
shrimp cakes are new. Leigh Foods Inc., 
New York, introduced the product, which 
will retail for between 49° and 59€, at the 
recent Frozen Food Exposition in New York, 
but failed to identify the young lady. 


with publication scheduled for fall. 
The initial announcement promises 
a distribution of 1,000,000 copies 
to be mailed directly to consum- 
ers’ homes. Pharmacists will buy 
the magazine, individually im- 
printed with their names and ad- 
dresses, for $35 per thousand. 

The publication will be 8%x11”, 
and will be a slick paper family 
scope magazine. It will contain 52 
pages and will be issued quarterly. 
It is “designed to enhance the pro- 
fessional status of the pharmacist 
by emphasizing his importance to 
the community.” 


# Family Friend Inc. is located at 
106-21 Continental Ave., Forest 
Hills 75, N. Y. Point of sale tie-in 
displays of advertised products 
will be a part of the integrated 
merchandising plan of Family 
Friend, it is announced. Advertis- 
ing will be limited to products 
sold in pharmacies. 

Dr. Lawrence W. Smith, former- 
ly of Commercial Solvents Corp., 1s 
editorial director; Clyde G. Wil- 
liams, agency man and pharma- 
ceutical merchandiser, is adver- 
tising manager; James W. Steele 
is art director, and Gustave E. 
Sperber is publisher. 


Soap Maker Plans Invasion 
of Cosmetics Field Shortly 


Manhattan Soap Co., New York, 
maker of Sweetheart toilet soap 
and Blu-White flakes, has launched 
a new cosmetics division, to be 
headed by Charles L. Copeland, 
division manager of Harriet Hub- 
bard Ayer for the last 20 years. 
Mr. Copeland will be v.p. and gen- 
eral manager. 

Manhattan said the division will 
have headquarters in Boston, and 
that after investigation of the na- 
ticnal market, plans for the divi- 
sion’s development will be an- 
nounced as the cosmetics line and 
initial markets are determined. 
Scheideler, Beck & Werner is the 
Manhattan agency. 


GM Truck Dealers Campaign 
For Year-Round Safety 


More than 2,200 General Motors 
Corp. truck dealers have started a 
year-around campaign promoting 
highway safety directed at truck 
drivers and owners, with special 
emphasis in May—‘National Ve- 
hicle Safety-Check”’ month. 

Using full-color wall and win- 
dow posters, safety slogan strips 
for service shops, a summary of 
the Interstate Commerce Commis- 
sion regulations on truck mainte- 
nance and inspection, and other 
visual displays, dealers are urging 
truck owners to check their ve- 
hicles periodically and thus reduce 
accidents. 


Heads Nemethy-Davis Co. 


Allan R. Malcomson, formerly 
v.p. of sales for National Adver- 


tising Co., Waukesha, Wis., has 
been elected president and treas- 
urer of Nemethy-Davis Co., De- 
troit agency specializing in nation- 
al automotive service campaigns. 
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Department Store Sales.. 


| Kessler & Burg Appoints 


March Adjusted Sales Show 11% Hike 


WASHINGTON, May 5—Continued 
rain and cool weather during the 
week ended April 25 held depart- 
ment store sales to about the levels 
of the previous week, according to 
the Federal Reserve Board. 

The index figure of sales for the 
whole country stayed around 105) 


for the second week in a row. This . 


was in marked contrast to the cor-| 
responding two-week period of ’52, | 
when sales zoomed from 97 to 106 
in a post-Easter recovery. 

More cheering were the board’s 
newly released seasonally adjusted | 


‘DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


Week to Apr. 25, ’53* p105 
Week to Apr. 26, ’52*..106 
Week to Apr. 18, ’53*..105 
Week to Apr. 19, °52*....97 
Week to Apr. 11, ’53*....97 | 
Week to Apr. 12, °52*..111 |) 


*Not seasonally adjusted. 
pPreliminary. 


3 1s aan : 


figures for the month of March. 
These showed sales rising more 
than seasonally from February, 
and placed them at 11% greater 
than a year before. 

After adjustment for seasonal 
variation, including an allowance 
for the changing date of Easter, 
the index for March, ’53, was 113, 
compared with 111 in February 
and 105 in March, ’52. 


% Change from '52 
Week Ended 


Federal Reserve Apr. Apr. Apr. 


District, Area, and City ll 18 25 
UNITED STATES ............. —13 8s —l 
Boston District ................ —23 2 2 
Metropolitan Areas 
NOW Have .....ccscrcereeeeee —31 3 2) 
Lowell-Lawrence ......... —34 17 5 
Cities 
Downtown Boston ......... —19 0 5| 
GTI cctcsseecessensnssense —33 —1 2) 
Providence  .....ccc —27 —6 6) 
New York District ........ —19 r2 3 
Metropolitan Areas 
PIII aihiitsiessesdseesensbienicenten —17 r6 0 
ETE ctehacsxennivorvinsesnns —17 4 —2 
I. <dsststbeidtoteieciniais —16 11 —12 
Cities 
gs RR —19 r2 3 
NOWATK ricccccsccsccrceseereseeee 2B  —B 11 
Philadelphia District ..—12 ri8 5 
City 
Philadelphia ................. —15 _r18 8 
Cleveland District .......... —13 1 5, 
Metropolitan Areas 
Akron ......... a | > wi 
Cincinnati —15 27 2 
Columbus —12 ll 4 
Toledo —16 36 —15 | 
SE iectaisdranctnutvevndrensnneiiens —14 13 —s| 
Cities | 
IIE - kccccresserstsenorecses —-18 7 —12 
IE . satcrssensiastaasetesages —12 3 —5) 
Richmond District ........ —21 15 —6) 
Metropolitan Areas | 
Washington _ .................. —20 8 2 
Downtown Wash- 
EE, aaiiscsaseeieeeoen —25 6 4 
pS een —23 29 —16 
Atlanta District ................ —13 10° —7 
Metropolitan Areas 
Birmingham _.................. —18 9 -—4 
Jacksonville  ...........0000 —2 —1 —13 
, 0 20 —8, 
CO Se ri —4, 
ee 14 —15 
New Orleans ................ —20 20 ~«—1 
Oo —21 4 5 
Chicago District ............. —2 8 —2 
Metropolitan Areas | 
OID eicicsvveccceresesenscnenses —2 8 —7 
Indianapolis ......cc.c0 —13 oS —f 
OO! 7a 6 3 7 
Milwaukee _ ..........:0cccce —8 18 =j 
St. Louis District ............ —i1 6 4 
Metropolitan Areas 
FP aE —12 3 -—8 
Louisville ........:cccccc0 —16 10 3 
i a 5 6 
PRI cceccserntcentspencencene —13 5 11 
Minneapolis District ........ —i4 i—é 
Metropolitan Areas 
Mineapolis-St. Paul ... —14 2 —6 
Minneapolis City ......—12 —ll —3 
St. Paul City ......... —20 3 —i13 
Cities 
Duluth-Superior ............ —14 -—4 -—9 
Kansas City District ...... —12 4 8 
Metropolitan Areas 
SS 8 7 
RIED srcictscisicenincinicnn “Ee aaD 10 
SS 4 2 
St. Joseph ................:. —2D 6 15 
Oklahoma City ...........—10 -3 -2 
Tulsa SRT E ee 3 —14 
City 
Kansas City .n..ccccrcccccceees —12 0 7 
Pallas District 2... 14 r—10 


Metropolitan Areas 
Dallas 4 -46) 
¥ef 27 —27) 
Fort Worth sein —4 —T7 


San Antonio _................ —15 9 1} 
San Francisco District .. —14 ri5—2 
Metropolitan Areas 


Los Angeles ................ . ll 6 1 
Downtown Los 

IEEE coletcBedeanssinsniic .. —20 0 1 
Westside Los 

IIIS Sides cdomcareuahaieos —6 5 3 
ee —20 o —4 
San Francisco-Oakland —22 5 —l 
San Francisco City .... —28 o —8 
eo). Eo , ae —13 13 10 
Re —12 o —4 
Salt Lake City ............. —29 0 7 
IS ce hiasin sche a geaidiacese —16 7 4 
EE Ss ididestcdtsctictonside —13 -—2 —9 

r—Revised. 


|Geyer Appoints Rodgers 


Ed Rodgers, formerly a staff 
member of WCPO-TYV, Cincinnati, 
has been appointed TV adviser for 
the Nash-Kelvinator programs by 
Geyer Advertising Agency, De- 


troit. 


Kupsick for Campaign 

A fall campaign for Mac Shore 
blouses has been started by J. R 
Kupsick Advertising, New York 
for Kessler & Burg Inc., New York. 
The campaign will start with two- 
color pages in the August issues of | 
Mademoiselle and Seventeen to be! 


followed by fractional b&w pages 
-in October in Good Housekeeping | y 
‘and Woman’s Home Companion, ™anufacturer, has appointed Far- 
and in November in Life. The 5M, Huff & Northlich, Louisville, 

| to handle its advertising. 


fractional ad also will run in the 
February issue of Good House- 
keeping. 

Sunday newspapers, on a twice- 
monthly basis, will be used in ma- 
jor cities from September through 
December. Advertising to the trade 
starts with a full page in Women’s 
Wear Daily this month and re- 
peats in_June. 


Newcomb-Ruffa Moves Office 


Newcomb-Ruffa Advertising, 
Plainfield, N.J., has moved to 
larger quarters at 247 W. Front 
St. Arthur F. Neumann, formerly 
publisher of Diner & Restaurant,’ 
Duluth, has joined the agency, 
as an account executive. | 


ce 


Seix to Boost Puerto Rico 

The economic development ad- 
ministration of Puerto Rico, re- 
sponsible for promotion of Puerto 
* Rico rum, tourist trade and new 
» industry, has appointed James C. 
Seix Co., New York, as industrial 
promotion consultant. 


Stiglitz to Farson, Huff 
Stiglitz Corp., Louisville stove) 


31 


|Meyer to Shohet Advertising 

Samuel H. Meyer, formerly with 
Erwin, Wasey & Co. and McCann- 
Erickson, has joined Robert I. 
Shohet Advertising, Yonkers, N. Y. 
The agency name _ has. been 
changed to Shohet-Meyer Adver- 
| tising. 


Smith to WIP, Philadelphia 

Edward A. W. Smith, formerly 
|with Edward Lamb Enterprises, 
| has joined the sales staff of WIP, 
Philadelphia. 


The House 
of Fine Typography 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. « RAndolph 6-7292 « Chicago 1 


(YY gq 


Qe 


se 


Q 
( to put all your eggs «-)° 
A pat a 


\\ 


posk 


An egg here and an egg there won’t be much help if you want to end up with a full-fledged 


omelette. 


The idea’s the same if you want to end up with a full-fledged selling campaign. A word here, 


a word there may very well end up lost. But a concentrated campaign in one magazine is sure 


to attract the attention of a concentrated audience. 


House & Garden, for instance, whose readers have ideas and projects that concern you: 


House-minded: 


82% live in houses . . . of these, 95% own theirs 


21% have a vacation place 


Looked-up-to: 


50% of H&G family heads are executives, proprietors, 


managers, officials 


24% are professional men 


11% are retired or living on private incomes 


85% belong to 1 club or more 
54% belong to 3 clubs or more 
23% belong to 5 clubs or more 


Many-sided: 


66% have still cameras, 35% have movie cameras, 6% have darkrooms 


31% have workshops, 64% of which are equipped with power tools 


20% of the women, 15% of the men paint as a hobby 


49% of the women, 17% of the men cook as a hobby 


70% of the women, 49% of the men work in their gardens 


69% 


of the women, 62% of the men swim 


35% of the women, 51% of the men golf 


H 171% of the women, 21% of the men play tennis 


USC & 


...and the means 


to demand and 


expect the best: 


20% have annual incomes of $25,000 or over 
39% have annual incomes of $15,000 or over 


55% have annual incomes of $10,000 or over 


7 (Facts from recent H&G subscriber surveys) 
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Baseball's TV-Radio 
Policy—What Is It? 


(Continued from Page 2) 


July 7 on the damage being done 
to baseball revenue by television. 
As a basis for the report, a pro- 
fessional research organization is 
now conducting a survey, covering 
all of the minor leagues, it is said. 


s 2. Whatever comes out of Mr. 
Frick’s committee, it is not likely 
to bear any resemblance to a 
formula for sharing radio-TV re- 
ceipts, on the order of the Veeck 
proposal. Virtually every one of 
the major league clubs contacted 
were against the idea, with the De- 
troit Tigers stating that it would 
rather throw out broadcasts en- 
tirely than share the income from 
them. 

More welcome to club owners 
as a solution of the video dilemma 
would seem to be to cut the viewer 
directly into the act through sub- 
scription TV. Several of the own- 
ers volunteered the idea, with Wal- 
ter O’Malley of the Dodgers wax- 
ing the most enthusiastic. Mr. 
O'Malley, an inveterate experi- 
menter (last year this time he was 
plumping for theater TV), has al- 
ready proposed that pay-as-you- 
view TV be given a test in one big- 
league baseball territory. So far, 
however, there is no sign of any- 
body putting his suggestion to the 
test. 


= 3. Where last year only Pitts- 
burgh’s Pirates among major 
league teams were not selling 


rights to home-game telecasts, this | ' 


year there are three—the Pirates, 
the Milwaukee Braves and the St. 


Louis Cardinals. But the increase}. 


seems to have little to do with 
broadcast policy. 

The Braves’ trouble is simply 
that they shifted from Boston to 
Milwaukee too late to get a TV 
schedule lined up. For the Cards, 
the problem seems to be finding 
video time in a one-station town 
(KSD-TV). Last year, the club 
was practically out of the tele- 
casting business, with only one 
home game being shown. 


Since then, the equally TV-less ; 


Browns have lined up their 30- 
odd games with Falstaff over 
WTVI, Belleville, I1l., and August 
Busch, the Cardinals’ new owner, 
is reportedly also planning to use 
the new station for telecasts plug- 
ging Budweiser. 


® Pittsburgh is also hampered by 
being a one-station town (WDTV). 
However, at this writing, whether 
the Pirates will telecast or not 
seems to depend on whether At- 
lantic Refining Co., which spon- 
sors their radio broadcasts, can 
find a TV co-sponsor. 


All in all, the count on games if 


sponsored on TV shows an in- 
crease. The only substantial drop- 
off is in Boston, where the Braves 
have struck out, while elsewhere 
such clubs as the New York Yan- 
kees, Washington Senators, St. 
Louis Browns and both Philadel- 
phia clubs have shown sizable in- 
creases in TV coverage. 

4. “Baseball has not been able 
to measure the impact of televi- 
sion on baseball.” Clarence Row- 
land, president of the Pacific 
Coast League, made this state- 
ment, but most of the major league 
owners volunteered similar ones. 


' @ Some opinions on the effects of 
TV are becoming well established, 
such as that attendance is hurt by 
the telecasting of day games in 
cold weather, and of night games 
almost any time. Most clubs, how- 
ever, continue as in pre-TV days 
to explain drops in attendance by 
pointing to where teams finished 
in °52 compared with '51—or else 
to the weather. 


Even those big-league clubs 
which laid the blame on televi- 
sion seemed to find consolation in 
what the telecasters were paying 
them. Thus, while the Dodgers 
gave TV part of the blame for a 
slight drop-off in gate last year, 
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they also revealed that sales of ra- | told AA that “it’s no longer a mat-| committee makes its report. But (L 
dio-TV rights now account for ter ot whether or not you telecast, the statement to AA by Bruce ca 
nearly 25% of their total take. | but of how you do it. Most base- Dudley, head of the American bo 
‘ball people,” he added, “sell to! Assn., that “no survey is needed (4 
® Also, an important tendency sponsors who do a fine job of sell- | to substantiate the belief that tele- mi 
among major league club owners ing the product, but a poor one of vision has smothered attendance at al 
is to give consideration to the idea selling baseball.” baseball games,” expresses the ri 
that, properly handled, television; 5. It is the minor leagues, whose mood of minor league operators. to 
may be a means of building rather | attendance figures have been fall- lei 
than destroying ball crowds. ‘ing the most drastically, that are| = At the same time, it appears to 
Phil Wrigley, whose Chicago|really exercised about television.| be not TV itself, but invasion of ov 
Cubs managed to draw more than Over-all information on exactly their territory by telecasts of ma- Se 
1,000,000 paying fans last year what TV has done to them will|jor league games, that outrages le 
while deep in the second division, | not be available until the Frick | the minors. Sen. Edwin Johnson “T 
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WORK 


"SUPERINTENDENT 


Advertising Pages in 
American Machinist 


Pere 
Ba 


working publication. 


This 


Metalworking’s production engineers and executives . . . re- 
sponsible for a $100-billion annual production of machinery, 
equipment, and appliances . . . constantly face new produc- 
tion problems of many kinds. 


This magazine’s sharp leadership in editorial and paid- 
circulation values pays off when you have machinery, equip- 
ment, materials, supplies, or other products to sell to Metal- 
working . . . pays off so convincingly that, last year, 839 
advertisers invested more advertising dollars in American 
Machinist than have ever before been entrusted to any metal- 


is where you advertise to sell 


fee 
# 


iy CHIEF TOOL ENGINEER 


Resse it de Saeocgg Oils 
POSES Bt rhe 


It is natural, then, for them to concentrate their attention on 
@ magazine that is edited exclusively in their interests . . . 
for only such a magazine can bring them the help they need 
in solving a wide variety of urgent production problems. 


What’s more, you can buy all of American Machinist's pene- 
trating advertising impact at a cost-per-thousand subscribers 
far below the cost-per-thousand subscribers of any other 
metalworking publication. 
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953 Advertising Age, May 11, 1953 
But (D., Colo.), who has recently been | way it’s being done,” he told AA,|other minor league spokesmen; George M. Trautman, who says 
uce carrying the minors’ anti-TV fight “but it could be corrected if they’d | doubted that even this would help. _he has compared minor and major 
can both on and off the Senate floor sell baseball instead of beer.” Clarence Rowland pointed out league telecasts, stated definitely 
Jed (AA, Feb. 9), calls for keeping all| The Chicago Cubs owner added | that games are being telecast this | that the local telecasts are having 
le- major league telecasts “except the pointedly that for years the Cubs year by six of the eight teams in trouble holding their own against 
> at all-star game and the world se-/ did not charge for TV. They looked | his Pacific Coast League, and that major league invasions. The head 
the ries” out of minor league terri-|at it, he said, not as a source of two of them—Hollywood and of the National Assn. of Profes- 
. tory, or at least under minor! revenue, but as baseball promo-|Los Angeles—cover all home sional Baseball Leagues (which 
league control. tion.) | games. Despite this, he expressed includes all minor leagues), con- 
; to (Note: At least one major league doubt that increased televising of tinued with this general appraisal: 
of owner—Phil Wrigley—agreed with | # 6. Speaking as head of the Class | local games would increase at- | 
na- Sen. Johnson’s assertion that major|A Western League, Sen. Johnson | tendance, and called instead for a # “I will continue to be of the 
ges league TV is ruining the minors.|also advocated increased telecast-| “blackout” of all major league | opinion, until someone proves me 
son “I think the senator is right, the|ing of minor league games. But | games in the Pacific Coast area. | wrong, that the unlimited broad- 
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And because American Machinist IS edited exclusively for 
them, Metalworking’s production engineers and executives 
clearly prefer this magazine to all other metalworking pub- 
lications. Over 32,000 of them subscribe to American 
Machinist . . . more than have ever before subscribed to any 
metalwcrking magazine. 


These production men subscribe to American Machinist in 
record numbers because they need and want the decision- 
making help they find in its pages. The only Advertising 
Research Foundation Study ever made of a metalworking 
magazine clearly shows how intently and thoroughly Ameri- 
can Machinist is read, cover-to-cover. 


3 O ... when you seek increased sales in the $100-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most 


important buying group . . . production management . . . the facts will tell 
you why 


This is the NO. 1 place to do business with America’s biggest industry 
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| casting and/or telecasting of base- 
| ball games, major or minor, is (a) 
selling the sponsor’s product in 
unprecedented quantities, (b) con- 
tributing to the prosperity of many 
radio and television stations, (c) 
definitely a contributing factor to 
decreased attendance in major and 
minor league parks, and finally 
(d) making “stay-at-home” fans 
out of millions who before the 
present unbridled policies of these 
two powerful agencies were en- 
thusiastic paying patrons of our 
parks.” 

To point up his criticism, Mr. 
Trautman reported that the minor 
league structure has shrunk since 
1949 from 59 leagues with 446 
clubs in 46 states to 38 leagues 
with 292 clubs in 38 states this 
year. 


@ While organized baseball con- 
sidered what to do about them 
next year or the year after, the 
advertisers and their agencies were 
busy finishing the schedules for 
what looks like the biggest major 
league radio-TV season yet, with 
the three leaders being Atlantic 
Refining Co. (N. W. Ayer & Son), 
Liggett & Myers Tobacco Co. (Cun- 
ningham & Walsh) and Falstaff 
Brewing Co. (Dancer-Fitzgerald- 
Sample). 

Atlantic’s operation for this year 
looks about the same as last. Its 
sponsorship of games in Philadel- 
phia was cut back, but only to take 
on Liggett & Myers’ Chesterfields 
as an added co-sponsor so more 
games could be televised. 

As it is, Atlantic, Chesterfields 
and Valley Forge beer and Ram’s 
Head ale (Scheidt Brewing Co., 
Norristown) will jointly sponsor 
the whole radio-TV schedule of 
both the Athletics and the Phillies. 
On TV, the schedule has been 
raised to about 70 games, com- 
pared with 56 in 1952. All home 
games of both teams are being 
broadcast, plus away games not 
conflicting with home _ games. 
WIBG and 20 other stations will 
carry the broadcasts. Three Phila- 
delphia stations will carry the tele- 
casts in rotation, with no network 
coverage. 


# In Boston, Chesterfield and At- 
lantic are also teamed up, this time 
with Narragansett Brewing Co., 
to sponsor the whole Red Sox ra- 
dio and TV schedule. All home and 
away games are covered by radio 
through WHDH and an 18-station 
special hook-up. Two Boston sta- 
tions will alternate to carry the 
77 home game telecasts, with 
WJAR-TV, Providence, providing 
additional coverage. 

In Pittsburgh, the Pirates at this 
point are covered only by radio, 
with Atlantic sponsoring all home 
and away games over a western 


(ADVERTISEMENT ) 


New Link President 


E. Allan Williford has been named 
president of Link Aviation, Incorpo- 
rated, Binghamton, N. Y. Mr. Willi- 
ford and 463,609 other men of action 
throughout American business read 
The Wall Street Journal daily. What 
an advertising medium! 
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Pennsylvania network of 22 sta-| 


tions. 


night games are being deliberate- pr 


‘ly blacked out, to test night game | Pane 


To complete its baseball card, attendance. 


Atlantic joins with P. Ballantine: 


& Sons and (for two innings) Gen- 
eral Cigar Co.’s White Owls to 
broadcast all New York Yankee 
games over a 30-station regional 
network. Ballantine’s beer and 
White Owl cigars are also radio 
co-sponsors over WINS, in New 
York. 


s In spite of their conviction that 
TV is hurting their team at home, 
the Yankees have come up with a 
video commitment which Sporting 
News calls “unprecedented in base- 
ball.” Over WPIX, Ballantine and 
White Owl (the latter again for 
two innings) will sponsor 85 games, 
13 of which are road games. At 
the same time, five of the Yanks’ 
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STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
shapes, single or multi-colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


¥ LABELS bs 


110 W_VAN BUREN, CHICAGO 7 « TAYLOR 9 5400 


A couple of the games will also 
be carried on WNHC-TV, New 
Haven. 


Chesterfield will also use WPIX, | 


New York, to telecast home games 


of the Giants, with possibly a road || — 
game or two to be carried late in | : 
the season if the Giants can werk |; 


it out. On radio, Chesterfield will 
sponsor the full Giants schedule, 
via WMCA and an upstate New 
York network of about 15 stations. 


s In Chicago, Chesterfield has 
joined with Theo. Hamm Brewing 
Co. to sew up both the Cubs and 
the White Sox TV tilts, and all the 
radio broadcasts of the Cubs games 
as well. Only daytime home games 
will be telecast—77 for the Cubs 
and 54 for the White Sox—and 
only one station, WGN-TV, will be 
used. 

For their radio coverage of all 
the Cubs’ home and road games, 
Hamm and Chesterfield will use 
WIND, Chicago, and a six-state 
regional network of 43 stations. 
WCFL, Chicago, and a similar net- 


|'work of 18 or more stations will 


broadcast all White Sox games. 
White Owl, Sinclair Refining Co. 
and General Finance Corp., Chi- 
cago, are splitting the sponsorship. 


® The sudden transfer of the 
Braves club from Boston to Mil- 
waukee left the Cubs sponsors 


ARTYL-TY 


Serving Metropolitan Phoenix 
and Central Arizona 


Larger coverage area... 
. . Outstanding availabilities! 


better production . 


improved reception .. . 


That$ the story of KTYL-TV, “That Good Looking 
Channel 12,” serving metropolitan Phoenix and Pea 


Central Arizona. The KTYL-TV antenna is located 
1,550 feet above average terrain on top of the 
South Mountains, a mountain range located only 
eight miles from the heart of downtown Phoenix. 
From this strategic antenna site, KTYL-TV will pro- 
vide improved reception in Phoenix, as well as 
Grade A primary covernge for the first time to 
the majority of the outlying towns that make up it 
the thickly populated belt of Central Arizona — $ od 
an estimated 60% of the state’s entire population. 


Your Avery-Knodel man has the story—call him today! | 
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; America’s Fastest-Growing elie: 


Ss 


; SERVING + aed doe AND CENTRAL ARIZONA © 


4 \ 
ARIZONA'S Dhowmanship- _ $TATION 


in Population Growth 

in Income Growth 

in Farm Income Growth 

in Employment Growth 
in Retail Sales Growth ms 
in Bank Capital Growth 

in Truck Registration Growth 


KTYL-TV 1st in coverage in Arizona 
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PLAY BALL—Hamm Brewing Co., St.. Paul, 
is distributing this unusual scorecard to 
bars and package stores as a tie-in with its 
sponsorship of major league baseball games. 
Any two teams may be paired by turning 
automatic spacer discs on the side. The 
display was designed and produced by 
Sigrist Display Advertising, Chicago. 


somewhat on a limb with a radio 
network strongly beamed at frus- 
trated Wisconsin fans. The Cubs 
are quick to point out, however, 
that their radio schedule was put 
together by arrangement with the 
Milwaukee team. 

In the short time since the 
Braves hit Milwaukee, meanwhile, 
a fair-size radio network has been 
put together to air all of their 
games. WEMP and WTMJ, Mil- 
waukee, and 13 other Wisconsin 
stations will carry the contests, 
with Miller Brewing Co. doing the 
sponsoring. No television has been 
arranged yet. 


s Falstaff Brewing Corp.’s big 
baseball operation is its sponsor- 
ship of Mutual Broadcasting Sys- 
tem’s “Game of the Day.” Falstaff 
sponsors the feature on about 200 
radio stations; the other Mutual 
| stations sell it on a co-op basis. 
| Indications are for a coverage of 
| about 300 stations this year, all of 
| them, by arrangement, outside ma- 
|jor league territory. 

| Three major league clubs— 
| Pittsburgh and both St. Louis 
teams—did not release their games 
|for “Game of the Day” coverage 
| this year. On days when there are 
/no major league contests, or sched- 
uled games are rained out, minor 
_league games will be carried. 


® Falstaff will also carry all home 
and away games of the St. Louis 
Browns on a regional hook-up of 
19 stations, and it has just signed 
to sponsor the televising of at least 
30 of the Brownie contests over 
WTVI, Belleville, Ill. 

For the Cardinals, Griesedieck 
Bros. Brewing Co. is sponsoring a 
full schedule over 77 radio sta- 
tions—the largest baseball net- 
work. The Cardinals’ TV setup is 


» an open question, since Griesedieck 


dropped its option on telecasting 
their games. 

One other national advertiser is 
represented in the baseball picture 
this year: broadcasts (WMGM) 
and telecasts (WOR-TV) of the 
Brooklyn Dodgers’ games will be 
presented jointly by F. & M. 
Schaefer Brewing Co. and Ameri- 
can Tobacco Co. for Lucky Strike. 
Both are Batten, Barton, Durstine 


~ | & Osborn clients. 


s The Washington Senators are} 


being sponsored chiefly by Na- 
tional Bohemian Brewing Co., 
Baltimore. An impressive 23 road 
games, plus 24 home games, will 
be telecast over WTTG, under Na- 
tional sponsorship. At the same 
time, 33-35 Senators’ games will be 
sent out over WAAM, Baltimore, 
by American Brewing Co., on 
nights when the Baltimore Orioles 
are off. 

A full schedule of Senators 
games will be radioed through 
WWDC, Washington, and a net- 
work of 26 stations. National and 
Phillips Television Radio & Appli- 


‘ance Stores will each sponsor half. | 


| Goebel Brewing Co., which has! 


handled the Detroit Tigers’ games 


s, for the past 11 seasons, this year 
, shares the sponsorship with Speed- 


35-game TV schedule which ex- 
cludes night, holiday or Sunday 


'games will be carried over two 
|stations—one in Detroit and one 
'/in Lansing. Radio broadcasts will 
;; go out over a 41-station hook-up. 


# In Cleveland, where the setup 


|jis the same this year as last, one 


beer maker (Standard Brewing 
Co.) does the broadcasting, and 
another (Pfeiffer Brewing Co.) 
han@les the telecasting. Pfeiffer 
will sponsor all Indians home 
games and a few road contests ov- 
er Cleveland’s WXEL, with pos- 
sibly some use of outlets in Co- 
lumbus and Toledo. Standard’s ra- 
dio network consists of 33 stations 
in Ohio and Pennsylvania. 

In Cincinnati, Burger Brewing 
Co. handles the whole show 
through WCPO and WCPO-TV. Its 
AM coverage of the Reds’ full 
schedule goes out over about 28 
stations in five states. For its tele- 
vision schedule, Burger deals only 
with WCPO-TV, though stations 
in Dayton, Columbus, Blooming- 
ton, Ind., and Huntington may, 
come in for some games. 


‘Newsweek,’ ‘Milwaukee 
Sentinel’ Win Liquor Awards 


Newsweek has been awarded 
the Brown-Forman Distillers Corp. 
press award for 1952 for the best 
news story of the year involving 
liquor. The Milwaukee Sentinel 


received first prize for the out-! 


Uz 


way Petroleum Corp., a local con- the Newsweek story, “Taxes Bring 


| eern (see story on Page 20). A 


Advertising Age, May 11, 1953 


standing liquor editorial. 
Leo J. Turner received the $500 
S. Defense Bond for writing 


Back Bootleggers,” which appeared 
July 14, 1952. Glen T. Neville of 
the Sentinel received the other 
$500 bond for his editorial “Taxes 
Up, Revenue Down” on April 5, 
1952. 


Brenner Ties In with ‘Lucy’ 
William Brenner Furniture 

Corp., Cincinnati and Xenia, O., 

maker of Fashionaire upholstered 


\furniture, has tied up with Desi- 


Lou Productions Inc., producer of 
the “I Love Lucy” television pro- 
gram. Products made by Brenner 
will be used in a new series of “I 
Love Lucy” shows soon. In connec- 
tion with the Brenner tie-in, Far- 
son, Huff & Northlich, the agency, 
has prepared a complete promotion 
program for dealer use. Newspa- 
pers, television and radio will be 
used along with other media. 


Portland Woolen to Universal 


Portland Woolen Mills Inc., Port- 
land, Ore., textile mill, has ap- 
pointed Universal Advertising 
Agency, Hollywood, to handle its 
advertising. The agency has super- 
vised Portland’s promotion for 
six years, while Mac Wilkins, Cole 
& Weber, Portland, handled the 
advertising. 


“Send No Money” 


eeeis a popular phrase 


yw 


Wespecialize in this typeof ads. 
JAYP Our samples will show you how 
well we doit; they’re yours free. 


WALK Advertising Typography 


11 E. HUBBARD ST., CHICAGO 11 @ MO 4-6134 
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Whe is America’s most famous race horse ? 


This month, there was a Derby winner 
whose name you may never forget. 

But there’s one old racer America has 
never forgotten—even though he’s never 
walked ’round the paddock, or graced 
the winner’s circle. 

He’s a lovable horse who won the 
hearts of America — through the color- 
ful pages of PUCK, The Comic Weekly. 

He’s Barney Google’s immortal Spark 
Plug — the most famous race horse of 
them all. 

Are you amazed that Spark Plug 
holds this high position in the hearts of 
America’s millions? You won’t be when 
you read these facts about PUCK: 

For years, comics have been America’s 
favorite reading. Today, 4 out of 5 


adults of all income and educational 
levels — as well as 95% of American 
youth — read the comics. 

Today, 20 million Americans regu- 
larly read the comics in PUCK, the only 
national comic weekly. 

It’s the power of comics that has 
entrenched Spark Plug — as well as 
Blondie, Popeye and other famous 
PUCK characters—in the minds of 
America’s millions. And it’s the power 
of advertising in PUCK that has en- 
trenched many best-selling products in 
the homes of America’s millions. 

Year after year, men who weigh the 
value of their advertising dollars have 
seen ads in PUCK get 31 to 5 times 
more thorough readership—and substan- 


tially more readers per dollar — than 
matching ads in top national weeklies. 

Many of America’s leading adver- 
tisers know the power of PUCK to 
command the reader’s attention. That’s 
why they use PUCK year after year on 
a regular schedule. Perhaps you should 
use PUCK regularly, too. 
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THE COMIC WEEKLY 


63 Vesey St., N. Y., Hearst Bldg., Chicago 
1207 Hearst Bidg., San Francisco 
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preception 


Previous to 7 years ago the retail food trade did 
NOT have a national food trade newspaper. 


Magazines they had . . . they still do... lots of them . . . for 
the independent . . . for the chain . . . for the wholesaler . . . 
for the glamorous supermarket operator . . . and for the 
butcher who wore the apron. 


In a few markets (3 or 4) there WAS a strictly local news- 
paper... without exception in these markets where there was 
a local newspaper . .. EVERYBODY, independent, chain, 


wholesalers and what have you ... EXPRESSED A PREF 
ERENCE FOR THEIR TRADE NEWS THROUGH 
THEIR NEWSPAPER. 


With 20 odd years’ experience back of us through FOOD 
FIELD REPORTER .. . we launched . . . “THE FIRST 
NATIONAL FOOD TRADE NEWSPAPER’ ... like your 
own daily newspaper that serves you, your wife and your 
kids .. . FOOD TOPICS did not and does not confine its 
news or its treatment of the news to any one small or large 
segment of the field. 
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conception 


We had then... we have now . . . only two major 
objectives .. . the first, “‘circulation-wise’”’, was to reach every 
retailer of food doing $100,000 or more per year . . . we 
found and we maintain an average of 81,000 such readers 
of FOOD TOPICS. 


Our second objective, “editorially” . . . to print all the news 


that is of common interest to big volume operators doing 
$100,000 or better a year. . . there’s more than enough news 
that concerns not only the independent operator . . . the chain 
operator .. . the manager of big chain units . . . the super 


and the superette operator . . . but the wholesaler and the 
broker as well. 


reception 


Just as the front page of your daily newspaper 
appeals to men and women . . . young and old .. . so gen- 
erally does FOOD TOPICS appeal to and serve the $100,000 


a year... big volume operators, regardless of their classi- 
fication. 


As evidence of our original correct thinking . . . localized 
trade newspapers have multiplied. 


Just recently one of the larger publishers paid us the compli- 
ment of starting a second national newspaper . . . so far, like 
all the magazines .. . they have elected to go after and to 
direct their newspaper to only one segment of the field 


covered by FOOD TOPICS .. . the supermarket field. 


Which still leaves FOOD TOPICS—“THE ONLY NA- 
TIONAL FOOD TRADE NEWSPAPER COVERING 
ALL CLASSIFICATIONS OF THE TRADE ENGAGED 
IN THE DISTRIBUTION OF FOOD” 


In survey after survey . . . some 30 by now . .. the retail food 
trade confirms our original belief that a food trade news- 
paper... “WAS WANTED... WAS NEEDED... AND 


WOULD BE READ BY ... ALL CLASSES OF 
RETAILERS.” 


exception 


In order for you to equal the coverage of FOOD 
TOPICS ... WITHOUT USING FOOD TOPICS ... it 
would be necessary that you buy an independent monthly 
magazine with a page half the size . . . a chain magazine 
issued monthly . . . again a page half the size... anda 
magazine catering to the super market field — again monthly 
— again a page half our size... the cost .. . $2065.00... as 
compared to $1097.60 for FOOD TOPICS for a big 10 x 14 
inch size page. . . a page big enough to command attention 
...a page big enough to use big pictures, big type and do all 
the heavy selling which would take two or more pages in 
a magazine to match. 


One food trade newspaper . .. FOOD TOPICS and only 
FOOD TOPICS was and is deliberately designed to serve 
all classes of the retail food field. 


Used as your base .. . you can rest assured of complete cover- 
age as well as readership by independents, by chains, by 
supers, by superettes, by wholesalers and brokers. 

Without FOOD TOPICS (unless you are using at least 
three magazines) you are not covering all of the primary 
retail food market. 

FOOD TOPICS rates as your number one buy... for reasons 


of economy .. . for reasons of complete coverage .. . for 
reasons of reader response. 


FOOD TOPICS 


THE NATION’S LARGEST RETAIL GROCERY PAPER 
330 West 42nd Street, New York 36, N.Y. 
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Florida Mulls Fruit Ad Tax 


The Florida senate citrus com- 
mittee has approved a measure 
which would place an extra tax of 
2¢ a box on grapefruit for adver- 
tising purposes. The present box 
tax is 4¢. The estimated $600,000 
or $700,000 extra annual revenue 
derived from the proposed new tax 
would be used for a national tele- 
vision program promoting Florida 
grapefruit. 


Opens Kansas City Branch 
Campbell-Ewald Co., Detroit, 

has opened its 10th branch office 

= 4010 Washington St., Kansas 
ty. 


Bentley & Co. Moves 

Bentley & Co., Chicago agency, 
has moved to new quarters at 228 
N. La Salle St. 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 
Arthroft* 


900 Kibby St., Lima, Obie, U.S.A. 


PHILADELPHIA, May 5—The park- 


is stalled again. 


Club and the Philadelphia Evening 
Bulletin. 
Now a federal regulation for- 


covered. City officials also be- 
lieve that a similar ban may apply 
on state-aid streets, or at least 


on through highways. 


s In any case, the city’s parking 


meter advertising program has 


.— “Trademarks Reg. U.S. Pet. Of. 


been held up pending further in- 


Landmarks in history ..and.. 


The ‘Nation’s Capital 
is famous for both. 


If you’re looking for landmarks, 
try the Jefferson Memorial . . . 
if you’re looking for a landslide 
in sales, buy “Midday Comics” 
with Eddie McIntyre on WNBW 
television . . . participations on 
this kid-appeal program will 
help you reach the Washington 


metropolitan area youngsters — 


and their parents who annually 
spend $813.51 per household 
in grocery stores. 


NBC 


in Washington 


C 


HANNEL 4 


By cab eh ip 


Represented by NBC Spot Sales 


re 


Question of Legality Stalls Philly 
Parking Meter Advertising Program 


|vestigation of which streets may 


ing meter ad hassle flared up again have to be eliminated from the 
in this city and now the program plan. Meanwhile, the city is losing 


| money at the rate of $1.20 a month 


Last November, the city council on each of the 7,500 meters sched- 
and the mayor okayed an ordi- uled for ads this year. 
nance to permit displays on park-| 
ing meters and in January awarded City Meter-Ad, told AA that floor | 
the contract to City Meter-Ad wax, coffee, television, radio, re- 
Corp., New York. Opposition was | frigerator and soft drink manufac- 
led by the Keystone Automobile turers have bought space on me- 


ters. 


| CHICAGO NIXES ADS 


bidding advertising on meters’ ON PARKIN R 
built with federal aid has been un-— G METE S | 
| CuHicaco, May 5—Chicago last 


‘Friday joined the list of cities 


‘banning installation of ads on 
parking meters. 

The mayor and city purchasing 
agent questioned whether the ads 
would bring the city any appreci- 
able amount of money. Mayor 
Martin J. Kennelly further op- 
posed them on grounds that there 
are “so many other forms of adver- 
tising.”’ 

The parking meter proposal is 
| part of a revenue package before 
the state legislature through which 
|Chicago hopes to get $15,000,000 
a year. 


's John Ward, city purchasing 
‘agent, estimated that meter ads 
| would bring the city $140,000 a 
-year. He based his estimate on a 
$7 per meter per year charge 
“after a study of operations in 
other cities. 

| Mr. Ward said there will be 
27,500 meters in outlying areas of 
' Chicago by the end of the year and 
possibly another 3,500 in the Loop. 
|One-third of the total, however, 
' will be in areas which would not 
|interest advertisers, he said. 


| 
Cattle Magazines Set $150 


‘Page Rate; Offer Discounts 

| The Southern Cattle Group 
| (Florida Cattleman, Southern 
| Livestock Journal, Coastal Cattle- 
man) will put new rates into ef- 
| fect on July 1, based on $150 per 
| b&w page. 

Discounts of 10% will be of- 
fered for using combinations of 
two or three magazines, and 10% 
for frequency (12 times). Distribu- 
tion guarantee for the group will 
be 19,000 copies monthly. 


WCAU-TV Changes Rates 
WCAU-TV, Philadelphia, has 
readjusted its daytime and night- 
time rates. The new card will af- 
fect two time periods. One is a 
new classification, “Class AA,” 
covering the period from 8 to 10:30 
p.m., seven days a week. Rates 
will be $1,800 an hour, $1,080 for 
half an hour, and $750 for 15 min- 
utes. No changes are scheduled for 
Class A, B or D rates, but C rates 
will be increased about 11%. The 
station has arranged a six-month 
rate protection for current adver- 
tisers from the effective date. 


Heller Boosts Hostess Aids 
Heller Hostessware Inc., New 
York, in the May 2 issue of The 
Saturday Evening Post launched a 
three-month promotion for its 
Colorama color-anodized alumi- 
num serving aids and Hostess 
kitchen aids. The campaigns, co- 
inciding with Heller’s 25th anni- 
versary, will continue with smaller 
ads in Good Housekeeping and 
Life. Dealer helps include tie-in 
materials with window and coun- 


cooperative basis. Kurk & Brown, 
New York, is the agency. 


‘TV Parade’ Bows in Hartford 

Connecticut Valley TV Parade, 
new weekly pocket-size television 
magazine, featuring programming 
of TV outlets in New York, Con- 
necticut and western Massachu- 
setts, has begun publication. The 
magazine, selling for 15¢ on news- 
stands, is published by Connect- 
icut Valley Publications, P. O. Box 
267, Hartford. 


George M. Levin, president of | 


PROBLEM SOLVED—Rockmore 


Co., 

York, has been wondering how to work a 

man into lingerie ads for Mitchel Schnei- 

der Co. “without inviting risque innuen- 

does.” Solution to the problem is this page 
in the May issue of Charm. 


New 


5 Admen Honored as 
Good Judges of Cows 
by Dairy Publication 


Fort ATKINSON, WIs., May 5— 
Admen are good judges of a cow’s, 
or any female’s, finer points, ac- 
cording to Hoard’s Dairyman. For 
the 23rd year, they have proved 
their acumen in the publication’s 
cow judging contest for advertis- 
ing men. 

_ This year over 1,000 admen 
tested their skill in judging five 
kinds of cows on such points as 
general appearance, dairy charac- 
ter, body capacity and mammary 
development. Highest score made 
this year was 460 points; 500 points 
would be perfect. 


# The five winners, all of whom 
have received a 10-lb. aged Wis- 
consin cheese, are, in order: J. C. 
Thompson, Ralston-Purina Co., St. 
Louis; G. J. Gapp, General Mills, 
Detroit; Robert W. Sampson, Insti- 
tute of Life Insurance, New York; 
Severt M. Jensen, Allied Mills, Be- 
loit, Wis., and Emil J. Otten, Mor- 
ton Salt Co., Chicago. 

In addition, 23 admen won hon- 
orable mention and a prize 10-lb. 
aged Wisconsin cheese. 

The contestants did their judg- 
ing from a booklet of pictures of 
cows supplied by the publication. 
The booklet also carried a list of 
pointers on what qualities of the 
cows should be judged. 


Tyriver Heads C&C Sales 
Robert E. Tyriver, formerly na- 
tional sales manager for Allen B. 
Wrisley Soap Co., Chicago, has 
been appointed general sales man- 
ager of Cantrell & Cochrane Corp., 
a division of National Phoenix In- 
dustries, New York, which has an- 
nounced the launching of a line of 
soft drinks in cans (AA, April 27). 


Aguilar, S. A. Names Otto 


Robert Otto & Co. S. A., Mexico 
branch of the New York company, 
has been appointed by L. G. Aguil- 
ar S. A., distributor, to handle ad- 
vertising for Haig & Haig whisky, 
Courvoisier cognac, and Gonzales 
Byass wines. A newspaper cam- 
paign in Central and South Amer- 


ter displays and radio spots on a/| 


ica is planned. 


Grant Transfers Mrs. Sammis 

Ruth Burke Sammis, formerly 
publicity coordinator in New York, 
has been transferred to the Chica- 
go office of Grant Advertising to 
take charge of public relations and 
publicity. Mrs. Sammis was at one 
time copy director of American 
Home. 


Vantage Press Names Morris 

| Jack Gibbons Morris, formerly 
with Selvage, Lee & Chase, New 
York public relations consultant, 
has been appointed publicity di- 
rector for Vantage Press Inc., New 
York, book publisher. 


~ 
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Advertising Age, May 11, 1953 


Electrical Equipment 
Advertisers in 


BUSINESS WEEK 


The Adams & Westlake Co. 
Allen-Bradley Co. 

Allis-Chalmers Manufacturing Co. 
The Louis Allis Co. 

American Bosch Corp. 

American Machine & Foundry Co. 


American Telephone & Telegraph Co. 
(Western Electric Co.) 


Anaconda Copper Mining Co. 
Appleton Electric Co. 
Applied Research Laboratories 


Automatic Electric Co. 
(Automatic Electric Sales Corp.) 


Belden Manufacturing Co. 

Bendix Aviation Corp. 

David Bogen Co., Inc. 

Borg -Warner Corp. 

Brever Electric Manufacturing Co. 
Brown Boveri Corp. 

Century Electric Co. 

Collins Radio Co. 

Consolidated Engineering Corp. 
The Crescent Co., Inc. 
Cutler-Hammer, Inc. 

Daco Machine & Tool Co. 
Dumore Co. 

Eberhardt-Denver Co. 

Thomas A. Edison, Inc. 

Electric Equipment Co. 

Electric Products Co. 

Electric Storage Battery Co. 

The Emerson Electric Manufacturing Co. 
Executone, Inc. 

Federal Electric Products Co. 
Federal Products Corp. 

Fenwal, Inc. 

General Cable Corp. 

General Controls Co. 

General Electric Co. 

General Time Corp. 
Gerity-Michigan Corp. 

Graybar Electric Co., Inc. 
Hallicrafters Co. 

Harnischfeger Corp. (Electric Arc Welding) 
Hewlett-Packard Co. 

The Hoover Co. (Kingston-Conley Div.) 
Howell Electric Motors Co. 


Interrational Business Machines Corp. 
(IBM Electric Time Systems) 


Jack & Heintz, Inc. 
Johnson Service Co. 


Kennecott Copper Co. 
(Chase Brass & Copper Co., Inc.) 


Lamb Electric Co. 

Leeds & Northrup Co. 
The Lincoln Electric Co. 
P.R. Mallory & Co., Inc. 


Metals & Controls Corp. 
(Spencer Thermostat Div.) 


Minneapolis-Honey well Regulator Co. 
Motorola, Inc. 

National Electric Products 

The Ohio Electric Manufacturing Co. 
The Ohio Electric Co. 

D. W. Onan & Sons, Inc. 

H. K. Porter Co., Inc. (Delta-Star Electric Co.) 
Potter & Brumfield Manufacturing Co. 
Radio Corp. of America 
Ravland-Borg Corp. 

Raytheon Manufacturing Co. 

Reeves Pulley Co. 

Reliance Electric & Engineering Co. 
Reuland Electric Co. 

Robbins & Myers, Inc. 

John A. Roebling’s Sons Co. 

Rome Cable Corp. 

Sciaky Brothers, Inc. 

The Sperry Corp. 


(Sperry Gyroscope Co., Inc.) 
(Wheeler Insulated Wire Co., Inc.) 


Sylvania Electric Products, Inc. 
Taylor Instrument Cos. 


Trumbull Electric Mfg. Co. 
(General Electric Co.) 


U. S. Electric Motors 

The Udylite Corp. 

Union Carbide & Carbon Corp. 
United Manufacturing & Service Co. 
Vocaline Co. of America, Inc. 
Wagner Electric Corp. 

Ward Leonard Electric Co. 
Webster Electric Co. 
Westinghouse Electric Corp. 
Weston Electrical Instrument Corp. 
Whiting Corp. 


Source: Publishers Information Bureau Analysis, 
January-December, 1952 
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Gem courtesy Amber Guild Ltd., N.Y. 


The Greeks had a word— 


Amber —the fossilized resin found on the shores of the 
Baltic Sea—was named “elektron” by the early Greeks 
who noted its ability to acquire a charge of negative 
electricity when rubbed on cloth. From this humble 
origin has emerged today’s gigantic electrical indus- 
try —serving the needs of mankind throughout the 


world. 


Leaders in the development and manufacture of elec- 
trical equipment have found that one of the most effec- 
tive means of reaching their major markets with their 
sales message is through consistent advertising in 
Business Week. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


€See list of Electrical 
Equipment Advertisers 
on opposite page. 


They know that Business Week is edited for a highly 
concentrated audience of Management Men. These are 
the key executives who make or influence buying deci- 
sions for their firms. They comprise a major market for 
goods and services used by business and industry... 
including electrical equipment. They are interested in 
new methods, new installations that will help to pro- 
duce more goods, at less cost. 


RESULT: Business Week for many years has carried 
more pages of electrical equipment advertising than 
any other general business or news magazine .. . be- 
cause these advertisers know— 


A McGRAW-HILL PUBLICATION 
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10 More Cities Will 
Have Hooperatings 
by Next October 


New York, May 6—C. E. Hoop- 
er Inc. will extend its regular TV 
Hooperatings service from 40 to 50 
cities, effective in October. 

There will be no increased sub- 
scription rates for advertisers, 
agencies or video stations. 


users oF PASTE-UP-TYPE” 
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ONITIZED LETTERING 


Dept G, 15.W. 46 STREET. NEW YORK 36. N.Y 


/KCOK-TV Names Forjoe-TV 


New markets to be added to 
Hooper’s coverage include: Roch- 
ester, Wilmington, Norfolk; Hunt- 
ington, W. Va.; Miami, New Or- | 
leans, Youngstown, O., Grand Rap- | 
ids-Kalamazoo, Denver, and Port-_| 
land, Ore. 

These reports—to be published 


\from 12 to three times a year—| 


will cover all broadcast hours from 


sign-on to sign-off. Among other 
| data, they will provide daily quar- 
| ter-hour ratings and share of audi- 


ence figures as well as day-part 
inaexes. 


Alcoa Promotes Fleming 

John L. Fleming, formerly pub- 
lic relations representative for | 
Aluminum Co. of America in New 


Plan Latin America Magazine 


Export Publishers Co., 220 E. 
46th St., New York, in July will 
publish Transporte Moderno, a 
publication for the materials han- 
dling, freight and shipping fields 
with a controlled circulation of 


22,000 in the 20 Latin American 


republics. Plans call for a heavily 
illustrated, 50-page magazine of 
standard size in Spanish, with a 
Portuguese supplement for Brazil, 
to appear six times a year. Basic) 
one-time b&w page rate will be 
$480. Paul R. Green is publisher, 
and Norman S. Green, brother to 
the publisher, is advertising man- 
ager. 


| 


Garroway Used for Congowall 
Congoleum-Nairn Inc., Kearny, 


Advertising Age, May 11, 1953 


TV Applicant Planning to Cater to Flint 
and Rural Area Favored by FCC Examiner 


WASHINGTON, May 5—A Federal | 
Communications Commission ex- | 
aminer has cited the needs of local | 
advertisers as a major factor in his | 
selection of Trebit Corp. as the| 
preferred applicant for a TV sta- 
tion in Flint, Mich. 

The initial decision of Examiner | 
Benito Gaguine said Trebit Corp. 


and its two rivals—WJR, Detroit, | 


and W. S. Butterfield Theaters | 
Inc., Flint—were equally matched 
as to financial and other qualifi- 
cations for a license for Flint’s 
Channel 12. 

One of the big differences, he 


York, has been promoted to assist-'N.J., has started a month-long said, is that Trebit, which oper- 


ant director of public relations 
for Alcoa at Pittsburgh. 


Forjoe-TV has been appointed 
to represent KCOK-TV, Tulare, 
Cal., nationally. The station, which | 
will operate on Channel 27, has} 


‘not announced a starting date. 


drive for its Congowall, using Dave) 
Garroway (NBC-TV) in 34 mar-| 
kets, a full-color spread in Life, | 


and TV spots in eight markets. 


Dealers have received window and 
in-store displays, and will tie in 
with the ad schedule at the local 
level. McCann-Erickson is han- 
dling. 


ates WFDF, Flint, would locate its 
TV transmitter south of the city 
so that the signal would cover ad- 
jacent rural areas, and only a 
minimum of Detroit. His statement 
of the commission’s responsibility 
toward advertisers is probably the 
strongest ever issued at FCC. 


New England’s Largest Morning Circulation! 


The Boston Post 


Represented by KELLY-SMITH CO., Coast-to-Coast 


We are referring to our new NEWS type—REGAL No. 1. 


It's a more legible, modern, appealing type designed 


for easier, faster reading, with less eyestrain. 


Recently, a group of specialists made important discoveries 


about eyes and reading. From their findings, the 


new Intertype Regal was created. Notice how clean 


and clear it is, inviting the eyes to read restfully .. . 


encouraging Post readers to linger longer in its pages. 


The Post has installed eleven new Intertype machines to 


handle this new type, and also to provide a complete, 


fresh assortment of type faces for 
setting advertising copy and headlines 


for eye-catching advertisements. 


For 122 years, The Post has been a substantial member of 


the New England Community. 


and will continue to grow stronger! 


It's still going strong 


“Under our system of broad- 
casting,” Mr. Gaguine said, “we 
must take into account not only 
the services rendered to the re- 
ceiving public but also the adver- 
tising service made available to 
the business community.” 


s Noting that one of the major 
factors in determining advertising 
rates is the circulation of the sta- 
tion, he exclaimed, “Extensive au- 
diences, regardless of locations, 
are highly desirable to national 
advertisers and to some extent to 
regional advertisers. 

“However, local advertisers re- 
ceive little, if any, benefit from 
circulation in areas from which 
they cannot reasonably expect to 
draw trade. 

“To the extent, therefore, that 
the Detroit area circulation might 
increase the advertising costs of 
tocal Flint advertisers, it can be 
said that such Detroit circulation 
is detrimental to the Flint local 
advertisers. 

“Despite the possibility of dif- 
ferences in national and local ad- 
vertising rates which might limit 
such circulation effect on the local 
rate, and despite well-meant as- 
surances that such Detroit area 
impact in rates would be neither 
extreme or undesirable, we feel 
this is another latent and unneces- 
sary danger flowing from the 
transmitter site location [of WJR 
‘and Butterfield].” 

Unless the decision is appealed 
by WJR or Butterfield, it becomes 
the final ruling of the commission. 


#® FCC Examiner Fanney Litvin 
has issued a proposed decision pre- 
ferring Northeastern Indiana 
Broadcasting Co. over the News 
Sentinel Broadcasting Co. for 
Channel 33 in Fort Wayne. 

| While both were qualified, Mrs. 
Litvin said, Northeastern is com- 
posed of business men with a vari- 
ety of local interests and should 
be preferred over an applicant 
with a single outside occupation— 
newspaper publishing. 

Mrs. Litvin also pointed out that 
many of the staff members man- 
aging Northeastern’s stations are 
stockholders, while the News Sen- 
tinel’s staff holds only nominal 
stock interest, the company being 
90% owned by Helene R. Foel- 
linger and her mother. 


Jablons Opens New Agency 


Joel Jablons, formerly advertis- 
ing director of Teena Paige fash- 
‘ions, has formed his own agency in 
association with Louis R. Sosnow 
‘and Donald M. Levine. The new 
/company, Mark, Simeon & Renard, 
‘is located at 150 East 35th St., 
New York. 


‘El Diario’ Gives Discounts 

A series of discounts for El Diario 
de Hoy has been announced by 
Joshua B. Powers, New York, in- 
ternational publishers’ representa- 
tive. The discounts are 10% for 


2,400” or more; 7.5% for 1,800” 
to 2,399”, and 5% for 1,200” to 
1,799”. 


Gates to Beaumont, Heller 

Stanley M. Gates, formerly 
space buyer with Beaumont, Hel- 
ler & Sperling, Reading, Pa., agen- 
cy, has rejoined the staff as re- 
search director, following service 
| wo the Air Force. 


‘Packer Names Paris & Peart 

Home Style Food Products Co., 
Waterloo, N. Y., packer of Green- 
wood’s line of vegetables in glass, 
| has switched its account from Irv- 
ing Beck Co., New York, to Paris 
& Peart, New York. 


-Nemow Names Wolf Associates 
Nemow Co., New York, proprie- 
| tary drug manufacturer, has ap- 
| pointed Leonard Wolf & Associates 
to direct its advertising and mar- 
keting programs. Kenneth Rader 
Advertising was the previous 
agency. 
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PALEFACE DISPLAY—This counter piece for Coppertone suntan preparations, made 

by Dougias Laboratories Corp., Miami, is part of the first national campaign for 

the product. Ads, placed through Tally Embry Advertising Agency, Miami, will run 
in Charm, Glamour, Mademoiselle, Modern Screen and Seventeen. 


Berghoff to Rollman & Peck 


Berghoff Brewing Corp., Fort 
Wayne, Ind., has appointed Roll- 
man & Peck, Cincinnati, to direct 
its advertising. An additional ex- 
/penditure in consumer promotion 
is planned for the second half of 
1953, with the major emphasis on 
radio. Previously, Hoffman & York, 
Milwaukee, had the account. 


Colonial Airlines to Lovick Co. 


Colonial Airlines Inc., New York 
and Montreal, has appointed James 
Lovick & Co., Montreal, to direct 
its advertising in Canada. La Guar- 
dia “Night Owl” service will be 
featured in small newspaper space, 
while large space insertions will 
promote flights to New York and 
Bermuda. 


Pollak Appoints Louis Frank 


Joseph Pollak Corp., maker of 
electromechanical devices for the 
automotive, air craft and commun- 
ications industries, has appointed 
Louis K. Frank Co., Boston, to 
handle its advertising and mer- 
chandising. Sales promotional ma- 
terial and trade publications will 
be used. 
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Sutton Publishing Co. Moves | Buyer Promotes Walderman 


Sutton Publishing Co., publish- Joseph R. Walderman, for the 
er of Electrical Equipment, Elec-| past six years advertising manager 
tronic Equipment, Contractors of Export Buyer, published by 
Electrical Equipment and Metal- Buyer Publications, New York, has 
Working, has moved from New’ been promoted to v.p. in charge 
York to 172 S. Broadway, White of advertising sales for the com- 
Plains, N. Y. | pany. 


& Low-cost, three-way package buy, 
reaches most of the members of 
the U. S. Armed Forces and 
their dependents, all over the world. 


o 
Let us show you how to sell this 
rich market. Send for New Market 
Book—it’s yours for the asking! 


ARMY TIMES AIR FORCE TIMES — 


Members Boda Bureau of Ciurivlanon® 


NAVY TIMES 
: Syeda M St oN. : 

NEW YORK 41 East 42nd. 

CHICAGO. 203. N Wabash 


Also LONDON-FRANKFURT-TOKYO 


NEA Counsel Says 
Optometry Bill Is 
‘Anti-Advertising’ 


NEw ORLEANS, May 5—A bill 
proposing regulation of the prac- 
tice of optometry, and optometry 
advertising in the District of Co- 
lumbia was severely criticized as 
“anti-advertising” legislation last 
week by William L. Daley, counsel 
for the National Editorial Assn. 

Speaking at the 68th annual 
NEA convention, Mr. Daley said 
that H.R. 3921 smacks of “the same 
old story—the perennial outcrop- 
ping of anti-advertising senti- 
ment.” 


a The NEA legislative committee 
has opposed this type of bill for 
years, Mr. Daley said, and it is par- 
ticularly concerned about the pres- 


ent bill because it may set a pat-| 


tern for other governmental sub- 
divisions in the restriction of ad- 
vertising. 

“The principle of the right to ad- 
vertise as long as the advertising 
is truthful is of great importance,” 


he said. “The bill is part and par-| 


cel of an anti-advertising trend 


sponsored by professional groups.” 


He described the bill as “one of 
several legislative bills” now pend- 
ing in Congress which may have a 
definite effect on the nation’s 
newspapers. 


s Leon Smith, editor of the Times, 
Thomaston, Ga., told the conven- 
tion that the country’s journalism 
schools don’t place enough em- 
phasis on the importance of adver- 
tising. 

Mr. Smith said that it is diffi- 
cult to hire a journalism school 
graduate in an advertising sales 
capacity because “they all have 
their eyes set on a star-studded ca- 
reer as an ace reporter, columnist 
or crusading editorial writer.” 

He told NEA delegates that 
journalism students must be made 
to realize that “ideals are great 
in the newspaper business and a 
must for newspaper people, but 
ideals have to be financed.” 

You have to build a financially 
sound newspaper in order to sup- 
port such things as good columns 
and fearless editorials, he added. 


Kruse Joins Case-Shepperd 

Kenneth A. Kruse, formerly 
with Stover Water Softener Co., 
has joined Case-Shepperd-Mann 
Publishing Corp., New York, pub- 
lisher of technical jcurnals and 
books, as midwestern representa- 
tive with headquarters at the com- 
pany’s Chicago office. 


McConnell, Eastman Moves 

The Winnipeg office of Mc- 
Connell, Eastman & Co. has moved 
to larger quarters in the Trust & 
Loan Bldg. 


Only farm magazine of general circulation in the Southwest with 


the 


OUR ROOTS grow deep in Texas... 
just as they do in Oklahoma! That’s why 
we've built our new Texas Headquarters 
deep in the great agricultural state where 
Texans have welcomed the Farmer- 
Stockman into their homes for so many 


years! 


NOW, our new Dallas building, located 
at 4321 North Central Expressway, houses 
the Texas editorial, advertising and circu- 


| the Farmer-Stockman y 


COMPLETELY NEW 
$3 FORMAT 
GIVES ADVERTISERS 


SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
LOWER PAGE RATE 
HIGH READERSHIP 


Farmer Stockman 


PR 
ie 


lation activities of the Farmer-Stockman 
... the fastest growing farm magazine in 
Texas! 


THIS NEW Farmer-Stockman Head- 
quarters Building, with its roots deep in 
Texas, puts the Farmer-Stockman even 
more “at home” now in two great states 
— and so is more than ever your best 
advertising buy when you're selling to 
this rich, Southwest market! 


401,000 SUBSCRIBER FAMILIES 


Texas ... ; 220,836 
Oklahoma . 121,818 
Kansas 24,510 
Arkansas . 20,876 


ee ee ee eee ee 


Missouri 5,119 
New Mexico 2,746 
Other Stctes 8,159 

TOTAL 401,318 


Serving the Rural Southwest for 42 Years 


OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 


Affilicted with The Oklahoma Publishing Compony — WKY ond WKY-TV — The Daily Oklahoman, Oklahoma City Times 


Represented by THE KATZ AGENCY, INC. 
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‘Wall St. Journal’ | 
Clears Typesetting 


on Tape with Union 


New York, May 5—New con- 
tracts signed last week by the Wall 
Street Journal and typographical 
unions here and in Chicago clear 
the way for the newspaper to use 
remote control electric typesetting. 

The agreements specifically cov- 


a system of automatic typesetting | 
developed by the Journal’s own) 
engineering laboratories (AA, Dec. 
22, ’52). 

Under the new contracts, auto-| 
matic typesetting will be used first | 
to produce’ simultaneously the) 
Journal’s voluminous _ securities 
market statistics here and in Chi-| 
cago. This may be followed later) 
by automatic setting of all other 
news material. 

In contracts ratified last week | 
the unions agreed that tape to set! 
type for securities would be used 
if transmitted by either Associated 
Press or United Press. 


| 
| 


ws Other details of the contracts 
covering automatic typesetting, as 
reported by the Journal, include: | 

A provision that when a type-| 
setting machine is being operated | 
by an Electro-Typesetter unit to 
set market quotations from tape. 
supplied by a press association it) 
shall be tended by an operator. 

The Journal agreed that printers | 
regularly employed would not be | 
laid off to reduce the staff. Juris- | 
diction of the typographical union | 
over automatic typesetting equip- | 
ment is recognized, but the unions | 
agreed operation and maintenance | 
of communications equipment was | 
not within their jurisdiction. 

Differences over interpretation | 
or enforcement of sections dealing | 
with Electro-Typesetter will be) 
referred directly to the executive | 
council of International Typo- | 
graphical Union. 
| 
a This agreement between the | 
Journal and local typographical 
unions marks another step in the 
trend toward wider use of remote 
control automatic typesetting. 

At the annual convention of the 
American Newspaper Publishers 
Assn. a week ago, it was reported 
that as of Jan. 1, more than 800 
U. S. and Canadian newspapers 
were using teletypesetters. ITU 
policy calls for local unions to de- 
mand jurisdiction over the local 
perforating process, and many 
publishers have agreed. Other pub- 
lishers operate without a union 
contract and their ITU printers 
continue to take tape from non- 
union perforator operators. 

“Outside tape” is still an issue. 
A year ago ITU declared that only 
AP, UP and INS circuit tape was 
produced under contract with ITU 
and it prohibited use of features. 
This issue caused the four-news- 
paper strike at Moline-Davenport- 
Rock Island. It is still a touchy 
subject among publishers and un- 
ion officials. 


Paul Grant Adds 2 Accounts 


Plasti-Guard Co., Rockford, IIL., 
maker of efficiency devices for the 
dry cleaning industry, has ap- 
pointed Paul Grant Inc., Chicago, | 
to handle its advertising. Business | 
will be! 


papers and direct mail 
used. The agency also has been 
named to direct advertising for | 


KRT Wood Products Co., South | 
Haven, Mich., maker of wood parts | 
for furniture, toys, etc., and wood- | 
en novelties and specialties. 


Continental Promotes Wojtul | 


Peter P. Wojtul, director of sales 
since last January, has been pro- 
moted to take charge of sales for 
all product divisions of Continen- 
tal Can Co., New York, including 
the metal, paper container, fibre | 
drum, crown and cork and bag di- 
visions. He has been with the com- | 


J 


pany since 1927. 


Packer to Olian & Bronner 
United Packers Inc., Chicago 
producer and canner of the Red 


Crown line of canned meat prod-| 


ucts, has appointed Olian & Bron- 


ner, Chicago, to handle its adver-.| 


tising. 


Le Donne Joins Institute 

Gerard D. Le Donne, previously 
on the editorial staff of the Chi- 
cago Tribune, has been appointed 


special assistant to Norman Drap- | 
/er, public relations director of the 


ABP Finishes New 


Sample Rate Card 

| New York, May 5—A new 
|Sample rate card which incorpo- 
\rates standard phraseology for 
each rate card item is now avail- 
‘able to all business paper pub- 
lishers upon request to Associated 
Business Publications, 205 E. 42nd 
St., New York 17. 


|tee and assistant to the director of 
advertising, McGraw-Hill Pub- 
\lishing Co., explained that the 
‘printing of this card culminates 
his committee’s work in the area 


of standard phraseology for pre-| 
policies. | 
‘The card, he said, provides a| 
| workable example of how 17 areas 
of rate card policy can be worded. 


/sentetion of publishers’ 


on one card. 
| Mr. Venezian said that the sam- 
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juse the committee’s various re- 


/commendations, and that it con- 
tains final standardized wording. 
It does not, however, contain final 
standard sequence of items, al- 
though items have been placed in 
the order that the committee felt 
was most logical and useful, with 
information of most importance to 
the advertiser coming first. 

| Copies have been sent to the 
‘American Assn. of Advertising 


| Angelo Venezian, chairman of ple had been sent to ABP mem- Agencies for suggestions on se- 
er use of the Electro-Typesetter, American Meat Institute, Chicago. ABP’s uniform practices commit-,| bers as an illustration of how to quence, Mr. Venezian said. 


The Post re 


More than 3000 grocery stores featured The Saturday 
Evening Post’s Family Shopping Festival February 18 through 
28. That makes a total of about 12,000 stores that have used 
the Post’s traffic-building, store-wide promotions since 
October 1951. Many report permanent sales increases. 


5 


The most profitable brands on a grocer’s shelves are those 
advertised in The Saturday Evening Post. They’re the fastest- 
selling. For ten, twenty, as long as fifty years, they have 
been known to Post readers. And these top-quality brands 


Wye s7 
_ ra 


“— * , 
a) 


move even faster in a Family Shopping Promotion, 


a 


Over four million families were told about the promotion 
in a double-page spread in the Feb. 21 issue of the Post. And | 
grocers all over the country reached millions more through 
tie-in advertising of their own. This included newspapers, 


handbills, even special radio programs. 


Extra attention means extra sales and 
these new shelf talkers stop customers 
at Post-advertised brands during Family 
Shopping Promotions. Tip: use the new 
seal (left) for extra sales all year round, 
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Lowe Joins ‘Free Press’ 

Fred N. Lowe, previously pro-| 
motion manager for WTAR and vertising director of the Albany 
WTAR-TV, Tidewater, Va., has Times-Union, has been appointed 


been appointed to take charge of retail advertising manager of the : : 
supervisor for National Broadcast- 


advertising sales promotion for the | Boston Record-American and Sun- 
Detroit Free Press. 'day Advertiser. 


Detrex Corp. Names Conroy Elias Joins Kaufman-Strouse 


_ Detrex Corp., Detroit maker of Horace J. Elias, producer of ra- 
industrial and drycleaning equip-|dio and television shows, has 
ment, has appointed J. Robert Con- joined Kaufman-Strouse Adver- 
roy Associates, Detroit, to handle tising, Baltimore, as account ex- 
its public relations. lecutive and radio-TV director. 


King Joins ‘Record-American’ | Kreitner to NBC Spot Sales 


James A. King, formerly ad-| ‘ 
| Young & Rubicam as assistant ra- 


William Kreitner, formerly with 


dio-television research manager, 
has been appointed radio research 


ing Co.’s spot sales department. He 
succeeds Robert T. Howard, who 
becomes a radio spot salesman. 


Futterman Advertising Moves 
William Futterman Advertising, 


Dayton Rubber Lines Up Ammunition for 


Koolfoam Battle Against Private Brands 


Dayton, May 7—Dayton Rub- (and a fleod of private-brand pil- 
ber Co. has uncorked a new set of| lows now on the market. 
tactics in battling private brands. | Herbert S. Waters, Dayton v.p., 
| Dayton, which makes Koolfoam says that a survey of 10,000 outlets 
| (claimed to be the leading seller showed that foam pillows are no 
among foam rubber pillows), is| longer a novelty, and that they 
prepared to put $500,000 into an) have captured 80% of the $20,000,- 
‘advertising and merchandising 000-a-year new pillow market. 


Chicago, has moved to new quar- Campaign. The big hook is to make 


ters at 737 N. Michigan Ave. 


ja distinction between Koolfoam 


Exciting display material provided by The Saturday Eve- 
ning Post gave participating stores everywhere a hard-selling 
‘festival’? atmosphere. Throughout the 10-day event colorful 
banners, pennants, posters and shelf talkers greeted customers 
in every aisle—and from every direction. 
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George W. Jenkins, president of Florida’s Publix Super 
Markets, says: ‘““We’re always glad to tie in with Post Pro- 
motions. They’re in line with a real grocery man’s viewpoint.” 
The Fifth Promotion is scheduled for Sept. 23. Make sure 
your products are featured then in displays and retailers’ ads. 
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The grocer’s test for a promotion is: “Did it do the job well 
enough to be worth repeating?” The flexibility of the theme 
and sales results of Post Family Shopping Promotions provide 
an impressive answer. Two out of three grocers say ‘Yes’ 
and come back again and again. 
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Surveys among readers of leading weekly magazines show: 
> Readers spend more time with the Post, return to it more 
often. p» Readers believe the Post is more reliable. p> Readers 
pay more attention to ads in the Post, have more confidence 
in Post-advertised products. 


s Here’s how the marketing strat- 
egy works: 

1. Dayton stresses to dealers that 
Koolfoam assures greater unit 
sales, increased profits, added vol- 
ume and a chance to build store 
traffic in special departments. 

2. The Dayton sales force is now 
stressing to dealers that they get 
a full 40% markup on Koolfoam. 
Dealers are being shown. how to 
trade up in selling Koolfoam pil- 
lows, and salesmen stress the num- 
ber of returns in promotional pil- 
lows. Returns and markdowns are 
costly, and so is ill-will toward the 
store. That’s what Dayton salesmen 
are emphasizing. 


a 3. The company is also playing 
up laboratory tests, made for the 
company by U. S. Testing Co. 
These tests were run on eight lead- 
ing brands of foam pillows to de- 
termine the surface air flow in 
cubic feet for each square foot per 
minute. Koolfoam has from 64.8% 
to 1,432% more air permeability, 
a factor contributing to cooler, 
more comfortable rest. Dayton ads 
in women’s magazines will bear 
down on this portion, and under- 
line the aid-to-beauty approach. 

4. The advertising appears in 
general, shelter, women’s and 
brides’ magazines. On the list are 
Better Homes & Gardens, Bride’s 
Magazine, Cosmopolitan, Good 
Housekeeping, House Beautiful, 
House & Garden, Ladies’ Home 
Journal, Living for Young Home- 
makers, New York Times Maga- 
zine, Today’s Woman and Town & 
Country. The agency is Norman D. 
Waters Associates. 

5. Cooperative advertising gets 
a big play. Dayton will use 50-50 
co-op and offers a free mat serv- 
ice, colored mailing inserts, dis- 
play materia] and other sales aids. 
Scripts for radio and TV are pro- 
vided. 


s Mr. Waters bears down on the 
profit angle for retailers, arguing 
that Dayton pioneered in the foam 
rubber pillow market, brought out 
a well-packaged, nationally-adver- 
tised pillow, and that the com- 
pany’s success brought out a host 
of competitors. 

“Promotional pillows of inferior 
make,” Mr. Waters’ statement goes 
on, “were sold to some customers 
on prices alone. At home, in use, 
these second, third and fourth-rate 
products were unable to deliver... 
many stores found that their re- 
funds, exchanges and complaints 
and lost sales were so great they 
determined never again to carry 
such items.” 

The present drive is evidently to 
cement that determination. 


PR Service Bows in Chicago 

Calpri Associates, a public rela- 
tions service for small business en- 
terprises, has opened offices at 30 
N. LaSalle St., Chicago, with 
branch offices in New York, San 
Francisco and Los Angeles. Prin- 
cipals are Charles J. Callanan, for- 
merly regional information direc- 
tor of the Office of Price Stabiliza- 
tion, and Ray Priest, previously 
with the Illinois Department of 
Conservation. 


Two Join Campbell-Ewald 


Thomas K. Swearingen, former- 


\ly public relations director of Wa- 


ter Resources Development Corp., 
Denver, has been appointed as- 
sistant account executive on the 
Stran-Steel division of Great Lakes 
Steel Corp. by Campbell-Ewald 
Co., Detroit. Fay Raymond Tondu, 
previously with Ross Roy Inc., 
Detroit, is joining the agency as 
a copywriter. 
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Air, Truck Magazine to Bow 
Pacific Air and Truck Traffic, | 


a monthly magazine devoted to} 


highway and air transport in the 
far western states, will bow in 
June. Published by Pacific Shipper 
Inc., 22 California St., San Fran- 
cisco, the magazine is the successor 
to West Coast Shipper, which has 
been published in Los Angeles. 
Pacific Shipper has purchased the 
latter publication. George E. Mar- 
tin will be publisher of the new 
magazine, and James D. Miller 


will be managing editor. Pacific 


| Air will have a controlled circula- | 


j 


tion of 10,000, production will be. 
offset, and pages will be 8%x10%”.| 
Torrington to Stanfield 


| 
Torrington Mfg. Co. of Canada, | 
Oakville, Ont., maker of fan blades | 
and blower wheels, subsidiary of | 
Torrington Mfg. Co., Torrington, | 
Conn., has appointed the Toronto) 
office of Harold F. Stanfield Ltd. | 
to direct its Canadian advertising. 
Edward Graceman & Associates, | 
Hartford, Conn., previously han- 
dled this Canadian account. 


IN TV HISTORY ! 
Because we do everything in our own 
plant from 


keep our 


now - How, we pack 
into your TV 
Serd in your Storyboards for quotes. 


AT LOWEST PRICE 


d to final print, we 

costs and the saving is 

to you. With our 35 years of 
showmanship 


spots af economy rates. 
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H-- OF AN AD—Bozell & Jacobs and U. S. 

Thermo Control Co. think this ad in a new 

series for Thermo King transport refriger- 

ation units is “a h--- of a departure from 

the usual complicated advertising in the 

refrigeration field.” The series is running 
in 23 trade publications. 
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Advertising Age, May 11, 1953 


‘Outlying Shopping Centers Mushrooming— 
(350 Being Planned, ‘Chain Store Age’ Says 


| New York, May 5—Shopping 
'centers have been popping up in 
\farm land around cities more and 
/more since the war, and Main St. 
‘business men have heard the 
/echoes. Now it appears they have 
-even more reason to consider the 
/impact of this new style of mer- 
chandising. 

Chain Store Age, in its current 
‘administration issue, reports that 
/more than 350 centers are being 
‘planned. Investments in physical 
‘plants of shopping centers, the 
| publication states, range from sev- 
|eral million dollars per project to 
‘more than $25,000,000. 
| “Many chains,” the magazine re- 
|ports, “plan to concentrate on 
|shopping center locations from 


/now on. The files of chains across 


‘the country are bulging with pro- 
| posals by shopping center promot- 


'ers. Not all plans will come to 
fruition. One estimate is that five 


With a greeting 


tween two Chilean cowboys, Latin Amer- 
icans are welcoming each fortnightly issue 
of LIFE EN ESPANOL, 

No sooner do news vendors stack up 
their allotments of the new Spanish- 
language edition of LIFE than they usu- 
ally sell out. Already, circulation is more 


than double the 
For LIFE EN 


picture appeal that brings LIFE the larg- 


iSaludos Amigo! 


as friendly as this one be- 


minimum guarantee, 
ESPANOL has the same 


INTERNATIONAL EDITIONS 


ae 


in lng 


in Spanish tor Latin America 
lish around the world 


est circulation of any weekly in the U. S. 
and earns LIFE INTERNATIONAL the 
largest circulation of any English-language 
edition throughout the free world. 

And overseas, as in the U.S., people re- 
spond as warmly to LIFE’s big, colorful 
advertising pages as to its picture-and- 
word reporting of events. 

For full information, write or phone 
LIFE International Editions, Time-Life 
Building, New York 17, N.Y. 
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centers are being planned for every 
one now in operation, and that at 
least two of each five centers 
planned will never be completed.” 


s The ideal version of a planned 
shopping center, Chain Store Age 
says, “is an integrated develop- 
ment, under single ownership, 
housed in one large structure with 
coordinated and complete shopping 
facilities and a scientifically laid 
out parking and traffic plan.” But, 
it adds, “both chains and devel- 
opers recognize that compromises 
with circumstances are often nec- 
essary.” 

Does the shopping center spell 
the doom of established shopping 
areas? 

“With all the traffic jams, poorly 
planned streets, hodge-podge ar- 
rangements of stores, unesthetic 
welter of bigger and flashier signs 
and all the rest of the evils of 
downtown areas,” the magazine 
asserts, “it’s still difficult to find 
space to rent on Main St. Store 
traffic is where people are, and it’s 
|the people that make for conges- 
tion—and sales.” 


# But the shopping center is going 
full steam ahead. “Part of the 
reason,” Chain Store Age _ says, 
“lies in the growth of the popula- 
tion in suburban areas—an old 
| story to chain store men who make 
|it a point to find out where the 
people are. Part of the point lies 
in the automobile—a point that 
does not have to be labored.” 
Population gains in cities 
throughout the country are small 
compared with those in their sub- 
| urbs. Comparison of the 1940 and 
1950 populations of the 32 biggest 
city areas indicates, according to 
the 1950 U. S. census, that sub- 
urban-plus-city population in- 
creased about 37% while the cities 
themselves grew only about 11%. 
Distribution of selling space in 
planned shopping centers is indi- 
cated in a spot-check made by 


Chain Store Age in 43 centers of 
various sizes. 

With several centers having 
more than one department store, 
a total of 42 department stores in 
the 43 centers occupy 32.6% of the 
total selling space. Supermarkets 
account for 14.6% of the total sales 
area of the 43 centers, where 70 
stores in this category are located. 
Their average selling space is 
about 14,000 sq. ft., the spot-check 
indicates, while the average for 
the department stores is about 50,- 
000 sq. ft. 

Variety stores occupy 13.4% of 
total sales area. 


# Although apparel stores account 
for 8.5% of total selling area, it 
takes 173 of these stores averaging 
3,400 sq. ft. to make up that figure. 

Drug stores rank next with 5.3% 
of total selling space. The average 
of the 56 drug stores in the 43 
checked centers is 6,500 sq. ft. of 
selling space. Shoe stores account 
for 3.6% of total space, the 84 
stores in the 43 centers averaging 
3,000 sq. ft. 


Rep Boosts Sauerberg 


William A. Sauerberg, v.p., has 
been promoted to director and Chi- 
lcago office manager for Ward- 
| Griffith Co., newspaper represent- 

ative. He succeeds Fred F. Parsons, 
who retires on June 1. Mr. Par- 
sons has been in the newspaper 
|representative business since 1899. 
| He was named to his present posi- 
tion in 1941, when Ward-Griffith 
was formed by the consolidation of 
Bryant, Griffith & Brunson Co., 
| with which he had been since 1930, 
jand Charles H. Eddy Co. 


Sally Reed to Lee Ramsdell 
Sally Reed, formerly editor of an 
industrial internal magazine for 
Link-Belt Co., Philadelphia, has 
joined Lee Ramsdell & Co., Phil- 
| adelphia, as copy chief of the con- 
eumer accounts division. 
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Newsprint May Be in Short Supply in ‘53 


New York, May 5—A shortage ' which event a return to some scar- 
of newsprint is possible if U.S. city of this commodity might again 
consumption in 1953 continues at develop. Indeed, publishers in the 
a 2% increase over 1952, | southern states are still unable to 

This prediction was made by obtain all the newsprint they could 
Eric Bowater, chairman of Bowat- use. This situation, we hope, will 
er Paper Corp., second largest be alleviated when our new south- 
Canadian newsprint producer, at ern mills come into production 
a meeting of stockholders. early next year.” 

“On the present basis of world! First-quarter figures released a 
consumption,” Mr. Bowater said,| week ago by American Newspaper 
“there is no longer a scarcity of Publishers Assn. estimates news- 
newsprint. In fact, supply and de-| print consumption at 1,118,766 tons, 
mand are now almost in balance.'an increase of 2.3% over the first 

“Nevertheless, it is of interest to| three months of ’52, and 3.9% over 
note that-consumption in the U.S.|the comparable period of ’51 
showed a small increase during (AA, April 27). 

1952 and topped the 6,000,000-ton | 

mark. For the month of January, Coffee Account to Kiesewetter 
for which latest figures are avail-| S. A. Schonbrunn & Co., New 
able, consumption in the U.S. | | York, has appointed Kiesewetter, 
showed an increase of 2% over the Baker, Hagedorn & Smith, New 
corresponding month of 1952. ‘York, 'to handle advertising ‘for its 
|Medaglia D’Oro coffee division. 
|Medaglia D’Oro previously was 


” “ dl 
tained,” he said, “it may well have | loo Sy Waste Sehevidon aaa 


the effect of again taking consump- | apers, subwa osters and maga- 
tion out of balance with supply, in’ dase will be hey 


= “If this rate of increase is main- 


Good 

Consumer Deals 
Shouldn’t 

Die On The Vine 


they do sometimes, especially 
when they get lost in the shuffle 
at the retail level. Coty’s newest 
Special Price Promotion, however, 
is doing very well indeed — which 
helps prove our point that a good 
consumer offer merits the best 
possible display. This unit of 
Coty’s holds a lot of merchandise. 
Yet it is so compact it gets 
up-front position in windows 
and on counters. Furthermore, 
it is second to none in visibility. 
This last is important in these 
days of self-service, when most 
consumers buy with their 
eyes only. 


You can be sure your display 
will pay off at the point of sale 
when it is . . 


Main Office and Plant at 
Carle Place, tL. I., N. Y. 


CONSOLIDATED 
l ala Corporation 


ADVERTISING INSTITUTE 


Sales Offices in 
Philadelphia, Chicago, 
Louisville and Tampa. 


LOOKS LIKE A MILLION—Mrs. Frances A. Mills of the U. S. Bureau of Engraving 

& Printing is parked alongside 1,000,000 $1 bills to demonstrate the size of the 

growing ‘do-it-yourself’ market. A new folder available from the Bureau of Ad- 

vertising points out that this amount is spent during every hour of every selling day 
by home-owning handymen for lumber and building supplies. 


Trendex Reports Identification of TV 


Sponsors Averages a Comfortable 64% 


New York, May 5—If their TV; With warm weather, the curve 
programs aren’t selling as well as | usually moves downward, as point- 
they think they should, sponsors ed out by these December-June 
might be well advised to take an- | comparisons: 


other look at their commercials. December, 1950 ...... 60.0 

For the most part the entertain-| SS ee 51.8 
ers seem to be doing a good job of December, 1951 ...... 55.0 
impressing the advertiser’s name) June, 1952 (pretty hot) 44.5 


on the minds of Mr. and Mrs. ' 


America. Sponsor identification for | _Sirco Appoints Fradkin 
nighttime network telecasts in| Sirco Products, New York mail 
February and March continued to order house, previously without an 
roll along at the average level of agency, has ‘appointed Fradkin Ad- 
nearly 64%, according to Trendex. | vertising, New York, to handle its 
And even though it’s fashionable | advertising. The new advertiser 
to talk about how television is los- os use radio mail order exclu- 
ing some of its glitter, the little) | sively. 
box in the living room is still hold- | 
ing its audience. Average sets-in- 
use in the 10 multi-station cities 
surveyed by Trendex have re- 
mained fairly constant during the) 
past several months. 


Ruggiero to Razor Corp. 


Bart L. Ruggiero, formerly pro- 
duction manager of advertising, 
promotion and research for Red- 
| book, has joined American Safety 
Razor Corp., Brooklyn, as advertis- 
ing production supervisor. 

w The impressiveness of the TV 


Advertising Age, May 11, 1953 


‘Look’ Adds 5 from ‘Quick’ 


Five employes of Quick, the 
Cowles publication which will fold 
‘in June (AA, April 20), have been 
added to the advertising depart- 
ment of Look. They are John 
Muhlke, Chicago sales staff; Fred 
|\Cody, Detroit sales staff; Bert 
|Halperin, New York sales staff; 
| Hal Hawley (advertising manager 
of Quick), New York sales staff, 
and Joel Harnett (advertising pro- 
motion manager of Quick), adver- 
tising department. 


Sells WSGN, Birmingham 

Birmingham News Co., Birming- 
ham, Ala., has sold its radio sta- 
tions, WSGN and WSGN-FM, to 
a group of Birmingham business 
men, subject to approval by the 
Federal Communications Commis- 
sion, for approximately $350,000. 
Purchasers are John S. Jemison 
Jr., investment broker; William H. 
Hulsey and Carl Hulsey, real es- 
tate company executives. 


Boosts Miss Harmon Taylor 

Harmon (Penny) Taylor, assist- 
ant advertising director since 1946, 
has been promoted to advertising 
director for Miller & Rhoads, 
Richmond, Va., department store. 
She succeeds C. Carroll Wyatt, whe 
has become advertising director 
for John Wanamaker & Co. 


DECORATIONS 
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sponsor identification becomes ap- | 
parent when you recall that in the | 
days when somebody was report- | 
ing on it for radio, 60% was con- | 
sidered an excellent score. 

Trendex’s periodic reports on 
how well the viewer remembers 
the name of the man who is pay- | 
ing the stars’ salary cover 90 eve- 
ning shows—not including those 
with participating sponsors. 

Elite on the February-March | 
list were “Kraft Theater” (NBC), 
91.6; “This Is Your Life” (Hazel 
Bishop, NBC), 91.4; “Hit Parade” 
(Lucky Strike, NBC), 91.3; “Ford 
Theater” (NBC), 89.5; “I Love 
Lucy” (Philip Morris, CBS), 88.5; 
Pabst Bouts (CBS), 88; “Colgate 
Comedy Hour” (NBC), 87.9; Red 
Skelton (P&G, NBC), 87.4; “Talent 
Scouts” (Lipton, CBS), 87, and 
Groucho Marx (DeSoto-Plymouth, 
NBC) 85.5. 


e Arthur Godfrey’s “Talent 
Scouts” was down somewhat from 
the October-November report 
when it led the list with a sizzling | 
95.2. 

Indication that television’s show- 
'men are getting the audiences into 
the tent comes from average eve- 
ning sets-in-use trends. These are 


the Trendex figures covering 8 to| 
(11 p.m., EST, viewing. 


| December, 1952 ...... 54.2. 

| January, 1953 ....... 57.5. ft ENGRAVING! oy 
February, 1953 ...... 56.8 \O0 E. Vevephone: 
March, 1953 ........ 56.4 

April, 1953 .. 52.9 


Our business is photoengraving. 
You'll never know how good we are until 
you try us.. 
had done so before. Color and 
black and white. 


and then you'll wish you 
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Arnold Newman Photo 


The man who 


sees through the 


Iron Curtain 


The day after Stalin died, The New York Times 
printed eight full pages of the Stalin story. 
It covered Stalin and his associates, Russia and 
her satellites, Soviet Communism and its im- 
pact on the world. 


It’s pretty safe to say that The Times printed 
more of the Stalin story than any other pub- 
lication. Even in Moscow, papers jumped only 
to six pages to cover it. 


Much of The Times coverage came from its 
own correspondent in Moscow, Harrison FE. 
Salisbury. He is one of only five U.S. newsmen 
in Russia. More of it came from Times corre- 
spondents in other world capitals, some of 
whom, over the years, had covered various 
phases of it firsthand. A good deal of it, how- 
ever, including some of the most revealing 
parts, was written in New York by Harry 
Schwartz. 


Harry Schwartz’s office at The New York 
Times, just off Times Square, is some 4600 
miles from Moscow’s Red Square. Yet when you 
walk into it, you might be excused for thinking 
you had wandered into a room in the Kremlin. 
The place is loaded down with Russian news- 
papers, Magazines, books and pamphlets, and 
with the same kind of literature from all the 
satellite countries. They are part of Harry 
Schwartz’s equipment for peering through the 
Iron Curtain, piecing together the jig-saw 
puzzle of what goes on there. 


Harry Schwartz probably knows as much about 
what goes on behind the Iron Curtain as any- 
one else this side of it. An economist, before 
his interests broadened to encompass all Soviet 
life, he has written three books on the Soviet 
economy. He has taught at Columbia, Syracuse, 


a 


and Brooklyn College; has worked with the 
War Production Board and the Agriculture 
Department; has been a Soviet affairs analyst 
for the OSS and the State Department. 


Since 1947 he has been writing about Soviet 
affairs for The New York Times. Believing that 
to survive in this world we need the truth about 
Russia, he is constantly trying to find out 
what’s the score. He must come pretty close. 
The Russians, their secrecy obviously dis- 
turbed, denounce him as a “capitalist intelli- 
gence agent,” a “bought and paid for huckster.” 


Even the slightest stories in the Russian press 
—he reads 35 Russian papers regularly —are 
meaningful to Harry Schwartz. The obituary 
of a minor railroad official in a Moscow paper, 
for instance, revealed a fact the Russians keep 
secret, the name of the Politburo member in 
charge of railroads. Undeterred by censorship, 
Schwartz can publish a lot our Moscow man 
can't. What he writes in New York today will 
likely be confirmed weeks later in a dispatch 
out of Moscow. 

There are many news specialists like Harry 
Schwartz on The New York Times staff. They 
make a formidable team. Pooling their knowl- 
edge and their talents, they produce each day 
a newspaper that is vigorous and alert, inter- 
esting and alive, different from any other. The 
Times has the biggest staff. It publishes the 
most news. 

That’s why readers like it. They get more out 
of it. So do advertisers. Let us give you the 
full story. 


The New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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You Ougtt fo Know . . .N.F. Lawler 


N. F. Lawler, recently named, 


v.p. of Geyer Advertising Inc., is 
a top advertising executive who 
is going places on a platform of 
“sincerity” in advertising. 

“Never say 
anything about a 
product in ad- 
vertising that you 
would not say 
face to face,” Mr. 
Lawler holds. 
“The public may 
never ask you to 
prove a_ state- 
ment, but you al- 
ways have to be 
ready for the 
one-in-a-hun- 
dred who will.” 

Prominent in the advertising 
field for 20 years, Mr. Lawler was 
director of advertising and sales 
promotion for Nash Motors divi- 
sion of Nash-Kelvinator Corp. 
since 1945. The first of this year, 
Nash elevated him to the post of 
central division sales manager. 

He left that position April 1 to 
become a Geyer v.p. The move, 
according to B. B. Geyer, agency 
president, illustrated the close 
working relationship that Geyer 
and its client Nash-Kelvinator 
have enjoyed over the past 18 
years. 


N. F. Lawler 


® By training, practical experience 
and temperament, “Shad’’ Lawler 
—as he is known to many people 
in the ad field—is ideally suited 
for his responsibilities in connec- 


tion with the $10,000,000 Nash 
Motors 1953 advertising budget 

He is a composite finance, sates 
and advertising man—a combina- 
tion of talents bringing a high pre- 
mium in these competitive days of 
“getting the most” out of an ad- 
vertising appropriation. 

Selling, however, is his first 
love. It has been ever since his 
high school days when he bicycled 
around the streets of Alexandria, 
Va., selling “sewed-in” creases on 
pants for a cleaning and pressing 
establishment. 

The advertising executive got a 
chuckle out of reminiscing about 
his after-school job with the clean- 
ing and pressing store. “We turned 
the business sign over the door 
upside down and called it the ‘Up- 
side Down Cleaning and Pressing 
Co.’,” he said. “Sounds just like 
a ’n’ Andy, but it went over 

— 


® His first fulltime job was with 
the Virginia Public Service Co. in 
1928 selling electric irons with 
special “built-in thumb rest.” 

“That special thumb rest gave 
me an idea,” Mr. Lawler said. “I 
told housewife after housewife 
how that special convenience 
guaranteed the user relaxed, com- 
fortable ironing—that it eased the 
strain on the forearm and shoulder 
muscles. It was my first experi- 
ence in creative selling.” That first 
week he sold 123 irons. 

Later, his knowledge of short- 
hand, typing and bookkeeping led 
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What Liggett & Myers Spent in Five Media, 1948-1952 


(Newspapers, Outdoor, Spot Radio and TV, Etc., Not Included) 
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MEDIA BREAKDOWN-—This chart shows how Liggett & Myers 
Tobacco Co., ninth largest advertiser in the natien last year, has 
allocated the money it spent in general magazines, farm maga- 
network radio and network 
TV each year since 1948. L&M has not used either farm magazines 
or newspaper supplements since 1950. It has cut the percentage 
going to radio in half since ‘48, and has continued to put about 
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one-fourth of this budget into magazines. Total dollar expendi- 
tures for each year are shown at the base of each column, with 
000,000 omitted. This chart covers only L&M’s expenditures in 
the five media listed, and does not include the company’s news- 
paper advertising, outdoor, spot radio and television, etc. All 
figures are based on data compiled by Leading National Ad- 


to a promotion. A situation arose 
where special letters had to be 
sent to the company’s field offices, 
immediately, so Mr. Lawler volun- 
teered to handle the after-hours 
job. As a reward, he was made as- 
sistant sales manager, and three 
months later he was appointed 
sales manager. Only 23 years old, 
he was in full charge of 60 retail 
appliance salesmen. 


® The Virginia Public Service Co., 
the Eastern Shore Public Service 
Co., Salisbury, Md., and the Ohio 
Electric Power Co., Marion, O., 
were all Insull-owned properties. 

He was advanced to the Eastern 
Shore company as commercial 
manager in 1931. A year later, he 
was made assistant to the presi- 
dent at Ohio Electric and placed 
in charge of all domestic and com- 
mercial sales for the firm’s 14 sub- 
sidiaries. 

In 1933, he went with the Util- 
ity Service Co., Canton, O., as di- 
rector of sales trainjng and sales 
promotion. In those days, it was 
the practice of utility companies 
to sell manufactured ice; it was 
his job to promote the sale of these 
products. 

Again, creative selling came to 
the forefront in the developing of 
a cooperative ice campaign. Four- 
teen companies, representing 90% 
of all the ice companies in Ohio, 
took part in the promotion under 
the slogan, “United Effort Cre- 
ates Positive Impact.” Three of the 
larger firms underwrote the pro- 
gram. 


s The success of the ice campaign 
soon reached the offices of a na- 
tional ice manufacturing company 
in New York. Mr. Lawler was in- 
vited to make a presentation of his 
program before the board of di- 
rectors. 

It must be remembered, he says, 
that at the time the ice companies 
were losing about a million tons of 
ice a year to the up-and-coming 
mechanical refrigeration market. 

“We expected a reasonably good 
reception, but never to the de- 
gree that happened that day. Aft- 
er the presentation was made and 
the directors made their decision, 
I walked out of the room with an | 
order for $57,000 worth of syndi- | 
cated advertising material. It was | 
to be the start of a national ice| 
association which is still in ex-| 
istence today.” 

Mr. Lawler said that this was) 
his “proudest” sale and that it/| 
meant a profit of $14,000 to the, 
program. 


| 


es In 1936, the agency executive, 
joimed the Bendix Home Appliance. 
Co. in South Bend, Ind. The com- | 
pany was then working on the first | 
stages of the home washing ma- 


chine. 

As a means of pointing out the 
difficulties under which washing 
machine salesmen labored in those 
days, he recited the following in- 
cident. 

“We were making a demonstra- 
tion at an Indianapolis home one 
day. Everything moved along fine. 
We set up the machine in its tra- 
peze—a parallel bar affair that 
reached from floor to ceiling in 
the form of the letter H. This con- 
traption was necessary to hold the 
machine steady when it was op- 
erating. 

“Just as the washing was near- 
ing its finish—as the machine 
went into its spin cycle—it broke 
loose from its mooring and jog- 
gled us right out of the kitchen. 
Not only was the housewife dis- 
mayed—so were we.” 

Yet, he said, in the short space 
of 15 years the home laundry has 
been so perfected that it is an in- 
tegral part of most households to- 
day. 


se He became associated with Mc- 
Cann-Erickson in 1939, and worked 
on the Ford Motor account. When 
World War II caused a halt in civ- 
ilian auto production, Mr. Lawler 
joined the Saco Mfg. Co., Milan, 
Mich., as v.p. and sales manager. 
The firm made cases for ammuni- 
tion and special boxes for defense 
material. 

Then in 1945 he joined Nash Mo- 
tors as director of advertising and 
sales promotion. 

Formulated under his direction, 
and carried out by the Geyer or- 
ganization, Nash advertising cre- 
ated a nationwide demand for Nash 
automobiles far beyond the per- 
mitted production. 

The sensational success of the 
Farina-styled Nash Airflytes is a 
striking example of Mr. Lawler’s 
ability to keep Nash advertising in 
constant gear with the Nash sales 
program. 


a Mr. Lawler offers the following 
advice for newcomers to the ad- 
vertising field as well as for those 
who are already in the business: 

“Never underestimate the intel- 
ligence of the American public. It 
is the public that makes a product 
successful, provided it is a good 


product. You just can’t sell a bad | 
no matter) 


product successfully, 
how clever or forceful you might 
think its advertising. 

“Every advertisement should 
have a personality—a sort of cum- 
ulative personality as a result of 
message after message. If an ad- 
vertisement is sincere in itself, 
then it possesses that important 
essence that influences believabil- 
ity.” 

The new Geyer v.p. said that ev- 
ery advertisement is a reflection 


of the company as if it were face 
to face with its public. 

Another important ingredient for 
successful advertising is consis- 
tency, he added. 

“You have to keep on telling and 
selling the public on your story, 
your way of making a product or 
offering a service. It is the telling 
and selling that creates box-office 
appeal—that makes for day-in- 
and-day-out acceptance.” 


# Asked how he came to be called 
“Shad,” Mr. Lawler smiled. 

“Well, you know I was raised in 
Alexandria, which borders along 
the banks of the Potomac. The area 
abounds with shad—a silvery fish 
with a protruding underbelly. My 
grandfather was first called Shad. 
Then, my father. I sort of inheri- 
ted the nickname and became Shad 
yi 8 Pag 


“Shad” Lawler then patted his 
waistline and said, “I’d better be 
careful, though, or else I might 
revert back to the original mean- 
ing of the word.” 

His hobbies are his work and 
family, he said. His wife is origin- 
ally from Texas and he has four 
children, two boys, aged 11 and 
22, and two girls, aged 16 and 19. 
His 22-year-old son is in the U.S. 
Air Force. 


Insect Controls Boosts Bug 
Repellant Light Bulb 


Insect Controls Inc., Philadel- 
phia, will introduce its new Champ 
insect bulb and Champ pellets in 
a concentrated consumer magazine 
promotion during June and July. 
Copy will say that the glass bulbs 
with the vaporizing pellets can 
keep rooms insect free from two 
weeks to a month. Cost is $2.98, 
with two packets of pellets. 

Ads will appear in American 
Home, The American Weekly, Bet- 
ter Homes & Gardens, Collier’s, 
Esquire, Farm Journal, Household, 
House Beautiful, House & Garden, 
Life, Ladies’ Home Journal, Mc- 
Call’s, Mechanics Illustrated, New 
York Times Magazine, Popular 
Mechanics, Popular Science 
Monthly, Redbook, Science & Me- 
chanics. and Woman’s Day. Philip 
Klein Advertising, Philadelphia, is 
the agency. 


Stubbs Heads Henry Loudon 


Clifford E. Stubbs, executive v.p. 
and art director, has been elected 
president of Henry A. Loudon Ad- 
vertising, Boston. He _ succeeds 
Henry A. Loudon, who becomes 
board chairman. Lendell A. Lay- 
man, v.p. and general manager, 
|has been promoted to executive 
| V.p. 


Miller Acquires Kerotest 


Miller Printing Machinery Co. 
| has acquired all the preferred and 
‘common stock of Kerotest Mfg. 
_Co., Pittsburgh. Kerotest produces 

high pressure oil field valves. 
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Every so often someone buys a 24-page special 
section in The New York Times. Costs a lot of 


money, but, we’re told, it pays off. 


Four-page, full-color inserts in Life magazine don’t 


go for peanuts either. But people buy them and, 


chances are, they get value received. 


Does this mean that all newspaper and magazine 
advertising is expensive? Of course not. You 
don’t have to buy 24-page sections or 4-page 
inserts; you can buy small space too. You, the 
advertiser, decide whether you are going sn.all or 
going big. The advertising medium itself isn’t 
expensive, unless you want to dominate the space. 


Then it does cost money, and... it’s worth it. 
Same way with television. 


A full-hour, star-studded show in choice evening 
time will dominate the TV schedule. Like those 


four-page inserts, it costs money, but it’s 


DON’T JUDGE OUR 
WOOL BY OUR MINK 


“TALCOTT 


worth it. On the other hand, you can buy a six- 
minute daytime TV segment on NBC-TV 
for $3,400. And three million people will see 


your commercial. 


Network Television, like newspapers and maga- 
zines, lets you decide how much “space” you need 
or can afford. $3,400 on NBC-TYV is a good 
investment, and not a costly one. If you spend 
more than $3,400 you'll get a proportionally 
greater value. So, if you want to advertise your 
product on television, don’t let all this talk about 
high costs scare you away. If you'll give usa 

call today, we’ll be glad to develop with you a 


schedule on NBC Television that fits your 


advertising budget. 


a service of Radio Corporation of America 
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Canadian TV Set 
Makers Expect to 
Double ‘52 Sales 

News, advertisers’ service depart- 


TORONTO, May 5—Sales of tele- = : 
vision sets in Canada this year | the 34, Boag my i 3. 
may soar to more than double last. 
year’s volume, reaching the $150,-| 
000,600 target set by the industry. mew ee York. is 


Last year, TV set sales passed jaynching a 1¢ promotion for Life- 


‘Issues Lumber Display Guide 
| “Display for Profit,” a 100-page 


ing material merchants, has been 


up radio set sales for the first buoy. Consumers will be offered|formerly with Family Life, have|220 W. 42nd St., New York, has. 


time, but sales figures, indicating a factory banded pack which in- 
radio set sales were about the same | cludes one bath-size Lifebuoy cake 
in 1952 as in 1951, indicate that. 


\for 1¢ with the purchase of two 
cakes at the regular price. Adver- 


markets. It will run in May and 


country. Sullivan, Stauffer, Col- 
| well & Bayles is the agency. 


Two Join Mactadden Sales 

| Kenneth S. Lester, last with 
| aeeiil Lynch, Pierce, Fenner & 
|Beane, and Byrd W. Wenman Jr., 


joined the eastern sales staff of 
| Macfadden Men’s Group. 


| Airline Promotes Dahlem 


: : 4 i q K. W. Dahlem, central regional | 
booklet with display ideas and |tising will be through one-column | pybiic relations director for Amer- 
illustrations for lumber and build- N€wspaper ads in more than 100 jcan Airlines, New York, has been 


promoted to public relations direc- 


published by Building Supply June in different parts of the tor. He succeeds J. D. Ryle, who 


has resigned to become executive 
V.p. for the Federation of Railway 
Progress. 


Forms Snader Releases Inc. 

| Louis D. Snader, president of 
/Snader Telescriptions Sales Inc., 
\formed a national television film 
| distributing organization known as 
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Snader Releases Inc. Robert Car- 
roll, formerly New York state 
sales manager for Ziv TV Produc- 
tions Inc., will be sales manager. 
Robert Snader will be v.p. in 
charge of sales service. Bernard 
Brody will be promotion manager. 


Jones Leaves KRMG, Tulsa 
Robert B. Jones Jr., v.p. and 


‘general manager of KRMG, Tulsa, 


will become executive v.p., general 
manager and director of WFBR, 
Baltimore, on June 15. He will be 
succeeded at KRMG by Frank S. 
Lane, station and sales manager. 


television sets have not cut into! 
radio’s market. 

These figures were released here | 
last week by the Radio-Television | 
Manufacturers Assn. of Canada. | 

The association disclosed that. 
there are 23 television set manu-| 
facturers in Canada today, with | 
three more preparing to go into 
production. 

Television set sales for the first 
quarter this year topped 75,000— 
sets. Total sales for the year of| 
1952, as reported by the Canadian | 
Bureau of Statistics, were 137,236 | 
sets, at a value of $60,659,412. This 
was triple the 1951 sales figures. 


| 
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@ Radio set sales have been hold-. £30 
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ing their own. Fewer console mod-_ 
els are being made, according to} 
one large manufacturer, but there | 
is a definite trend toward small 
radio sets—especially clock, mantel | 
and portable units. 

Radio set sales in 1952 were 568,- 
884 radio sets, at a value of $50,- Rhee FLYy gare 
125,290, comparing favorably with | ee peg O 
574,232 sets sold in 1951, at a value 
of $51,452,212. 

Sales for the first two months 
of this year, according to the man- 
ufacturers group, were 83,000 units 
as against 62,000 units in the same 
period last year and 85,000 sets in 
the corresponding 1951 _ period. 
These figures should be considered 
in the light of a 15% excise tax on 
radio sets in the first two months 
of this year, a 25% tax in the 1952 
period and a 10% tax in the com- 
parable 1951 time. 


3 Ford Execs Realigned 

Three top sales executives of 
the Ford division of Ford Motor 
Co., Detroit, have been shifted. rahe 7 


rw ae Satan , 
They are Charles J. Seyffer, eae eS Pefleg (9 2)  RON a 


northeastern regional sales man- 
ager, to the general sales office, 
Detroit, as manager of sales ad- 
ministration; Charles R. Beacham, 
regional sales manager in the 
southeastern region, Chester, Pa., 
to succeed Mr. Seyffer in New 
York. and Charles G. Johnston, 
district sales manager at Chester, 
to succeed Mr. Beacham as south- 
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WWVA 


WHEELING 


Blanketing the industrial heart of 
America, WWVA brings big results. 
Four announcements from Wheeling’s far- 
reaching, 50,000 watt station pulled 11,300 
mail replies from 25 states. CBS in Wheeling, 
WWYVA is a natural for better coverage and 
eye-opening sales results. 
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* WSPD 


TOLEDO 


Toledo’s most powerful radio sta- 


oe tion, WSPD is the voice of authority 
ey on the radios owned by 98% of Toledo's 
ae 
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get on WSPD. 
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300,000 retail buyers. Advertisers who want 
more than their share of the Toledo market, 
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MIAMI 


The ‘‘spendingest’’ market in 
Florida is blanketed by WGBS, 
Miami's only 50,000 watt outlct. 
With popular CBS programming for « whop- 
ping city and retail trading area of over 
427,000, this dominating voice is tops in 


ve a! "ae 


WSAI 


eastern sales manager. A new 
Chester district sales manager will 
be announced later. 


Export Ad Men Elect Giese 

George H. Giese, v.p. and direc- 
tor of the international division, 
McCann-Erickson, has been eiected 
president of Export Advertising 
Assn. Other officers elected are 
Jere Patterson, promotion man- 
ager, Life International, Ist v.p.; 
John C. Speirs, advertising 
manager, international division, 
Standard Brands, 2nd v.p.; A. M. 
Martinez, v.p., Melchor-Guzman 
Co., treasurer, and Grace Ken- 
nedy, assistant to foreign sales 
manager, Bristol-Myers Co., secre- 
tary. 


Standard Appoints Calkins 

Standard Outdoor Advertising 
Inc. has named Calkins & Holden, 
Carlock, McClinton & Smith, New) 
York, to handle a campaign aimed | 
at promoting the outdoor medium. 
Business publications and news- 
papers will be used. 


| 

Dodge Division Boosts Ayer | 

Ray Ayer, director of marketing | 

for the Dodge division of Chrysler 

Corp., Detroit, has been promoted 

to merchandising manager for 
Dodge passenger cars. 


Martin to John Falkner Arndt 

Winslow Martin, formerly with | 
Dreer’s of Philadelphia, has joined 
the account managers staff of J ehn 
Falkner Arndt & Co., Philadelphia. 


DETROIT 


Tigers and Baseball and Detroit and By 
WIJBK all go round together. It’s ia Y, 
Detroit's popular sports, news, and music 
station where folks who like better entertain- 
ment set their dials. For a better buy, better 
try WJBK. 
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45 
The most powerful radio station in } R 
eastern West Virginia, WMMN sells families ahd! 
in a thriving industrial area as well as a fertile Ny 
agricultural region. A natural for farm or a 
urban products, WMMN will carry your sales AN 
message to the people who buy. ; Ay 


ie CINCINNATI 


Progressive Cincinnati buys by 
WSAI, basic ABC station. Broadcasting better 
programs on a full-time regional channel, 
WSAI fans out through a sound, substantial 
market where the business index climbs 
steadily up. Let WSAI put your product into 
this growing Ohio market. 


WAGA 


ATLANTA 


WAGA is a habit for Atlanta 

radio listeners. The CBS radio 

outlet, WAGA puts programs 
and products in the 83,750 radio homes in 
this million dollar market. 
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Hazel Jenney Leaves BBDO 
Hazel Jenney, account executive Slight decrease will be made in 
for William Carter Co. at Batten, evening time and an increase in 


to bring all rates into balance, a 


York, retired May 1 after 26 years Maining time on the 24-hour sta- 


‘Companion. He was elected a 
‘director of Crowell-Collier in Jan- 
uary, 1952, and the following Au- 
gust was appointed publisher of 
Companion. 


manager, has been promoted to 
publisher of Cosmopolitan. He suc- 
ceeds Harry Dunlap, who has been 
appointed publisher of American 
Druggist. Mr. Bishop will continue 
in the capacity of advertisng man- 


| with the agency. Prior to working tion will remain substantially the | 


on the Carter account Miss Jenney same. 
did copy and contact work for} 
du Pont rayon. 


WIND, Chicago, Alters Rates 


{ 
; 
| 
| Barton, Durstine & Osborn, New morning and afternoon time. Re- 


Crowell-Collier Boosts Birnie 


: ae ag — . 
of Woman’s Home Companion, has | pe 
WIND, Chicago, has issued a been named a v.p. of Crowes Col- | advertising. The manufacturer has 
new rate card, effective June 1.) lier Publishing Co., New York. He) 
The new rates will place all cate- joined the company in 1938 as s | 
gories between 6:30 a.m. and 11 associate editor of American Mag- | 
p.m. on an equal basis. In order | azine. In 1943 he became editor of | 


ager until a successor is named. 


Golden Gift to Hilton & Riggio 


Golden Gift Inc., New York, has 
named Hilton & Riggio, New York, 
to handle introductory adv ertising | 
for its “irradiated” orange juice. | 
The process is said to allow fresh | 
juice to be marketed with no loss 
of vitamin quality or flavor. 


Le Trappeur Names Gardner 

_ Le Trappeur of Sillans, France, 

/manufacturer Bae boots, has 
appointed Dona Gardner 

publisher | appointed Boston, to handle its 


a sales office in Boston. 


‘Cosmo’ Promotes Bishop 
Lionel M. Bishop, advertising 


| KEYL-TV 


SAN ANTONIO 


THREE networks, ONE station... 
KEYL-TV offers the high Hooper 
programs of CBS and ABC and 
DuMont to San Antonio's 119,380 
buying households. The third largest city in 
the first largest state, San Antonio is the pick 
of wise advertisers who want their products 
carried home. 
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WAGA-TV 


ATLANTA 


Booming retail sales in Atlanta make 
| WAGA-TV a best buy for adver- 
tisers Who want results. With retail sales in- 
creased over 6 times their 1940 total, WAGA- 
TV offers you a top sales opportunity in a 
fast growing market. 
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' WJBK-TV 


bh <= DETROIT 


Most Detroiters keep their dials 

set to WJBK-TV because top TV 

shows are normal for this popular 
CBS and DuMont outlet. It’s a best buy for 
advertisers with an eye on this rich 102 
million dollar Detroit retail market. 


yea? a. 


~ 


| WSPD.TV 


a3 


i TOLEDO 


“tk Toledo's only television outlet, 
¥. WSPD.-TV covers the third largest 
ry of the eight major Ohio retail markets. Affili- 


ated with all networks, this popular station 
is the effective way of reaching Toledo's 


438,000,000 retail dollars. 
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Does your product need a climate that’s hot... 
or cold? Should the market be urban or rural... 
large or small? Whichever it is there’s a top-value 
STORER STATION to sell your product successfully! 
In broadcasting—and telecasting too—wide-awake 
programming and friendly service have built 
enthusiastic audiences. So put your product on 
STORER STATIONS... 


stations where wise buyers 


hear what wise sellers have to say. 


STORER BROADCASTING COMPANY 


WSPD-TV ~ 
Toledo, Ohio 
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Fairmont, W. Va. Toledo, Ohio Detroit, Mich. Atlanta, Ga. Wheeling, W. Va. 
TOM HARKER, V.P., National Sales Director 


118 East 57 Street, New York 22, Eldorado 5-7690 °¢ 


WIJBK-TV -= WAGA-TV = KEYL-TV 
Detroit, Mich. Atlanta, Ga. San Antonio, Texas 
WwiBK —~- WAGA = WwwvA —- wGBS ~ _  WSAI 


Miami, Fla. Cincinnati, Ohio 


NATIONAL SALES HEADQUARTERS: 
230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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New ‘Family Friend’ 
to Help Druggists 
Build Up Business 


|, Forest Hiztits, N. Y., May 5— 
| Neighborhood druggists, put on the 
| defensive by nearby supermarkets, 
will get reinforcements this fall. 
The help will come from maga- 
zines. 

One such is Family Digest, a 

new monthly which will sell for 
| 10¢ in drug stores only, and which 
will aim to help druggists meet 
supermarket competition (AA, 
_April 27). 
Family Friend, a 52-page quar- 
_terly, designed “to combat super- 
market inroads and to enhance the 
| professional status of the pharma- 
cist by emphasizing his importance 
|to the community,” will make its 
/appearance in the fall (dated No- 
vember). Family Friend’s initial 
guarantee will be 1,000,000, with 
rates at $4,900 per b&w page and 
$6,860 for four colors. (Family Di- 
gest is guaranteeing 1,000,000 and 
is asking $2,750 a b&w page.) 


® A slick book measuring 
81%4”"x1l", Family Friend will be 
mailed to consumers’ homes by 
the publisher. Neighborhood drug- 
gists will supply names and ad- 
dresses of their customers, and pay 
for the magazine at the rate of 
$35 a thousand names. Consumers 
will pay nothing. 

Advertising will be limited to 
merchandise sold in pharmacies, 
and point of sale tie-in displays of 
advertised products will be a fea- 
ture of the magazine’s merchandis- 
ing plan. Merchandising bulletins 
will be sent regularly to subscrib- 
ing druggists, together with news- 
paper mats, manufacturers’ dis- 
play materials, and radio and TV 
announcements. 

Clyde G. Williams, formerly 
sales manager for several pharma- 
ceutical companies, and at one 
time with Murray Breese Asso- 
ciates, New York, will be adver- 
tising director. Gustave H. Sper- 
ber, former sales consultant and 
publisher of sales promotion liter- 
ature, is president of Family 
Friend Inc., located at 106-21 Con- 
tinental Ave., New York. 


Amana Buys Linkletter Show 


Amana Refrigeration Inc., 
Amana, Ia., maker of Amana food 
freezers, starting May 19 will spon- 
sor “People Are Funny,” starring 
Art Linkletter, on the CBS Radio 
network. The half-hour program 
will be carried over 214 CBS sta- 
tions. The company also sponsors 
Kate Smith every Thursday on 
the entire NBC television network 
(AA, Jan. 12, 53). Maury, Lee & 
Marshall, New York, is the agen- 
cy on the show. 


Forsberg-Church Bows 


Forsberg-Church, management 
consultant, has opened offices at 
501 Madison Ave., New York. 
Principals are Franklin S. Fors- 
berg, formerly research director, 
general manager and v.p. of Street 
& Smith Publications Inc., and 
Archer E. Church, previously 
comptroller and assistant treas- 
urer of Newsweek. 


Morris Joins Ethos Co. 


Allan Morris, formerly publicity 
director for Simon & Schuster, has 
joined the Ethos Organization, 
New York, public relations and 


special merchandising promotion 
counselor, in an executive capac- 
ity® 


Foley Appoints Vilardi 

Daniel J. Vilardi, previously 
with International Business Ma- 
chines Corp., has been named 
eastern film sales manager for 
George F. Foley Inc., New York, 
radio-TV program producer. 


Joins McCann-Erickson 

Dorothy W. Donnelly, formerly 
|with N. W. Ayer & Son, has been 
|added to the radio-TV copywriting 
\staff of McCann-Erickson, New 
‘York. 
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A City Offering Every Basic Test City 


Favored by Central Location 


Favored geographically by its central location, Kansas City is the natural capi- 
tal of the country’s greatest agricultural area. It enjoys immediate access by rail, air, 
water and highway to a vast inland empire, rich not only in agricultural output, 
but in industrial production. Established originally as a trading post, Kansas 
City possesses qualities that insure continuing growth and prosperity. ~ 


Amazing Population Growth 


Marketwise a GROWING population is better than a static population. The Kan- 
sas City Metropolitan area ranks 17th in America, with an estimated population 
of more than 861,000, representing a gain of nearly 50,000 since the 1950 cen- 
sus. 268,500 families reside in the Kansas City Metropolitan area. In just one 
section of the city—the Johnson County area—almost 10,000 new residents were 
added in one yeor. Kansas City is headed for ONE MILLION FAST! 


High Degree of Self-Sufficiency 


Kansas City has a self-contained and highly diversified economy contributing to 
permanence and dependability of buying power. Wheat, tobacco, potatoes, live- 
stock, corn and cotton, as well as oil, coal and minerals, combine to provide 
stable, year-in-year-out income for this territory Not dependent upon one crop, 
or one industry, Kansas City’s territory consistently is an outstanding bright spot. 


< 


RETAIL TRADING ZONE 
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Outstanding Buying Power 


In buying power, Kansas City outranks even its high population status. Seventeenth 
in population, the Kansas City Metropolitan area is 15th in retail sales ($1,073,581,- 
000), 11th in wholesale sales ($3,805,882.000), 9th in bank clearings ($18,446,675,- 
265), 12th in retail drug sales ($56,263,000), 15th in automotive sales ($190,963,- 
000)—quality of market 20% above national average. 


Mammoth Retail Outlet 


In Kansas City there are almost 8,000 retail stores with sales totaling over a billion 
dollars annually. Nearly 50,000 persons are employed in retail business with a 
yearly pay roll approaching 150 million dollars. Kansas City retail trade has increased 
246% over a 10-year period. Distribution in the Kansas City market is quickly 
attainable. Four grocery organizations do 64% of the dollar volume. Three drug 
chains do 65% of the dollar volume. 


Vast Wholesale Area 


Kansas City’s wholesale business exceeds three billion dollars lly—indication 
of the extensive area which considers Kansas City its buying center. Transporta- 
tion and wholesaling go hand in hand. Kansas City excels in both these impor- 
tant trade functions. The benefits of such a combination affect favorably every 
other phase of community enterprise. 


A Home-Based Economy 


Kansas City’s economy is home based, with family identity a major factor—59% 
of its homes are owner occupied—75% of its families live in single, detached houses. 
Average income per household is $5,763—total consumer spendable income ex- 
ceeds one and a half billion dollars annually. Here, indeed, is a dependable 
economy with a high degree of family buying ability. 


Gigantic Transportation Network 


Kansas City has unusual accessibility, not only to its own trade territory, but to 
all parts of the country. It is served by 12 major trunk line railroads, 6 airlines, 14 
bus lines and 147 truck lines. By rail, approximately 160 daily passenger move- 
ments and 257 freight movements serve the community. Kansas City air passenger 


traffic exceeds 850,000 passengers annually. Total freight tonnage, rail and truck, 


in and out of Kansas City, has increased 46% in ten years. 
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The Kansas City Star Offers 96% Coverage of Metropolitan Area — 


Qualification! —= 


Plus Effective Coverage in 100-Mile Drive-in Territory 


in keeping with the outstanding qualities of the Kansas City market, 
The Kansas City Star offers unique and outstanding advertising 
advontages which establish it os the leading test medium in the 
country The Star reaches 96% ot all households in Jackson County, 
Mo.,, Clay County, Mo. Wyandotte County, Kansas, and Johnson 
County Kensas—the four counties comprising the Metropolitan 


This areo includes Kansas City, Mo., Kansas City, Kansas, inde- 
pendence, Mo., and North Kansas City, Mo. In addition, The Stor 
affords 24% to 65% coverage of households in remaining counties 
in detail trading zone—PLUS coverage up to 47% in other counties 
in Kansas City’s 100-mile drive-in territory (see map). Here, indeed, 
is phenomeno! coverage in a phenomenal city and crea—NATION’S 
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THE KANSAS CITY STAR 
Morning —344,012 Evening —352,295 Sunday —372,118 
KANSAS CITY {172° Grond Ave. CHICAGO {77 S Store NEW YORK {iit on sete! 


County Area of Kansas City as defined by the U. S. Census bureav. LEADING TEST MARKET—NATION’S LEADING TEST MEDIUM! 
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Census Director 


Reviews Record, 
Finds It Good 


A Look at the Statistics 
Shows U. S. Growing 
Rapidly and Soundly 


By Dr. Robert W. Burgess 
Director, Bureau of the Census 
U. S. Department of Commerce 


Many collections of facts which 
the Bureau of the Census has made 
in recent years about the people of 
the United States and their activi- 
ties have revealed great growth at 
great speed. 

Our population is increasing at 
an average daily rate of about 7,- 
000, or the equivalent of adding a 
new city of over 200,000 popula- 
tion each month. This rate now has 
prevailed for the last five years. 

In the market place, retail sales 
in 1952 amounted to an average of 


| 


Available Market Data 
begins on Page 78 
and goes to Page 151. 
Use the coupons 


for requesting data. 


| 


employed and unpaid workers in 
family operated enterprises. Un- 
employment remains at a low fig- 
ure. At the beginning of 1953, the 
civilian labor force of about 62.5 
million was over a half a million 
larger than a year earlier. 


a With an estimated population, 
including armed forces overseas, of 
about 159 million, there were near- 
ly 8 million more mouths to feed 
than at the time of the April 1, 


By Arno H. Johnson 


Vice-President and Director of Research, 
J. Walter Thompson Co., New York 


Instead of bringing on depression 
and unemployment, peace 
have just the opposite effect—it 
could give us a chance to expand 
our standard of living to a level 
more nearly in line with our prov- 
en productive ability. 


It could give the forces of ad-. 


vertising and selling the opportun- 
ity to demonstrate their power to 
change consumers’ habits and de- 
sires in a buyers’ market free from 


the restrictive fears of shortages, | 
inflation, and uneconomic regula- | 


tion. 


We are living in a dynamic econ- | 
omy where changes have been rap- | 


id and where the opportunities for 
further expansion in the next few 


could ~~ 


Robert Wilbur Burgess, named director 
of the Bureau of the Census on Feb. 4 this 
year, has degrees from Brown University, 
Oxford (which he attended as a Rhodes 
scholar) and Cornell, and taught mathe- 
matics at Cornell, Brown and Purdue. He 
joined Western Electric Co. in 1924 as sta- 
tistician and economist and retired from 
that position last year. The accompanying 
“look at the record” is the first article he 
has written since taking over the Census 


post. 


over half a billion dollars per busi- 
ness day. The year’s retail sales 
amounted to more than $1,000 per 
capita. 

Now, an average of 61 million 
workers are actually employed in 


a typical week, including the self- | 


1950 Census, just three years ago. 
The task of keeping up with the 
dynamics of America is a big one. 
The Census Bureau has its part 
in this task as one of the principal 
fact-finding agencies of the federal 
(Continued on Page 68) 


Sixth Annual Listing of Available 
Market Data Offered to ‘AA’ Readers 


Over 1,300 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its sixth annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, 
to simplify the problem of obtain- 
ing desired information. 


s Throughout the pages of this 
section there are coupons, which 


stig 


_can be filled out and returned to, 
ADVERTISING AGE, indicating which | 
pieces of market data listed in. 
these pages are desired. ADVERTIS- | 
ING AcE will undertake to forward 
all requests for data to the pub- | 
lishers of each piece. Fulfilment of | 
these requests, however, rests in| 
the hands of the individual pub-| 
lishers of the data, who undertake | 
to handle all reasonable requests, | 
within the limitations of supply or. 
other conditions which cannot be) 
foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
|charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 


(Continued on Page 74) 


stagger the imagination. 
Our total productive ability is 


joy a third higher standard of liv- 
ing within the next five years if 
we did no more than produce at 
the same per capita rate that we 
actually reached during the war 
peak of 1944. 


s To reach this one third higher 
level of consumption, which now is 
possible through fuller utilization 
of our proved productive ability, 
will require intensified selling to 
the consumer and continued im- 
provement in efficiency of distri- 


bution. It also will need further | 


expansion and improvement in 
industrial facilities to keep the 
costs of civilian goods and serv- 
ices at competitive levels. 
Unfortunately many economists 
and government officials in the 
past seem to have based their pro- 


years are so great as almost to| 


such that as a nation we could en- | 


| 
| 


"SIXTH TIME—For the sixth consecutive year, 
| Advertising Age leads off its annual Market 
| Data Issue with an analysis of the current 
|economic situation by Arno Johnson. Mr. 
| Johnson’s analyses of the economic outlook 
| have been remarkably accurate during the 
| postwar years. Here he defines the oppor- 
tunity and the job ahead if peace comes. 


|jections of the future on the rate 
of government spending—as if 
‘government spending were the as- 


'sured way to prosperity. 
| Through years of insidious pro- | 
_paganda we have been taught to) 
believe that only through expand- | 
ing government expenditures—and 
war—accompanied by increasing 
controls and re:_-rictions on private 
initiative can we have prosperity 
and full empioyment. And even. 
our business leaders have fallen) 
increasingly into reliance upon 


, ee Peace Can Bring Opportunity to 
Advertising to Improve U.S. Living 


Johnson Scoffs at Notion that Peace Is a Threat, 
Says Intensified Selling Can Take Up Any Defense Slack 


government rather than upon 
their own initiative and ingenuity 
which should be directed instead 
toward increasing production at 
lower costs and toward develop- 
ing and increasing markets for 
their production. This had led to 
fear of depression and unemploy- 
ment if these government expendi- 


tures for defense are cut back. 


® Furthermore, the present high 
level of income in the United 
States, resulting from war and de- 
fense stimulation, along with in- 
flation, has obscured the oppor- 
tunities for a_ still higher real 
standard of living based on our 
proven productive ability. The lev- 
el of prosperity may appear high, 
but it is not nearly as high as it 
should be. 

These fears for the remainder of 
1953 and 1954 do not take into ac- 
count some very basic changes 
that have taken place since pre- 
war in our productivity, distribu- 
tion of income and_ purchasing 
power, and in the resulting oppor- 
tunity for further substantial ad- 
vances in our standard of living. 
In particular, there has been little 
recognition of the spectacular 
change in discretionary spending 
power of our population. 

Since 1940 there has been a five- 
fold increase, from $26.5 billion 
in 1940 to $134.0 billion in 1953, 
in the level of discretionary spend- 
ing power. Discretionary spending 
power is here considered to be the 
amount of personal income after 
taxes that remains as_ surplus 
spending power over and above 
what would be needed to provide 
a 1940 per capita standard of liv- 
ing for such necessities as food, 
clothing, and shelter at present 
prices. 


Reasons for Pessimism 
Let’s examine some of the rea- 
sons given for most of the pessi- 


sl cmasepianentie 
Other Government Expense 
Private Investment 
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Durable Goods 


Population (millions) 


Personal Consumption ......... 
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Table I 


Production And Consumption—1952 Prices (Billions) 


Economy 

Oppor- 
Prewar WarPeak Postwar Low Defense tunity 
1940 1944 1947 1952 1958 
saben $ 202.1 $ 323.7 $ 278.3 $ 345.1 $ 400.0 
aaiaitie 4.8 142.3 14.4 48.9 40.0 
puiblekanis 25.7 15.5 21.2 28.6 30.0 
sataniads i 31.0 6.4 49.1 51.6 40.0 
nbeiiistinis 140.6 159.5 193.6 216.0 290.0 
sisted 16.0 9.6 25.5 25.8 34.0 
manent 80.9 97.1 107.9 118.8 163.0 
auieiesia 43.7 52.8 60.2 71.4 93.0 
aaeesdlinben 132.1 138.4 144.1 157.0 171.0 
witeinded $1,530 $2,340 $1,930 $2,200 $2,340 


Expanding 
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MINNEAPOLIS 


wells already pro- 
ta’s two-year-old 
erica’s newest ma- 
jor oil province, promising 250,000 barrels 
daily by 1960. Refineries and Pipe lines 
are already under construction. 
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This magic brown coal can make possible 
whole new industries from gasoline to 
plastics, from nylon to fertilizer and 

adds 300 years to America’s reserve of 

solid fuel. . . 600 billion tons in North * 
Dakota alone! 


conservation, 


That’s the promise of the 15 billion-dollar 
issouri Basin Pro ject including this $270 
million Garrison Dam in North Dakota. 


irrigation. 
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MORE THAN 620,000 


cities in the United States have 
Sunday newspapers with larger 
circulations than the 


Minneapolis Sunda V Tribune 
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In Minnesota, North and 


South Dokota, western Wisconsin 
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This miracl k is addi th - ie BT 
y oP nace rock is adding another cen Bet With their gigantic 214 billion-dollar farm 
income, Upper Midwest states rank ; 


tury of production to Minnesota’s world- w: 
ce of two-thirds [gape 8 § 
clas among the top five 


famous iron ranges, sour 
of the nation’s ore. Mining companies, al- eer: 

ready processing this low-grade ore, plan | Ey .{ major farm p . 
to invest a billion dollars in its future. ee tion that builds sound economic growth. 


Exciting developments in natural re- 
sources, plus the rich, diverse economy, 
make for stability, inspire business con- 
fidence in Upper Mid west. Example: new 
North Central Home Office of Prudential 
Life Insurance Co., Minneapolis. 


From heavy machinery to food processing 
to intricate precision manufacture, Upper , 
Midwest industrial employment opportu- 
nities are increasing at twice the national 
rate—and gaining advantage from one of 
the nation’s best-educated labor forces, 


Star and Tribune 


EVENING MORNING AND SUNDAY 


SUNDAY - 485,000 DAILY 


John Cowles, President 
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CHART 3 


FIVE FOLD GROWTH 
IN DISCRETIONARY SPENDING POWER 
SINCE 1940 


1953 
CHART 1 


OPPORTUNITY FOR EXPANDING ECONOMY 
IN NEXT 5 YEARS 


CHART 2 


OPPORTUNITY FOR INCREASED FOOD SALES 
WITH ADVANCE IN STANDARD OF LIVING 


One Third Higher Standard of Living Possible taden of Shower Hooid Consumption wrap ! 
wo 2460 Bion 
Along With a Strong Defense. And Expenditures By Income Groups a 
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immediately ahead: 

1. They say a $10 billion drop in 
defense expenditures will cause 
serious unemployment and a crip- 
pling drop in consumer purchasing 
power. But— 


e A 5% increase in consumer 
buying alone would offset a $10 
billion cut in defense purchases 
—and retail trade in the first 
quarter of 1953 was up 10%. 


e N on-agricultural employment 
in March 1953 at 55,740,000 was 
more than 2 million greater than 
a year ago. Wage and salary 
earners in the whole durable 
goods manufacturing classifica- 
tion—including the major part 
of defense production—totel only 
9% million or 15% of our civil- 
ian labor force. It would take a 
cut-back of over 20% in durable 
goods production and employ- 
ment to equal the 2 million gain 
in employment so far this year. 


e The level of disposable per- 
sonal income after taxes in the 
first quarter of 1953 at $246 bil- 
lion was about $17 billion above 
the first quarter of 1952—enough 
for increases in consumer pur- 
chases considerably greater than 
contemplated defense cuts. 


e The fear of recession in 1953, 
therefore, on the basis of cuts in 
defense expenditures seems ex- 
aggerated. A relatively small in- 
crease in consumer purchases 
could more than offset any con- 
templated cut in government ex- 
penditures, and the level of pur- 
chasing power in the hands of 
consumers is such that a sub- 
stantial increase in purchases 
could occur—offering real op- 
portunities for aggressive mar- 
keting and even the expanded 
use of consumer credit. 


s 2. They say that deferred de- 
mands for durable goods saved us 
from depression after World War 
II and that no backlog of demand 
exists now. But— 


e When all figures are converted 


to 1952 prices in order to re-| 
move price fluctuation and to. 


indicate relative physical vol- 
ume it can be shown that be- 
tween the war peak of 1944 and 
the postwar low of 1947 we suc- 


cessfully survived a cut in de-. 


fense expenditures the equal of 
$128 billion in present prices— 


twelve times as great as the $10) 


billion cut we may now face. Yet 


consumer purchases of durable) 
goods in 1947 at present prices | 


1944 of only about $16 billion 
toward offsetting the $128 bil- 


lion drop in defense expendi- | 


tures. 


e “New demand” rather than 
“deferred” demand built and 
held postwar sales of automo- 
biles and other durable items at 
record heights. There was some 
deferred demand for cars in 
1946 and 1947 as indicated by the 
fact that the number planning 
to buy a new car in those years 
exceeded the number produced 
(Federal Reserve Board Sur- 
veys of Consumer Finances), but 
since that time consumers have 
been “sold” many more cars 
than they had any intention of 
buying. Early in 1951, for ex- 
ample, 2.1 million consumer 
spending units intended to buy 
a new car during the year—ac- 
tually 4.4 million consumers 
were sold new cars. That was 
twice as many as had any in- 
tention of buying. Similar evi- 
dence of selling power rather 
than deferred demand was 
shown by these figures for 1951: 


Intended to Buy Actually Bought 


Ns gaan a cccten . 1 million 4.4million 
Saar 166” * i 
ME ie i6.ca downs 3.7 ” 116 =” 
Television sets ....... 26” 63 ” 
Refrigerators ........ 2.6” 62 ” 
Washing machines .... 14 ” 3.0 ” 
Houses (new or existing) 2.0 ” 24 ” 


s 3. They say our total public and 
private debt is so high it will top- 
ple us into depression. But— 


e Total debt, public and private, 
represented 185% of our total 
national production in 1929 and 
188% in 1940, but at the end of 
1952 was only 149% of a year’s 
production. Since the great ex- 
pansion of debt was in the fed- 
eral segment, the relation of pri- 
vate debt to production has 
dropped substantially—from 
156% of total production in 1929 
and 128% in 1940 to 84% in 1952. 


e Long-term corporate debt, for 
example, represented 45% of our 
total production in 1929, and 
43% in 1940 but now is less than 
half that ratio at 19%. 


s 4. They say consumer credit is 
over-expanded and will squeeze 
consumers’ ability to buy. But— 


e In relation to discretionary 


spending power of consumers | 


the amount of consumer credit 


outstanding has dropped from | 


31% in 1940 to 18% in 1953. To 


reach even the 1940 relationship | 
of 31% would indicate a possible | 


er credit without over-extension. | 
Consumer credit could safely ex- 
pand by 75% over the present 
level of $24 billion. 


e Furthermore, present consumer | 
“strong 


credit is largely in 
hands’’—those best able to pay; 
55% 
credit is owed by the top 35% 
with incomes over $4,000 who 
have 59% of the liquid assets. 


On the other hand, only 7% of | 


consumer credit is in the lower 

27% of incomes—those under 

$2,000. 

ca + oe 

Now let’s examine some of the 
positive factors that point to in- 
creased sales opportunities as de- 
fense expenditures slacken. 


One Third Higher Standard 
Of Living Possible 

An analysis of what happened 
to the real standard of living be- 
tween 1940 and 1952 shows that 
our miraculous increase in pro- 
ductivity made possible an _ in- 
creasing standard of living even 
during all-out war as well as during 


of short term consumer 


| now have an opportunity for ex-/| 
'panding economy that could bring | 


a one third higher standard of liv- 
ing within the next five years. 
| (See Chart 1) 


converted to 1952 prices in order 
to remove price fluctuation and to 
indicate relative physical volume, 
it can be shown that we success- 
fully absorbed the shock of drop- 
ping defense production from the 


living. The cut-back in defense ex- | 
penditures from 1944 to 1947 was} 
‘the equivalent of $128 billion at 
|present prices—yet many now) 
warn of depression if only $5 to, 
| $10 billion is to be cut from our 
'1953 defense peak. 


crease in personal consumption ex- 
penditures to offset a $10 billion 
drop in defense production. A 
change, therefore, in our standard 
of living of only 5% would be 
enough to maintain our present 
level of production and purchasing 
power even in the event of cuts in 


When all figures in dollars are| 


war peak in 1944 and had a sub- | 
| stantial advance in the standard of | 


| 
s It would require only a 5% in- 


penditures. 

_ Furthermore, production in 1958 
—that is, within the next five 
|years—no greater than the per 
capita rate proved possible in war- 
time 1944 would mean a gross na- 
tional production of over $400 bil- 
lion. This would be enough for 
continued expansion of civilian 
goods and services by one third 
/over present levels even after $40 
| billion annually for defense, and 
ample allowance for other govern- 
ment purchases and private in- 
_vestment. The figure of $40 billion 
‘for defense is used as a reflec- 
| tion of current estimates that 
defense may drop from peak levels 
| but cannot safely go below $40 bil- 
lion annually for some years to 
/come. 


e In terms of constant 1952 dol- 
‘lars our per capita productivity 
increased from $1,530 in 1940 to 
$2,340 in 1944 (Real Gross National 
Product divided by population). 
A similar per capita productivity 
for our 171 million population in 
1958 could mean a Gross National 
Product of $400 billion in 1958 in 


Present age in 1953 
Birth Year 


Age At Critical Periods 


1917 - World WarlI 
12 years of expansion 


1929 - Stock Market Crash 


1941 - World War II 
13 years of war & 
defense production 


1953 - Peacetime 
Opportunity for 
Expansion 


Age-Experience Of Present Key Executives May Retard 
Recognition Of Our New Opportunities For Expansion 


Future Key Present Key Top Advisory 
Executives Executives Group 
35 to 49 50 to 60 61 to 75 


1918 to 1904 


(except 1921 depression) 


1903 to 1893 


1892 to 1878 


“Jr. Executives” 


Beginning of 11 yrs. of . 
depression, unemployment 
and “mature economy” 


-to 13 14 to 24 ( 25to39 ) 
"Jr. Executives” 
11 to 25 ( 26to36 ) 37 to 51 
“Tr. Executives” “Key Executives” 
( 23t037 ) 38 to 48 ( 49to63 ) 
“Key Executives” “Advisory” 
35 to 49 ( SO0to60 ) ( 61lto75 ) 
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When you want to get a woman to buy your 
brand, the place to tell your story is in the 
medium on which she depends when she gets 
down to the business of actually planning 
her purchases at the stores. And that’s the 
newspaper. 

ee. as 


More than any other, the newspaper is 
the medium which is an integral part of a 
woman’s life...thru which she partici- 
pates in the affairs of her own community 
...and to which she turns daily for infor- 
mation and guidance in personal and 
family affairs. It is a daily companion 
with which she is thoroly at home and in 
which she has a unique proprietory inter- 
est shared by no other medium. 

In these days of intensified competition 
and increasing self service by women, no 
medium can match the newspaper for 
direct selling effect at the retail level. It 


What is the best way 
to sell your brand? 


is the retailer’s own advertising medium. 
It is the one to which women turn volun- 
tarily every day for buying ideas. 

You turn today’s selling conditions to 
your advantage when you use the news- 
paper. And in Chicago the newspaper 
which will give you greatest returns from 
your advertising is the Tribune. With 
hundreds of thousands more circulation 
than any other Chicago newspaper it can 
best help you get greater sales and build 
a strong consumer franchise for your 


brand. 
# * + 


A TRIBUNE representative will be pleased 
to work out with you a consumer-fran- 
chise plan such as other advertisers in 
your field are using with success. He can 
show you how it can increase your sales, 
strengthen your operations and get 
greater returns from your advertising 
expenditure. Ask him to call. 


Chicago Tribune 


ADVERTISING SALES REPRESENTATIVES 


Chicago | New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


San Francisco Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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CHART 4 


CONSUMER CREDIT COULD SAFELY EXPAND 75% 


WITHOUT EXCEEDING 1940 RATIO 
TO DISCRETIONARY SPENDING POWER 


CHART 5 


SIX FOLD INCREASE SINCE 1940 
IN EXCESS OF DISCRETIONARY SPENDING POWER 


Advertising Age, May 11, 1953 


CHART 6 


CONSUMER DEBT IS LOW 


IN RELATION TO : 


DISPOSABLE INCOME AFTER TAXES - INDIVIDUAL SAVINGS 
SAVINGS 
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+ Food. Clothing, Sheter 


terms of 1952 dollars, and could 
provide the purchasing power for 
a standard of living approximate- 
ly one third higher than at pres- 
ent. (See Chart I and Table I) 
The level of productivity neces- 
sary to provide for $40 billion of 
defense and an increase of one 
third in the standard of living by 
1958 should be considered a mini- 
mum opportunity because it would 
require only reaching the produc- 
tion level actually reached per 
capita in 1944 when our tools of 
production were far less adequate 
Only 1% per year increase in our 
per capita productivity over levels 
reached in the first quarter of 1953 
will mean a production of over 
$400 billion annually by 1958. 


Family Income Shifts— 
Market Potentials Increase 

Between 1941 and 1952 there 
were some very significant shifts 
upwards in the distribution of fam- 
ilies by income groups. About 23 
million consumer spending units 
moved up to the level above $3,000 
with an increase in this group from 
5,703,000 or 14.5% in 1941 to 28,- 
620,000 or 54% in 1952. (See Table 
Il) 

Increased taxes, of course, have 
cut heavily into the income of 
those who have moved above the 
$3,000 income level. After taking 
federal income taxes into account, 


~-ene income group to the next as 


however, there still exists a start- 


ling shift upwards in income} 
groups. 

In 1941 only 1,564,000 consumer 
spending units had incomes over 
$5,000 before taxes; but in 1952 
8,400,000 had incomes over $5,000 
after federal income taxes. In 1941 
there were 5,703,000 with incomes 
over $3,000 before taxes; by 1952 
about 26,420,000 or about 4% times 
as many had incomes over $3,000 
after federal taxes. 


s When families move up from 


rapidly as this, there is a substan- 
tial increase in discretionary 
spending power, even after taxes 
and after applying the present in- 
creased costs of living to the basic 
items that made up the family’s 
former standard of living. 

The net of these shifts was an 
increase of 66% in real purchasing 
power in 1952 compared with 1940 
after taking into account increased 
taxes and increased prices. 

There is an opportunity for pur- 
chasing power in 1953 to be at the 
highest level in history. 

Present production trends point 
to a 1953-1954 level of $257 billion 
of disposable personal income after 
taxes—enough to increase con- 
sumption expenditures by 10% 
over the 1952 level of $216 billion | 
up to $237 billion and still allow a 
continued high level of over $20 


billion in personal savings. (Over | 


five times the level of personal | 


savings of $3.7 billion in prewar 
1940.) 

In 1953, with consumer prices 
declining slightly, the American 
people could have 78% more real 
purchasing power with which to 
buy physical units of goods and 
services than they had in the best 
prewar year 1940. This is after 
taking into account the increased 
personal taxes and after correction 
for inflation in prices over prewar 
levels. 


Unusual Opportunity 
For Increased Food Sales 
Food is a good example of how 


these shifts upward in income 
groups of families and in the real 
purchasing power have expanded 
substantially the potential market 
—even for a product classification 
that is usually considered very in- 
elastic in demand. High prices and 
the general inertia and resistance 
to change in living habits and cus- 
toms have retarded changes that 
could have taken place in per capi- 
ta consumption of food. 

Prewar government studies 
showed thnat total physical con- 
sumption of food per capita varied 
by income groups. Taking the aver- 
age per capita consumption for the 


nation as 100, those living in fam- 


\ilies with low annual incomes of 


$500 or less consumed 28% less 
than the average; persons in fam- 
ilies with over $5,000 annual in- 
comes consumed 39% more than 
the average. The average con- 
sumption fell in the middle in- 
come group which then was $1,- 
000 to $1,500. (See Chart 2) 
Now, with the middle income 
group between $3,000 and $5,000 
the per capita food consumption 
should have increased by at least 
25%. If the dietary habits of our 
population were to become similar 
to the actual prewar consumption 
pattern in the families that had 
considerable discretion in their se- 


Under $1,000 
$1,000 to $2,000 
$2,000 to $3,000 
$3,000 to $5,000 
Over $5,000 

Total 

Total Over $3,000 
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TABLE II 
1941 % 
henseee 13,311,000 33.9 
vents 11,967,000 30.5 
sobbaas 8,306,000 21.1 
eeinn 4,139,000 10.5 
a 1,564,000 4.0 
sbsviane 39,287,000 100% 
soos 5,703,000 14.5% 


Distribution Of Consumer Spending Units By Income“ 


1952 % 
6,890,000 13.0% 
7,950,000 15.0 
9,540,000 18.0 

17,490,000 33.0 
11,130,000 21.0 
53,000,000 100% 
28,620,000 54.0% 


*NOTE: Preliminary figures from the Federal Reserve Board 1953 survey indicate 
that the shift upward has continued into 1953. The over $5,000 income group, 
for example, represented 25% of consumer spending units in February 1953 
instead of 21%. 
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THE CHARLOTTE OBSERVER 
is the largest daily newspaper 
— advertising and circulation — 


in the Carolinas. 


Alone, it effectively covers the 
GREATEST RETAIL MARKET 
between Richmond and Atlanta 


...and at a milline rate among 


the lowest in America. 


Ralph Nicholson, President and Publisher 


Represented Nationally by 
_ SAWYER -FERGUSON - WALKER CO. 


NEW YORK. CHICAGO, PHILADELPHIA. 
DETROIT. ATLANTA, SAN FRANCISCO. LOS ANGELES 
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lection of foods (those over $5,000) 
then per capita consumption could 
be 39% above prewar. 


@ The actual increase in physical 
per capita food consumption over 
the 1935-193S average has been 
only 12%, so the potential increase | 
in food sales resulting from 
changed family income is substan-| 
tial. 

In terms of dollars the variation | 
in family consumption of food by | 
income groups prewar was much | 
wider because of changes in qual- | 
ity and type of food selected as_ 
incomes increased. The lowest in- | 
come group (under $500) spent | 
69% less than the average per | 
family, while the per family ex-| 
penditure in the over $5,000 in- | 
come group was 149% above av-. 
erage. The family with over $5,- | 
000 spent three times as much for | 
food as the middle income family 
of $1,000 to $1,500. 

This indicates that there is ae 
broad opportunity for increasing | 
total food consumption in an ex-| 
panding economy. Selling and edu- 
cational efforts will be needed to 
change living habits and desires 
more in line with present real pur- 
chasing power. Now that so large a 
share of consumer income is “dis- 
cretionary” in character, an in- 
crease in food consumption is up 
against increased competition from 
other things that make up a stand- 
ard of living. 


j 
| 
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Discretionary Spending 
Power Is Five Times 1940 


The shift in income distribution 
of families has resulted in a much 
more rapid growth in “discretion- 
ary income” than in the “dispos- 
able income.” While disposable in- 
come, after taxes, is often used as 
a measure of consumer purchas- 
ing power, it fails to reflect the 
truly dynamic force of millions of 
families moving upward in in- 
come groups and facing oppor- 
tunities for substantial revision in 
their standard of living. The dis- 
cretionary income is a better re- 
flection of changing opportunity. 

Using 1940 as the base year for 
living standards, the trend in costs 


CHART 7 


SIGNIFICANT CHANGE IN AGE GROUPS 


1953 vs. 1940 

65% MORE CHILDREN UNDER 5 
50% MORE CHILDREN 5 T09 
42% MORE ELDERS OvER 60 


*65% 2% FEWER ADOLESCENTS 


+50% 


Cl ee 22% S07. BUILT-IN ERA WHEN: 
NO TELEVISION 
NO RADIO 
FEW HOME APPLIANCES 
OvER 50% uso gu mamma cs 
30 YEARS OLD GRADE SCHOOL EDUCATION 
viele ede oo wan a) 
ISTRI T q ™ —— 
UNOERS 5-9 1019 2039 4059 4OLOVER TOW 
1940 (arm i) 14 W7 241 425 3Ol 137 1325 
1953 (wwviesr) 16 160 236 465 367 195 1611 
CHANGE 74 #53 -05 40 66 S8 286 
%CHANGE *65% *SO% =-2% «4+9X «922% «942% «122% 


Nove Adj veted tor contus under enumeration f chidren under $ years 


MORE 
|sr CHILOREN UNDER 10 


CHART 8 


677% OF OUR DWELLING UNITS ARE OVER 20 YEARS OLD 
507% ARE OVER 30 YEARS OLD 


TOTAL DWELLING UNITS IN 1953 


ESTIMATED 


33% 


YEARS OLD 


UNDER 
20 YEARS OLD | 16,000,000 
BUILT SINCE 1932 

20 10 30 17% 


, seinen BUILT 1923 t0 1932 8,300,000 


of maintaining an equivalent 1940, 
per capita basic living standard for 
the necessities of food, clothing, | 
and shelter for our entire popula- | 
tion has been traced from 1929 to 
1953. (See Chart 3) 

In 1940 when our total dispos- 
able personal income after taxes 
was $75.7 billion, our population 
used $49.2 billion of this for basic 
living costs—the necessities of 
food, clothing, and shelter. The re- 
maining $26.5 billion was avail- 
able for all other items making up 
the 1940 standard of living or sav- 
ings. $3.7 billion of this repre- 
sented personal savings in 1940. 


s To maintain the same standard 
of living per capita for food, cloth- 
ing, and shelter in 1953 at the in- 
flated prices would require $112.0 
billion instead of $49.2 billion be- 
cause of the increased prices of 
these necessities and because of 
the increased population to feed, 
clothe, and shelter. This $112.0 bil- 


lion would, however, provide for 
the same consumption in physical 
units per person and of the same 
quality as in 1940. 

But disposable personal income 
in 1953 (first quarter) was at the 
annual rate of $246 billion even 
after the increase in personal tax- 
es, so the consuming public has 
$134 billion or five times as much 
in the form of discretionary buy- 
ing power over and above what is 
needed to provide the necessities 
for a 1940 standard of living. This 
five-fold greater discretionary 
buying power is available at the 
discretion of the individuals to pro- 
vide for increased savings, addi- 
tional items not enjoyed before, or 
improvement in the basic stand- 
ard of living in the form of more 
or better quality items of food, 
clothing, and shelter. 


@ The extent to which this great 
pool of new discretionary spend- 
ing power is used to expand the 


Sorcaceretetatot 


= 100 E. 42nd Street 
New York 17,N. Y. 


of a DEALER 


@ How does the typical retail dist 


ributor of office 


supplies, machines and furniture operate? 
@ What products does he handle? 
@ How large a territory does he cover? 
@ How much of his volume originates with “outside” 


salesmen? 
@ Who does he buy from? 


@ What is his annual sales volume? 


@ What is his rate of stock-turn? 


The answers to these and dozens of other vital questions 
are now being developed in a comprehensive nation-wide survey 


of office ig 
Appliances 


and equipment dealers conducted for Office 
“4 Elrick, Lavidge and Company. The report is 


now being compiled and will be published in June. 
Write any of our offices to reserve a personal copy. 


It pays to talk business through your business paper 


office appliances 


600 WEST JACKSON BLVD., CHICAGO 6, ILL. 


2633 Military Ave. 
Los Angeles 64, Calif. 


purchases of any particular prod- 
uct classification will depend on 
how desirable this product can be 
|made to the consumer to win out 
|in competition with other possible 
uses of the discretionary income. 
Some examples of how greatly 
sales of selected items could in- 
/crease to be in line with the in- 
‘crease in discretionary spending 
|power are shown in the ac- 
companying table III. 


Discretionary Income 

Also Up Proportionately 

| At no time in history have we 
| experienced any such volume of 
discretionary income. The amount 
in 1929, for example, was only 
$26.9 billion and was even lower 
in the period between 1929 and 
1939. (See Chart 3) 

The upward adjustment in the 
re-distribution of income results 
in a disproportionate increase in 
discretionary income. And after 
creature needs—food, warmth, 
shelter, adornment—are satisfied, 
the discretionary income that re- 
mains is both an index of oppor- 
'tunity to raise the standard of liv- 
ing and a highly volatile new fac- 
‘tor in the economy. 

With the disproportionate 
‘growth of discretionary income 
this now represents 54% of the ex- 


Advertising Age, May 11, 1953 


|panded total of disposable per- 
‘sonal income after taxes, while 
|in our best prewar year it repre- 
sented only 35%. 


| But it takes time for a family 
‘to move from a cabbage standard 
of living to an artichoke standard 
of living. There is psychological 
‘inertia to change, and in over- 
coming that resistance and hasten- 
_ing an upward adjustment to the 
higher living standard there is 
/much hope for sustaining markets. 

Consumer credit could play an 
‘important part in encouragement 
of an advancing standard of living 
if it is recognized that present lev- 
els of credit are not too high for 
safety. 


® Disposable income _ (personal 
income after federal and local tax- 
es) has frequently been used as a 
national yardstick of the amount 
of consumer credit that the econ- 
omy can carry safely. In the pe- 
riod from 1929 to 1939 consumer 
credit outstanding ranged be- 
tween 7% and 10% of disposable 
income. In 1940 it was 11%; then 
it dropped to as low as 34% dur- 
ing the war peak of 1943-44. The 
1940 relationship of 11% has some- 
how gained acceptance as the 
“ceiling” beyond which it would 
be dangerous to allow consumer 
credit to expand. As of the first 
quarter of 1953, the $24 billion 
of consumer credit, or approxi- 
mately 10% of the $246 billion 
rate of disposable income, is near- 
ing the mythical ceiling. 


® Relating consumer credit to dis- 
posable income at least has the 
value of using something as a 
measuring rod, but nobody goes 
on to determine whether the pre- 
war relationship was valid and 
can serve as a proper proportion 
now. 

Consumer disposable income is 
not a proper yardstick for con- 
sumer credit because it has 
changed in character as a result 
of our increased productivity and 
rapid change in the income dis- 
'tribution of families. As families 
/have moved up from one income 
group to the next there has been 
a disproportionate change in their 
“discretionary” income—in their 
ability to save or to buy things 
beyond the bare necessities. 


Consumer Credit Could 

Expand 75% and Still be ‘Safe’ 
Discretionary income should be 

a more valid measure of the po- 


WHY HORSE AROUND? 


NO 
BLIND SPOTS 
ON WBNS! 


Got a campaign needing 
strategically selected spots? 
WBNS is a solid choice. Covers 
the rich Central Ohio market 
area completely, blankets the dial 
with more steady listeners 

than any other station, Spots 
reach a big audience which stays 
tuned for the 20 top-rated 
(Pulse) programs. 


CBS for CENTRAL OHIO 
ASK JOHN BLAIR 


radio 


COLUMBUS, OHIO 
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During the First 
3 Months of 1953 

the 
CHICAGO DAILY NEWS 


GAINED 
375,915 LINES 


| of 
TOTAL DISPLAY 


ADVERTISING 


This Gain Was MORE 
Than That of ALL Other 
Chicago Newspapers 
COMBINED 


*Source: Media Records, Inc. 


_. SAN FRANCISCO 
inane Brooks & Finley 
ie --Market Street oe 


ABC Figures 
for the Six Months Ending 
March 31, 1953 | 
Will Give the 
CHICAGO DAILY NEWS 


a Circulation of 


560,868 - 


The Highest 
Six Months Average 
in This Newspaper’s 
77 Years of Publishing 


*As filed with the Audit 
Bureau of Circulations, 
subject to audit 


Up 144,764 


over March 31, 1944. 
the last comparable six 
months ABC figures be- 
fore John S. Knight assumed 
control of the Daily News 


a= Brooks & Finley ~ 
1651 Cosmo Street — 
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tential use of consumer credit than 
the relation of credit to disposable 
income or other factors. 

The present level of $24 billion 
of consumer credit is low in rela- 
tion to discretionary income—it 
represents only 18% as compared | 
with a prewar 1940 ratio of 31%.. 
(See Chart 4) 


There is nothing magic even in 
the 1940 relationship of 31%. 
There wes no particular evidence 
of strain on credit repayment at 
that time. Perhaps the ratio could 
have been higher with almost 
equal safety. But accepting 31% of 
discretionary income as a conser- 
vative relationship for consumer 
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Put some of your ad dollars to work fiow 
in the richest game preserve of t 
Hunting & Fishing. Results count. You'll 
bag more sales where prospects are thickest! 
Write for Man Market Data Folder. 


Market 


Advertising Age, May 11, 1953 


How Consumers Could Increase Their Purchases Of Selected 
Items In Line With Discretionary Spending Power 


Potential Based Potential % 
On 1953 Discre- Increase Over 
tionary Income 


Table III 


Examples Of Items Of Consumer Expenditure That 
Could Follow Discretionary Spending Power: 


1940 1951 
(billion) (billion) 

Discretionary Spending 
Power (Billion) $26.5 $118.0 
III, i ncsccasisanbnanetuabnesnets 3.7 11.3 
BE MII ccicnseticcotnctoniecrsresins 0.5 1.3 
Jewelry and Watches ................ 0.4 1.4 
ST IND a cessececcnstesceneeessoce 0.4 1.1 
PII os ss sciatanincanboneenticnreen 1.0 3.4 
Automobiles (new & used) ........ 2.2 8.8 
Foreign Travel ............:::::ccccseee 0.6° 0.9 


*1929 figure used since 1940 was abnormally low—war year in Europe—discretionary 
spending power in 1929 was $26.9 billion or about the same as in 1940. 


1951 Actual 
(billion) 


$134.0 (Ist qtr. 
annual rate) 


14% 


18.9 67% 
2.6 100% 
2.1 50% 
2.1 91% 
5.2 53% 

11.2 27% 
3.2 254% 


230 E. Ohio St. * Chicago 11, Ill. 


The Great 
Salt Lake 


Intermountain 
Market ee ses 


Larger Than the Cities of Cleveland, Baltimore, Boston or Washington, D. C. 
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$73,302,000* in 
Household 


a 


Furnishings 


Only seven of the nation’s largest cities have household furnishings sales greater than 
the Great Salt Lake Intermountain Market’. Sales in this market have increased 46.7% 
since 1948 which is 27.3% above the U. S. average increase. In home furnishings pur- 
chases per family, this market is 16% above the national average, and Utah, the key state, 
ranks sixth among all states for largest per family purchases, with Nevada, third, and 
Wyoming, ninth. This is a market that is certain to increase your profits. Sell it all 
through two outstanding newspapers with one money-saving buy. 


*SRDS Consumer Markets, 1952-53 


The Salt Lake Tribune < 
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SALT LAKE CITY 
ABC ZONE 


Every family that 
reads a daily news- 


has’ either 

e Salt Lake Trib- 
une or the Deseret 
News and Telegram 
in the home. 


COMPLETE 


N 
Ro ade 


\: DESERET NEws 


& 


Rak 


~~ 
we 


ing 


These two papers 
reach nine out of 
10 homes in the 
City and Retail 
Trad 


MARKET COVERAGE 


CITY AND RETAIL 
TRADING ZONE 


TOTAL CIRCULA- 
TION AREA 


These 
reach five out of 10 
hemes in the total 
Zone. circulation area. 


two papers 


Represented Nationally by: 


Moloney, Regan & Schmitt, Inc., Metropolitan Sunday Newspapers 


Pull Lake Telegram 


credit would mean that the total of 

_consumer credit outstanding could 

_be increased 75% without exceed- 

‘ing the 1940 relationship. 

| This would mean an additional 

/$18 billion and safe limit total of 

| $42 billion under present levels of 

/production and income. 

| At this potential level consumer 

credit would represent: 

|e 31% of discretionary income— 

| the same as in 1940 or the five- 

_ year average from 1936 to 1940. 

@ 17% of disposable income after 

| taxes—the ratio was 11% in 

| 1940. 

_@ 2.1 times the annual personal 
savings of $20 billion—in 1940 
the ratio was 2.2 times personal 
savings and in 1939 it was 2.6 
times. 

| Even with the 75% expansion 

‘to $42 billion of consumer credit 

there still would be an excess of 

| $92 billion of discretionary spend- 
ing power over the consumer cred- 
it outstanding, or five times the 
excess of discretionary spending 
/power in 1940. 


Has Grown Six-Fold 

_ Coming back to the importance 
of discretionary spending power as 
a yardstick for consumer credit, 
‘there is an impressive indication 
‘that the ability to handle consumer 
credit increases faster even than 
‘the growth in discretionary in- 
'come. This is shown by the grow- 
ing excess of discretionary spend- 
|ing power over the total of con- 
‘sumer credit outstanding—a six- 
fold growth since 1940. (See Chart 
5) 

When the total of discretionary 
spending power is charted year by 
/year from 1929 to 1953 and com- 
|pared with the total consumer 
‘eredit, a spectacular growth is 
shown in the amount of free pur- 
chasing power that is left over 
/even after subtracting the amount 
that would be required to pay off 
‘entirely the outstanding consumer 
credit. 

In 1940, for example, the $26.5 
billion of discretionary spending 
power provided an excess of $18.3 
billion over what would be needed 
to retire the $8.2 billion of consum- 
er credit. But in 1953 the excess 
is $110.0 billion or six times as 
large as in 1940. 


Total Consumer Debt Low 
in Relation To Ability 

Total consumer debt including 
consumer credit actually is low 
even in relation to the usual meas- 
urements of ability to pay. The 
total of short term consumer cred- 
it plus mortgages on 1-4 family 
houses and farm mortgages, esti- 
mated as of Jan. 1, 1953, was far 
lower than in 1940 or 1929 in re- 
lation to disposable income or ac- 
cumulated savings. Total consumer 
debt of this type, for example, 
-could expand further by 22% be- 
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Facts Reveal Building Market A 
Constantly Shifting Sales Target 


Although the oldest and largest! builders to make sure that each builder (that is, small as to the) 


(ADVERTISEMENT) 


| $250,000 to $500,000. This means 
the purchase of from $125,000 to 
$250,000 in building products. 


s Further, let’s not forget that 
‘very often the so-called small 


industry in the world, the build- year he hits the right 25,000 for Mumber of new homes built) is al- 


ing industry, as most building 
economists agree, has fewer and 
less reliable statistics than perhaps 
any other major industry. Recent- 
ly no less authority than Walter 
Hoadley, economist for Armstrong 
Cork Company, and Chairman of 
the Subcommittee on Construction 
Statistics, U.S. Chamber of Com- 
merce, has said that these figures 
should not be accepted literally. 


® In a recent bulletin put out 
by the Chamber, Mr. Hoadley 
quotes the Bureau of Labor Statis- 
tics as suggesting that figures com- 
monly put out on new construction 
could conceivably be raised by as 
much as 13%, while the figures on 
maintenance and repair could be 
raised by perhaps 21%. So far as 
farm construction is concerned, he 
said, we actually know nothing. 
Practical Builder points out that 
this is no one’s fault. There simply 
are no figures, nor any facilities 
for gathering figures, in this gi- 
gantic industry—of a reliable and 
comprehensive nature. That’s why 
there are many confusing ideas 
about the building industry, and 
most any “statistic”? repeated long 
enough is eventually believed. 


s For example, a great many peo- 
ple believe that the bulk of the 
new home construction is done in 
metropolitan areas. Yet the most 
thorough figures along this line 
are those of Roy Wenzlick, St. 
Louis Real Estate analyst, who 
consistently reports that only ap- 
proximately half of the new home 
construction is done in these areas. 

One difficulty in getting to un- 
derstand the importance of the 
builder in the Light Construction 
Industry, particularly the new 
home building market, Practical 
Builder says, is that most manufac- 
turers never see most of their 
builder customers. It is the only 
large manufacturing industry (and 
the builder is a manufacturer) 
where the seller rarely has direct 
contact with more than just a few 
of his manufacturer-buyers. 


s The statement is often made that 
some 25,000 builders account for 
the bulk of the new home con- 
struction. This is easy to believe, 
because it is true in many indus- 
tries that a small percentage of 
manufacturers account for a large 
percentage of sales. But in the 
home building industry no one 
knows what the actual figure is, 
because it is subject to the same 
error, guess and guesstimate, as 
are all home building figures put 
out by the Government. The im- 
portant thing to remember, Prac- 
tical Builder says, is that whether 
the figure is 25,000, 50,000 or what- 
ever, they are not the same build- 
ers every year. 


s In a survey of its own 67,000 
builder-readers, Practical Builder 
found that only 43.6% built the 
same number of houses in 1950 


that they did in 1949. 35.2% 
built more homes, 5.6% built 
fewer homes, and 12% of the 


builders who had built homes in 
1949 built no homes at all in 1950. 
Of 121 builders who built only 1 
to 5 units in 1949, the following 
year one moved into the 50 to 99 
home bracket, one 26 to 49 homes, 
one 21 to 25, two 16 to 20, five 11 
to 15, and 30 into the 6 to 10 homes 
bracket. Sixty-two stayed in the 1 
to 5 homes class. 


s This is a natural and constant 
shifting, so the manufacturer who 
likes the idea of concentrating his 
sales effort on the top 25,000 would 
still need to reach 40,000 or 50,000 


that year. And there is no way in 
which any group of builders can 
be picked or tagged in actuality. 


= Another point often overlooked 
is that invariably the “small” 
| builder is busy on a large amount 
of modernizing, remodeling and 
maintenance, and will very likely 
have contracts for commercial, 
small factory and other types of 
non-residential construction. It is 
not unusual, therefore, to find a 2 
or 3 home builder doing a total 
volume of building amounting to 


so frequently the builder who 
takes the contract for custom 
‘building, including probably most 
of the fine homes in this country. 

That is why Practical Builder 
has said for many years that the 
only safe course for a manufactur- 
er of building products to pursue 
is the true assumption that build- 
ing is done wherever people live, 
and the only sure way in which 
this market can be covered is by 
constantly exposing your product 
to the largest number of builders 
the budget will permit. 


75,047 Inquiries 
From One Issue 
Reader inquiries for more infor- 


|mation on building products de- 


scribed in the January “Market 
Place” issue totaled 75,047—be- 
lieved to be a record reader re- 
sponse to any single issue of any 
business magazine. 

As one advertiser said, “Only a 
magazine that’s really read could 
command such response.” 


Manufacturer Likes ‘Red Letter’ 
and ‘PB’ Market Information 

“All last year I besieged your of- 
fice with letters trying to get you 
to send me copies the “Red 
Letter.” If I didn’t realize the 
value, believe me, I wouldn’t take 
the time to write, but now I would 
iike to have you send me copies 
for this year. 


.| “In addition, please send me 


'“Selling the Builder” and advise 
whom I should contact to get 
Market Research information.” C. 
J. Filson, Sales Manager, The Mur- 
ray Corp. of America. 


“How Do You Sell A Builder” 
Booklet Available 

Off the press this week is Prac- 
tical Builder’s booklet titled “How 
Do You Sell a Builder”, a con- 
densed reprint of several messages 
defining and analyzing the con- 
tractor-builder and what he needs 
to know when selecting building 
products. The booklet is available 
to manufacturers of building prod- 
ucts and their advertising agen- 
cies. Write to Practical Builder, 5 
South Wabash Avenue, Chicago 2, 
Ill. 


Says an advertising agency head of Cleveland 
(name on request) : “Recently I spent 9 weeks in the field... 
doing a personal survey for one of our clients. I called 


on 138 lumber and millwork dealers in 4 States. Result ? 


Ever stop to think that the builder is a manufacturer ? 


So many dealers and builders told me they took time to read 
Practical Builder that I came out of the survey feeling 
PB is the best-read publication in the area.” 


His job (the home or building he is erecting) is his 
factory. You rarely find him at his comfortable “office”. . . 
he’s usually at his uncomfortable “factory.” And how, 
under such chaotic conditions, can any hwman 


sales force contact (let alone sell) an army of 


builders-on-the-move? The answer is: it can’t. But 


practical | builder can. PB gets in where 


salesmen ca 


’t. Thus PB is ready to do not merely an 


advertising job but a selling job... to the builder-contractors 


who count in the light construction industry. PB is 


filled with t 


make mon 


© -NOuSTRIAL PUBLICATIONS, INC., CHICAGO 3 


eir needs, their problems. PB helps them 
PB can help you make money too! 


construction industry 
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Let’s Get the Picture Straight 


* le i ig gs Fea el 2 . 


on 


Merchandising in Waukegan 


as 


offered 
by 


art 


SSS a 


Solicit tie-in advertising. 


Mail letters and post cards to the trade. 
Produce and mail one-color reprints of new campaigns. 


Make personal solicitations with product sales representa- 
tives, on a selected number of accounts. 


Make store-shelf and display checks. 


Conduct an annua! four-day Cooking School. 
Spot distribution and customer preference checks. — 
Conduct an advertising editorial column on new campaigns 


and new products in our market. 


Run editorial copy when content has reader interest. 


Ghe ankeqan Nems-Sun 


represented nationally by Burke, Kuipers & Mahoney 


fore reaching the 1940 ratio to dis- 
posable income after taxes, or by 
40% before reaching the 1940 ratio 
to accumulated savings. (See 
Chart 6) 

Furthermore, of the long term 
/consumer debt, farm mortgages at 
($6.8 billion are not much higher 
‘than in 1940 ($6.5 billion) and are 
well below the $9.6 billion of 1929. 
‘While home mortgages have ex- 
panded to about $58 billion, most 
of this new mortgage debt is on 
a long term amortization basis 
where payments are made like 
‘monthly rent instead of the rela- 
tively short term mortgages which 
prevailed prewar and which often 
/became impossible to refinance at 
‘a time of recession. 


Hidden Pressures For 
Expansion in Standard Of 
Living and Production 

There are six powerful, but 
largely hidden, internal pressures 
for expansion building up in our 
economy. In some the pressure is 
nearing explosive strength. All will 


of new business inthe U. S.! 
of “The Arizona Market’’— 


IT’S HERE! 


The lowdown on the biggest bonanza 


For the complete statistical story 
population and its distribution, income 


and its sources, retail sales, all the economic indices — 
write Hobe Franks, national advertising manager, 


THE PHOENIX REPUBLIC AND GAZETTE 


_ PHOENIX, ARIZONA 


OR CONTACT YOUR NEAREST KELLY-SMITH CO. OFFICE 


420 Lexington Ave., New York 17 * 111 W. Washington St., Chicago 2 * 812 Lincoln Liberty Blidg., Philadelphia 7 » New Center Bldg., Detroit 2 . 
300 Montgomery St., San Francisco 4 * 668 S. Coronado St., Los Angeles 5 * Parker House Bidg., Boston 8 * 209 Palmer Bidg., Atlanta 3 * 472 S. Salina St., Syracuse 2 
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| have a strong influence during the 
next five years, both culturally and 
|spiritually as well as in the ma- 
terial sense. 


These hidden pressures are: 

e 1. Change in the discretionary 
spending power of the mass of 
the population—now five times 
greater than in 1940. 

e 2. Change in the age make-up 
of our population—with over 
65% more children under 5 than 
in 1940. 

e 3. Change in the education level 
of our people—with 80% more 
high school graduates in our 
adult population than in 1940. 

e 4. Change in obsolescense and 
age of our dwellings—with 67% 
now over 20 years old and 50% 
over 30 years old. 

e 5. Change in number of motor 
vehicles—with 72% more vehi- 
cles than in 1940 putting added 
pressure on roads, streets, gar- 
ages, and parking facilities that 
were not adequate even for the 
lesser number of vehicles in 
1940. 

e 6. Change in our farm popula- 
tion—with a drop of 7% million 
since 1940 and a net shift of 
about 14 million to non-farm 

..population adding to the need 
for a high level of non-agricul- 

| tural production and employ- 

ment. 

| The importance of the five-fold 

|increase in discretionary spending 

| power of consumers has been dis- 

/cussed. Here are more details on 

| the other hidden pressures for ex- 

| pansion. 


s Significant Changes In Age 
|Groups—The high birth rate of 
‘the last ten years as well as the 
extension of the life span have 
brought about very significant 
changes in the age distribution of 
| our population. 

| By July 1953 it is estimated that 
|there will be 65% more children 
|/under 5 than there were in 1940, 
‘and 50% more children between 
the ages of 5 to 9. (See Chart 7) 

This large increase in the num- 
‘ber of children under 10 years can 
be expected to have a major in- 
fluence in 1953 and the years to 
come on special needs for housing, 
school facilities, clothing, and food 
products. It is one of the great in- 
ternal pressures for expansion in 
the standard of living. It soon will 
cause great public outcry against 
inadequate school facilities, short- 
/ages of qualified teachers as well 
as juvenile delinquency. 

At the other extreme of age, an 
‘increase of 42% in the number of 
persons over 60 years old is im- 
portant from the standpoint of 
many special requirements of this 
group. 


es Education Level Of Adult Pop- 
ulation Is Changing Rapidly—As 
of 1953 the number of adults (over 
20) who have had a full high 
school education is 4% times as 
|great as in 1930 and 80% greater 
‘even than in 1940. A population 
‘containing nearly 42 million high 
school graduates is quite different 
‘from a population with 23 million 
| graduates as in 1940 or from a pop- 
‘ulation with about 4% million 
graduates—a condition that existed 
shortly after World War I in 1920. 
Here are the figures: 


Population High School Per Cent 
20 Years Graduates 20 Graduates 
And Over Years And Over to Total 


1920 62,668,000 4,623,000 7% 
1930 75,166,000 9,437,000 13% 
1940 86,364,000 23,141,000 27% 


1953 est. 102,800,000 41,600,000 41% 
s Our Aging And Obsolete Dwell- 
_ings—Approximately half of the 
| dwelling units in the United States 
/are over 30 years of age. Also, over 
_32 million or two thirds of the 
homes are over 20 years old. They 
'were built at a time when the 
major part of our population had 
‘incomes that were hardly enough 
to buy the bare necessities of liv- 
ing. (See Chart 8) 

' As of 1950 there were nearly 3 
' million non-farm homes in a dilap- 
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CROBLATION OVER SOC HOE 


AMERICA’S 
_BEST-DRESSED 
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idated condition and another 7 
million were without private toilet 
or bath. 

The 24 million dwelling units 
over 30 years old, representing half 
of our homes, were built at a 
time when radio was in its infancy, 
television unheard of, and when 
less than 7% of the adult popula- 
tion were high school graduates 
(4% million versus nearly 42 mil- 
lion now). There were only about 
8 million passenger automobiles in 
1920 compared with 45 million 
now. Because of the low level of 
income of the majority of the pop- 
ulation many of these dwellings) 
were “on the wrong side of the 
track.” 


# Even considering the homes 
built over 20 years ago—67% of| 
the total—the ideas of living con- 
ditions were quite different then| 
than now. In 1930 there were only | 
9% million adults with a four-| 
year high school education. In 1932| 
the 21 million passenger cars rep-| 
resented less than half of the pres- 
ent number. 

Major changes in purchasing 
power, education and ownership of 
automobiles and appliances have 
taken place in the last 13 years 
since 1940. These rapid changes 
super-imposed on housing condi- 
tions of a past generation are cre- 
ating hidden pressures. 

While new construction in the 
last few years has been providing 
approximately one million new 
homes annually, this has just bare- 
ly taken care of the growth in the 
number of families. There is a 
huge and really unmeasurable op- 
portunity beyond the providing of 
new homes for new families, and 
that is in the replacing or remodel- 
ing of obsolete homes and the re- 
furnishing of homes, to bring the 
whole housing standards more in 
line with the present modern levels 
of living and education, and in 
line with the changed distribution 
of families by income groups. 


s Increase In Number of Automo- 
biles Creates Pressure For Con- 
struction—With 55 million motor 
vehicles on the road in 1953, or 
72% more than the 32 million in 
1940, the pressure for action to 
relieve congestion will become in- 
tense. Proper rebuilding of our 
roads, parking facilities, and city 
streets to accommodate this sub- 
stantial increase in motor vehicles 
obviously offers a broad need for 
new construction. Most of our 
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homes were not built for a motor 
age—few, for example, have two- 
car garages. Pressure also will con- 
tinue for suburban shopping cen- 
ters. 

And the number of motor vehi- 
cles will continue to increase. The 
increased income levels, increased 
homes with children, increased 


suburban living, increased home 
ownership, and larger numbers of 
women employed point to in- 
creased pressure for more two-car 
families. 


Shift from Farm Adds to Non- 
Agricultural Labor Force—Farm 
population has dropped from 30% 
of the nation’s total in 1920 and 
22% in 1940 to about 13% in 1953. 

1920 1940 1953 Est. 
se See (million) 106.5 = a5 
arm i itl . . 
Per Cent Farm" som, 22% 13% 

If the farm population had 
grown at the national population | 
growth rate of 22% between 1940 
and 1953 about 6% million would 


have been added, but farm popu- 


lation, instead, dropped by 7% 
million so the net effect was a shift 
of approximately 14 million per- 
sons from farm to non-farm pop- 
ulation since 1940. 


This shift from the farm has 


added heavily to the non-agricul- 
tural labor force—adding between 
5 million to 6 million if the na- 
tional average of about 40% of 
the shifted 14 million population 
is in the labor force. 

The increase in income and the 
potential changes in standard of 
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| living of these migrants to indus- 
try is one of the internal pressures 
for expansion in our economy. 


@ This shift has not resulted in 
lowered farm production. On the 
contrary, total farm output in- 
creased by 28% between 1940 and 
1952, with output per man-hour 
increasing by 52% because of rap- 
id progress in farm mechanization 
and in the increased yields of im- 
proved farming practices. The in- 
crease in farm output per man- 
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Advertising Age, May 11, 1953 


hour in the 12 years from 1940 
to 1952 was one and one half times 
greater than in the previous 30 
years. It is estimated that Ameri- 
can agriculture could increase pro- 
duction by one fifth within the 
next five years, if a 20% increase 
in demand could be created. 

This amazing increase in farm 
productivity along with a shift of 
much of the marginal production 
or low income farm population to 
industrial areas has resulted in 
major shifts upward in the stand- 


| ard of living and purchasing power 
,of the remaining farm families. 
For example, 84% have electric 


war. 

Total farm assets have tripled 
since 1940 and owners’ equities are 
3% times as great: 


1940 1952 

(Jan.1) (Jan. 1) 

Total Farm Assets (billion) $53.8 $169.0 
Owners’ Equities (billion) 43.8 154.8 
Total Debt (billion) 10.0 14.2 
Ratio Debt to Assets 18.6% 8.4% | 


service, compared with 11% pre-| 


| Dynamic Thinking 


By Top Executives Needed 

| These hidden pressures for ex- 
‘pansion of living standards plus 
‘our productive ability and high 
‘level of purchasing power could 
‘lead to an era of dynamic growth 
‘that will require expansion of cap- 
ital investment, new construction, 
‘and improvement in production 
‘and distribution facilities, and 
'building of schools, hospitals, 


'borhood shopping centers. 

It will require dynamic thinking 
by our top executives and recogni- 
tion of the new opportunities 
rather than any static, depression- 
istic endeavor to reach “stability” 
or “normalcy.” 

A retarding factor to dynamic 
thinking may be the age-experi- 
ence of our present executive level. 
That is, those in the key executive 
age bracket of 50 to 60 now were 
the “junior executives” of 26 to 


roads, parking facilities, and neigh-| 36 at the time of the stock market 


crash of 1929. For the following 
Be years of their most impression- 
‘istic business experience they 
struggled through depression, “ma- 
‘ture economy” and defeatism. In- 
evitably, in view of this experi- 
ence, many must look upon this 
as the “normal” to which we must 
be prepared to return after the 
“abnormal” period of production 
for war or defense. 


Intensified Selling 
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For 52 weeks, year in, year out since 
1855—that’s 5,044 separate issues—The 
IRON AGE has been a dominant factor 
in your mightiest market—metalworking. 


The IRON AGE has always led its indus- 
try. It delivers the news of metalworking 
with alacrity. Its voice is heard in many 
a major management decision. Its repu- 
tation for accuracy is impeccable. Its 
authority is renowned. It is far and away 
the most quoted publication in industry. 


It has been outspoken and fearless. It has 
on occasion knocked heads together for 
the good of the industry. Nor has it been 
afraid to look at its own product critically, 
and to invest substantially in editorial 
research, for a newer, brighter, better 
IRON AGE: 


The IRON AGE’s incisive editing delivers 
97% of metalworking’s buying power 
to your door . . . covers more manage- 
ment buyers in administration, produc- 
tion, engineering, purchasing than any 
other standard-size metalworking mag- 
azine ... sells 50% more paid subscrip- 
tions than the next weekly .. . renews 8 
out of 10 subscribers . . . is No. 1 on most 
readership studies . . .and costs the least, 
$11.50 per page per thousand. 


Don’t even try to match it—just make the 
most of it! 


Needed To Create Market 


The economic conditions facing 
us now present both a major op- 
portunity and a challenge to busi- 
ness. The task is that of educating 
the American people to accept and 
work for the higher standard of 
living their productive ability 
warrants. 

The great mass of the American 
population, because of our superior 
productivity, now have incomes 
that provide a standard of living 
far above bare subsistence levels. 
Purchases can be deferred and 
even substantial cuts could be 
made in such “essentials” as food, 


Baton Rouge 
Highest Per Capita 
Buying Income 

in Louisiana $1,892 


per person. 


Source: 

May 10, 1953 
Issue Sales 
Management. 

To reach this rich 
market, specify 
Baton Rouge State 


Times and 


| Morning Advocate. 
e 


National Representatives 
JOHN BUDD COMPANY 
* 


Affiliated with 
| radio station WJBO 
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clothing, and shelter before en-| 


countering real hardship. This fact 


emphasizes a major difference be- | 


tween the American economy and 
the economy of most foreign na- 


Reviews Record, 


. tions where whole populations are | 


so much closer to the bare sub- 
sistence level. It is fallacious to 
apply economic theories based on 
their type of economy to the Amer- 
ican system. 


e Our economy is based largely 
on created human wants rather 
than “needs” or necessities. This 
makes production and the selling 
of that production increasingly im- 
portant as an economic and social 
force. Wants and desires necessary 
to expand markets for our pro- 
duction are increasingly a matter 
of choice and discretionary elec- 
tion rather than economic need. 

We have the productive ability 
and the tools and materials of pro- 
duction for at least one-third high- 
er sales to consumers. We have the 
purchasing power, after taxes and 
in spite of past inflation—both in 
terms of current earnings and in 
a vastly increased backlog of sav- 
ings—to increase substantially our 
standard of living. 


® By no means have we reached 
the saturation point in consumer 
markets. The moving up of fami- 
lies by income groups since 1940 
would in itself open huge market 
potentials if the families moving up 
the scale in income group were to 
take on the prewar living and buy- 
ing habits of the group into which 
they move. Further, the basic 
changes in discretionary spending 
power, in total population, age dis- 
tribution, births, education, family 
formation, urban living, out-of- 
date homes, furnishings and equip- 
ment, and the pressing needs for 
new schools, roads and hospitals, 
are creating hidden pressures for 
expansion that mean opportunity 
for an expanding market in both 
capital goods and consumer goods. 
All of this indicates that as de- 
fense needs slacken off in 1953 or 
1954 we will have the basis for 
an unequalled peacetime prosper- 
ity based on an increasing stand- 
ard of living backed up by our 
proved ability to produce. 


SORRY! 


Because of the 
vast volume of 
market data 
information 
in this issue 
the usual features, 
such as 
‘Creative Man’ 
and ‘Salesense 

in Advertising,’ 
have been omitted. 
They will all 


be back 


next week. 


Census Director 


Finds It Good 


(Continued from Page 53) 
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\funds appropriated for its work,; one-half millions per year as a re-|tinental United States and an esti- - 
\the Census Bureau seriously con-| sult of a sustained high birth rate, mated 435,000 in the armed forces 1N 
_ cerns itself with the job of provid- | a continuing low death rate, and: overseas. emig 
_ing reliable information that busi-' some gain by immigration. The components of the five-year 

‘ness may use to base decisions’) On Jan. 1, 1953, the nation’s population gain estimated by the } Po 
upon. Some of the highlights of its population, including armed forces Census Bureau were 18,635,000 Y In 


factual findings are presented here. overseas, was estimated at 158,- births plus 1,708,000 net migration, 
'448,000, an increase of 12,976,000 minus 7,367,000 deaths. For each = | : 


Birth and Death Rates or 8.9% over the comparable Jan. of the last five years, the figures tric 

Favorable for Growth |, 1948, estimate of 145,471,000. (in thousands) weseee = 

| The annual population increase About midway of this period came | Popula- _In- ‘ ; 
government. Within the limits of of the United States during the the 1950 Census of Population, Jan 153 198,448 2.69 m8 ete ote (th 
its assets, in terms of the “know last five years has maintained the which accounted for 151,132,000 in- bo i e sy = Ly otf od a 4 pS | 
how” of its skilled staff and the tremendous pace of over two and dividuals—150,697,361 in the con- | 33" 1 50 150.552 2551 3.649 1448 351 el 


TO POULTRY PLANTS 


a te SN tee pe aaa 0) ae Bet Bape eae coe ae Larue) REY ah 2 ee ey RR, a a eg PeNT a mariEtek 5 kh aa Seg che Bate ei AY ae Wg vc Ss pact Fi ee ne oe aes EL ging SRM Oo aaa ae EN aac 
Gea te nes cia earner | ate Ag Toe Dae LEG Gia pew oe HS Sah oe a ey Nee Mee a re, Si 4 ee: pret) SC mmc RN Yeas See Fees Seeger re Nee Ree Nee aimee (au Ps eae ose NS oo 
Besse > Sige IEE By eS aR ARO 5 BTS 2g UR a ler einer ae Eee ee em SA ona ene ade” * 
~ Se hoe See, 3 iy, ae ioe : en E ; . bs pene at Ag 4 ae " Ms Pe ao ' i pes eas Y ene tenes Sleek Ses mag! , ‘ : es | ai east % sg Bes ee asic G. . tiea! tna nag aed ge a % ga ah wae 
aaa air a ai ee ei 
jute Se aN oe ; 
ro 
68 es lf 
Po 
+ 
PPE TRIS ECE TI aT POT a EE a TP CAS TE TELS TET IE TT EE I TET SNA TED E ETE PT TP ee 
i 
a1 
| 
a 5 | 
: sf 
ve | , 
‘ a! | L 7 . 
‘5 re sul 
, = - 
soos ee. a 
ae ay, ' 
| a . ' 
ie i 93 4 
eee é Bt - i , 
iso 
- | % P e 4 
te » Tosael 
ae - ” Maal ame aad i 
| TO DAIRY COMPANIES i ~— TO FEED MILLS | 
hae | ae | 0 E C ee a at SS tine 
~ pis i aa ae j dun) ae ae: Baa ine ae hi es a , - 
’ ee 4) rf ae | 5.4 ae ee > ae i 
: Mc i ¥ Lge eee Bes siieg <span a 
hit | a ~~ a” Gee & . ae / 4 \s 
ei = . yy - . i y 1G, ORS Pa es j ” 
eee F ‘ ’ i, i , . He . Pro “a, ee 3 fe. . - 6 - 2 “t an z 
‘ ee 2 aia £, : a ae Ss 7 y 4 ‘ Po , a a DS at ee ¢ “4 + be ; ? = os 
oe —— — -.. ‘ NG 
se , io’ ee \, fm \é “iki a “% 
Bai, | Z “e ; »] ee, 4 { : 4B Se a aes ; + e Bes : 
BD ey a { / A fat ee D4 Sip 1 ae 3 pene tede sees Rabec 
ee ? ee ae as, eae ee ade 
hihi aa . 4 bad j f ys : % ei . a ee pee eee 
Be na . ea aia 3 3 " a q og a y Mew: : a Be ae - ai dea 
oe a ‘ dncqusie é ao Re es on ae hy, (i ue een eae a 
oe | o Ls ee * Gert o : Hie eB peae ate aia ae 
a — ry oe * apenas: ee 
pee . ae Pe as : ag Ca, == ere fe es, ye 
: j ~ a. . ; 
; 4 ba an lt iti vam il il 
Age calling * — 
eA ; : , ; re ‘ a _— 
: + e ye . d “ ; 
= | -  TOFOODFIRMS - | » Boe 
i F ‘ BES Pe ape TS ee ara) ae “ é f 
ee - ‘ % . 4 -_ - peer ss * - A 
oh i / — i oS ts te Mieco. = rae on ge we ' . 1 
| ; x i Oe ; . fy & ee An a | " 
| ; hl ty *, ~ } ‘ ™ or ‘ v | a gry ey . | 
seas | ~ a * {> “-* , oe f ‘ 
sand ai wh a = ha , - pee ‘% ° ee si 
ae hg st “>a e= ili > me Y oe Ages 
ies Bite we lf A , aS? a — a oe eee 
oy . . yi “ } ¢ ae i ge am d, ° ‘ ti s ma 5 ¢ > ieee 
a | l= d 4 (i —_ . a ii ‘ - = a A “a pe “A ee iy ao 
Pcs ame B . oe ———— 4 od r “Tr £7 Ty = iY ty eee 
Es | | 7 ; ys >. ™ cad “0 A eae at 
pe ; » 5 rT. . a ’ xs Uf aa: 
zi a a . a - ‘ \ \ 1 wai Je ee ae i _ S ” / * ao Fed A ~ s 
an | a eee: — / | a ie —_ ‘ a y | 7 | 
s = eS SY Noe“ ¥ 
a <1 TJ 4 ae Yah < €48 1 Ss Zz 
i ail Q ‘ae if a 2 ; ; -* ‘ b/ “< BS 
ae a4 Wf - as @ ‘ . ‘8 ce sae te POS per 
I> | > f i Eta 
‘ - q ~_— a, Cg a : 
# cthimn- Kis land, i! hy 
“ —d 
———— 
F : ? f ‘ : i F : ys ~ : x Lrepass A . a : A eee : a 2 oy eg 
PES Scie Staley eae are Pa eier ona fice, BP Ge ele eid, Sie oer ts See Sats Siaec ees ey nig ch tues, eat EE ALOT ings Eye Ba Bite) Ups yo oa REAM pune, ite aoe My ksy bent fel Se mee 


Advertising Age, May 11, 1953 


qe. 3 i - 368 001 2,5: 2,530 3,637 1,449 342 | ing to the provisional estimates an- 
1 Net increase based on civilian imeigronts Tess | nounced by the Census Bureau a) 
emigrants, plus overseas inductions less discharges. few weeks ago. 
_ The states with the greatest rela- 
s _tive gains in population between 
o eee taste /1950 and 1952 were scattered | 
‘throughout the four major re- 
Thirty-eight states and the Dis- gions of the country. Of the nine 
trict of Columbia gained popula- states that lost population, six 
tion, nine states lost population, were in the South (including the 
and one state remained virtually four Tennessee Valley states), two 
unchanged between April 1, 1950 were in the Northeast, and one was 
(the date of the 17th Decennial in the Midwest. Of the four re- 
Census) and July 1, 1952, accord- | gions, only the West, with a 6.8% 


| 


increase, exceeded the 
average of 3.4%. 

Fifteen states had increases of 
more than 5% and seven of these 
were located in the West; five in 
the South; two in the North Cen- 
tral (Midwest) region: and one 


national 


| Among the states with indicated | 
losses in population, West Virginia 
/was heaviest hit with 55,000, fol- 
lowed by Tennessee with 34,000, 
Arkansas with 33,000, Maine with | 
30,000, Kentucky with 29,000, and | 
North Dakota with 20,000. 


in the Northeast. California ex-. 


perienced the largest numerical 
increase with a gain of about 804,- 
000, followed by Texas with a 
gain of about 477,000, New York 
with 348,000, Michigan with 337,- 
000, and Florida with 329,000. 


Civilian Employment Steady, 
Unemployment Remains Low 
After maintaining a record high | 
in 1952 with a monthly average 
of about 61.3 million persons em- 
ployed, civilian employment trends 


year out. 


through-the-years buying power. 


NG 


(and every m month) 


PAYDAY 


the year ‘round 


Based on 
1940 


* THE OHIO FARMER, Cleveland, 0. «+ 
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There’s no slack season... just one big selling season after another. 
Month after month the Pennsylvania farmer takes something to market 
...a great variety of products to keep his income steady year in and 


And, they add up to a big annual total to make Pennsylvania a top- 
third state in farm income. That means big buying power as well as 


Your surest way, your best way to reach and se// this high, steady- 
income group is via PENNSYLVANIA FARMER. It’s read in the homes 
of 4 out of 5 of these prosperous farm folks. It’s their home-state farm 
paper — serving them as no other can by bringing interesting neighbor- 
hood news and practical farming tips. 


Farmers in mighty few states have cash coming in all the time... and 
cash to spend all the time. But, along with Pennsylvania — Ohio and 
Michigan are states with similar farm income patterns, served by THE 
OHIO FARMER and MICHIGAN FARMER. It will pay to investigate 
all three. Write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


(Per Cent Farm Cash Income Received Each Month) 
Advertise in on 2%, 
Om 70x Om 03% 87% oh 
PENNSYLVANIA ee TT let tek 
where it’s >: Be Ee ie | 


len Ge Gin Aen ity tno ity hep Ont On. toe, On 


on eight-year study of Pennsylvania farm income — 
947 (Government payments not included) 


through 


aie eet, 
See 


MICHIGAN FARMER, East Lansing, Mich. 


continued upward into 1953. De- 
spite the usual seasonal, after-the- 
holidays decline, civilian employ- 
|ment in the first two months of 
this year was about one million 
higher than during the same two 
‘months last year. In February 1953, 
|the civilian employed numbered 
60.9 million, about 1.2 million 


/higher than a year earlier. 
| 


# Unemployment is continuing at 
a low level. Of the total civilian 
labor force of 62.7 million in Feb- 
ruary, only 1.8 million, or 29 in 
each 1,000, were unemployed de- 
spite seasonal lay-offs. A year 
earlier, the civilian labor force of 
61.8 million included 2.1 million 
unemployed, or 34 in each 1,000. 
The monthly average of unem- 
ployed in 1952 was about 1.7 
million, or 27 in each 1,000. Only 
the war years of 1943, 1944 and 
1945 had fewer unemployed in the 
civilian labor force, averaging 17 
in each 1,000. 

In the first two months of this 
year, the civilian labor force, 


AVERAGE OF 


16 


With an average experience of 16 
years in Newspaper Advertising, 
Kelly-Smith men are ready to con- 
structively sell space. Backed by 
continuous study in our research 
department they are always pre- 
pared to answer agency and 
advertiser questions. 


New York 
Los Angeles 
Chicago 
Atlanta 
Detroit 

San Francisco 
Philadelphia 
Boston 
Syracuse 


~KELLY-SMITH C0. 


NATIONAL NEWSPAPER 
REPRESENTATIVES 
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which includes both the employed | Farm Workers Total Down, 


and the unemployed, was at a level 
of 62.5 million. This total was 
about 1% million under last sum- 
mer’s peak, when farm activity 
was at a seasonal high and a large 
number of students were working 
at summer jobs. 


Young People Quit Farms 


ing to results of a recent coopera- children under 14 years of age 
tive study by the Bureau of the/living on farms rose somewhat. 


While the total U. S. farm popu- C®™Sus and the Bureau of Agri-|from 7.6 million to 8.1 million 


lation remained at about the same| 
level, the number of persons em-. 
ployed in agricultural work de-| 
creased by about a million between 
April 1950 and April 1952, accord- 


to prefer to get their favorite magazine at their 
homes where they can read it leisurely . . 


. relaxed 


. unhurried . . . uninterrupted. Perhaps that's 


another reason 
why advertisers in 
The Rotarian usually 
get such excellent 
results. 


| a 


cultural Economics. 


Changes at other age levels were 


The population living on farms| relatively small. 


was approximately 25 million in 
April 1950 and about 24.8 million | 
in April 1952. In April 1950, about | 
6.6 million of the civilian popu-| 
lation on farms were employed in| 
agriculture while the comparable 
figure in April 1952 was about 5.7 
million. Of persons living on farms. 
and engaged in non-agricultural 
work, the number was about 2.9. 
million in 1950 and 3.1 million in 
1952. 

Between 1950 and 1952, there, 
was a reduction of roughly half a| 


/million in the number of young 


adults, 18 to 24 years of age, living | 


/on farms. Those in this age group 


Rotarian 


The 
o 
ae 8 


296,822 ABC net paid, 


Dec., 1952 


remaining on farms in 1952 num- 


bered about 1.9 million as com-. 
pared with the 1950 total of 2.4 
million. The decline in this group 
chiefly reflected the continued mi- | 


the armed forces. The number of 


More Americans Own Homes; 
Over Half Are Debt Free 


Home owners now exceed rent- 
ers in considerable number. For 
the first time since the Census Bu- 
reau first began collecting infor- 
mation on home tenure in the 1890 
Census, the 1950 ratio of home 
owners to renters was 55 to 45 in 
each hundred occupied dwelling 
units. 

According to the 1950 Census of 

ousing, owner-occupied dwelling 
units in the United States num- 
bered about 23.6 million compared 
with 19.3 million renter-occupied 
units. Home ownership increased 
54%, or 8.2 million dwelling units, 


| between 1940 and 1950 as the re- 


sult of new construction and the 


| WACKER 08, CHICAGO 1, 4. |Bration of young farm people to sale of existing rental homes for 
|urban centers and inductions into Owner occupancy. 


The shift from renter to owner 


Wha Plog -hive 


IOWA PEOPLE 


BY RADIO! 


lowa Radio Users Spend More Than Twice 
As Much Time With Radio As With 
All Other Media Combined! 


Gag-writers’ humor to the contrary, we all know 
that the American housewife is a very hard- 
working individual. Much as she might like it, 
there’s relatively little time for “chaise longues, 
bonbons and novels” (or for television, magazines 
and newspapers). What a plus this is for adver- 
tisers who use radio! 


The 1952 Iowa Radio-Television Audience Survey 
shows that Iowa women use radio 44.6% of all 
the weekday time they are “at home and awake”. 
48.87, of this time they are also “working in the 
home’’— cooking, washing dishes, etc., etc. They 
average 5.75 hours per day listening, as compared 
with 1.56 hours watching TV, thirty-four minutes 
reading newspapers, and twenty-three minutes 


reading magazines! 


WHO is the favorite radio station in lowa — is 
“heard regularly” by 68.5% of all lowa families, 
as compared with 31.9% for Station “B”. 


Write for your copy of the Survey, today. It’s one 
of the industry’s most highly-respected audience 
analyses. You will find it intensely interesting. 


> 


e 
Daa 3 FREE & PETERS, INC. 


National Representatives 


Advertising Age, May 11, 1953 


occupancy was so great that, even 
with the large volume of rental 
units constructed after 1940, there 
was a net decrease of about half a 
million in the number of renters. 
Forty states had more home own- 
ers than renters in 1950 as com- 
pared with only 16 states in this 
category in 1940. All the other 
states reported a near 50-50 break 
between the two classes of tenure, 
except New York with only 37.9% 
owner-occupancy and the District 
of Columbia with only 32.2% own- 
er-occupancy. 

Over 912 million non-farm homes 
occupied by their owners were free 
of mortgage debt. This accounts for 
over half of the owners in struc- 
tures containing one to four dwell- 
ing units. In urban places approxi- 
mately half of the owner-occupied 
units were free of debt while in 
rural non-farm areas approximate- 
ly a little over two-thirds of such 
units were reported as mortgage 
free. 


Factory Output Increased; 
Industrial Employment Up 

The two-ply effect of heavy de- 
fense needs and increased civilian 
consumer demand in expanding in- 
dustrial output and employment 
was shown in recently published 
results of the Census Bureau’s An- 
‘nual Survey of Manufactures for 
1951. Between 1947 and 1951, the 
output of U. S. factories, measured 
in terms of value added in the 
manufacturing process, increased 
by $27.7 billion or 37.2%, from 
| $74.4 billion to $102.1 billion. Dur- 
‘ing the same period, total manu- 
facturing employment, including 
_both salary and wage workers, in- 
|creased by 1.3 million or 9.1%, 
from 14.3 million to 15.6 million. 

For five of the nine geographic 
divisions of the country, the per- 
centage of increase in value added 
by manufacture in 1951 exceeded 
the national average of 37.2%. 
These were the West South Cen- 
tral with 58.9%, the Pacific states 
with 51.9%, the Mountain states 
with 49.9%, the East North Central 
states with 42.9%, and the West 
‘North Central states with 38.1%. 
|The increases percentagewise in 
| value added for the other four di- 
visions were East South Central 
states 36%, South Atlantic states 
34.2%, Middle Atlantic states 
28.3%, and New England 24.3%. 
| Regionally, the North Central 
' states in 1951 accounted for 38.4% 
,of the total U. S. value added by 
manufacture, followed closely by 
‘the Northeast with 34.4%. The 
| South accounted for 17.7%, and the 
| West for 9.5%. 


Chief Gains in Metals 
And Chemical Industries 


Conforming in general to the 
pattern shown by changes between 
1939 and 1947, as shown by the 
| last two Censuses of Manufactures, 
|the trends between 1947 and 1951 
iin the major industrial groups 
| were most sharply upward in 
| chemicals and the metal and metal 
| consuming industries, measured in 
| terms of value added in the manu- 
facturing process. These increases 
lare a combination of changes in 
' prices and changes in physical vol- 
ume. 

In total dollar measure of the 
_value added, the manufacture of 
machinery (except electrical) took 
|first rank with $11.2 billion over 
food and kindred products with 
'$10.6 billion. In 1947, the value 
| added in food and kindred products 
|industries stood first with $9 bil- 
lion as compared to the machinery 
| (except electrical) group with $7.8 
billion. 

The primary metal industries 
showed the greatest relative gain 
between 1947 and 1951 in value 
| added by manufacture with 69.4%, 
‘and the transportation equipment 
industry group was next with 
66.8%. Stone, glass and clay prod- 
|ucts industries had the third larg- 
| est increase as a group with 54.4%, 
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How many turret lathes 


could you sell here? 


Hardly a likely prospect for metalworking sales, this placid 
residential district! But these homes were replaced just two years 


ago with the modern machine works shown below. The same rapid 


expansion is happening throughout Metalworking America. 
Weed-grown fields, outdated homes and old buildings are turning 
into bustling metalworking plants... lucrative outlets for 

your products. This means a whole new market is being added 

to the hundred-billion-dollar metalworking industry. STEEL helps 
you reach this expanding market as it grows. Through its 
continuing up-to-date census of metalworking, STEEL keeps close 
tabs on new plants under construction... ferrets out the men 
with buying influence... reaches these executives through 
distribution that is carefully controlled. Ask the man from STEEL 
to show you how this fast-growing magazine keeps pace with 

the dynamic metalworking industry. 


New addition to the Textile Machine Works, Reading, Pa. 


STEEL + Penton Building + Cleveland 13, Ohio 


The magazine of the men who 


manage, operate and buy for the 
Metalworking industry .. . 
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BIGGEST SPENDERS 


Even South Benders don’t have money to burn. But 
they have it to spend! Family median income is highest 


in Indiana. Total retail sales are tops in the State. 
Here’s a Blue Ribbon Market you can’t afford to over- 
look. It is covered to saturation by the South Bend 
ai Tribune ; 


. 907 A , » P 
103.3% coverage of metropolitan area. 
Write for free market data book, ‘Test Town. U.S.A.” 


Soulh #end 
— Cribune 


F. A. Miller — Pres. and Editor 


a 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 
Franklin D. Schurz — Secy. and Treas. 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


while chemicals and allied prod- 
ucts increased by 52.2%. 

The leather and leather products 
industries continued a downward 
trend in total value added by man- 
ufactures with a decrease of 3.7%. 
_ Textile mill products showed only 
/a small gain, 1.5%. 


‘Retail Sales Trend Up 
Over Trend of Year Ago 

The retail sales estimates for the 
first two months of 1953, available 
at this writing from the Monthly 
| Retail Trade Survey, totaled $25.4 
billion. These estimates represent 
'an increase of 8% over the $23.6 


billion total retail sales for the 


| 


first two months of 1952. February 
1953 sales are preliminary, esti- 
|/mated at $12.4 billion, and repre- 


sent an increase of 6% over Feb- | 


ruary 1952 retail sales of $11.7 bil- 
lion. 

Dollar volume for January 1953 
was an estimated $13.1 billion, rep- 
_resenting an increase of 11% over 
January 1952 sales of $11.8 billion. 
The seasonal decrease in sales 
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FAITH, HOPE 
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There was a time when space was bought on sheer faith. 
The advertiser could only hope his decision was right, and 
it took a charitable nature to dare even so little. 

No more! Today advertisers have access to proof of selling 
power, such as these 1952 figures: among all Cincinnati 
dailies, the Times-Star carried 40% of the General Display 
linage, 39% of Total Display, 47% of all food linage, 53% of 
Hotels and Resorts, 37% of Alcoholic Beverages, 40% of Auto- 
motive, 40% of New Passenger Cars, and 42% of Department 
Stores, to name a handful. 

In fact, 1952 was the 45th consecutive year the Cincinnati 
Times-Star has led in Retail, Department Stores, General, 
Automotive, Total Display, and Total Advertising. 


That, gentlemen, is proof of salesmanship! 


We 
ye 


2 


and CHARITY 


>) in cincinnati... it’s the TIMES-STAR 


NEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 N. LaSalle St.; WEST COAST: John E. u'r Co, 435 N. Michigan Ave., Chicago 11 
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from December 1952 was 22%, 
with December sales estimated at 
$16.9 billion. 

Total sales of all retail stores in 

the United States in 1952 amounted 
to $164.2 billion. The total for 1952 
represents an increase of 4% over 
‘the estimated $158.2 billion retail 
sales in 1951 and an increase of 
over 25% over $130.5 billion retail 
sales reported in the 1948 Census 
of Business. 


® Most kinds of business in retail 
trade recorded small to moderate 
sales gains in 1952 over 1951. Gas- 
oline service stations, with sales of 
nearly $10 billion in 1952, gained 
9% over 1951. Liquor store sales 
of $3.2 billion in 1952 represented 
a gain of 6% over 1951. Food store 
sales of $39.8 billion gained 6% 
over 1951, while the general mer- 
chandise group had sales of $18.7 
billion and a gain of 3% over 1951, 
despite the fact that general mer- 
chandise sales during the first half 
of 1952 were 1% under the first 
six months of 1951. Motor vehicle 
| daatera, with sales 4% below the 
preceding year’s sales for the first 
‘six months, closed the year strong 
| with total 1952 sales of $25.9 bil- 
| lion, or about one-half of one per 
'cent above the 1951 total. 


| Wholesalers’ Sales Up, 
Stocks Under Year Ago 


| Sales of wholesalers reporting in 
'the Census Bureau’s Monthly 
Wholesale Trade Report for Jan- 
uary and February 1953 were up 
and their inventories were down 
| compared with the same months in 
1952. Cumulative sales for the first 
two months of 1953 were up 3% 
over the corresponding period last 
year. These percentage changes ex- 
press trends shown in reports of 
approximately 4,000 wholesalers in 
various lines of business reporting 
in the monthly sample. 
Cumulative 1952 wholesale dol- 
lar sales, after trailing behind 1951 
sales throughout the year, ap- 
proached the same dollar level by 
the year’s end. Estimates of total 
wholesale sales in the country, 
made by the Office of Business 
Economics of the Department of 
Commerce and based on _ the 
monthly census’ reports, were 
$106.1 billion for 1952 and $107 
billion for 1951. The comparable 
OBE figure for 1948, based on the 
Census of Business for that year, 


| were 4% 


was $95.2 billion. 

Inventories (valued at cost) of 
wholesalers at the end of 1952 
below stocks on hand at 


‘the end of 1951. By the end of 


| February 


1953, stocks on hand 
remained at 2% below the year- 
ago February inventory. 


Reports of the 1950 Census 
Useful for Market Research 

The reports of the 1950 Censuses 
of Population, Housing and Agri- 
culture which are most useful to 
the advertiser and the marketer in 
studying the location and size and 
characteristics of the consumer 
market have now been published 
for practically all states. The few 
not yet published are in the hands 
of the printer and will be available 
by about the middle of May. 

The data in these reports will 
enable the advertiser and the mar- 
keter to determine the location and 
size of markets in terms of age and 
sex of potential customers, number 
and size of families, and so on. 
They will be able also to evaluate 


the quality of these markets in 


‘terms of home ownership, family 


income, predominant industries 
and kinds of jobs, as well as other 


' characteristics of population, hous- 


lines, 


ing and agriculture covered in the 
1950 Census reports. 

In addition to information on the 
location, size and quality of their 
markets, business men in industry 
and trade also want to know what 
competition they will meet from 
distributors or producers in their 
what the picture is with 
respect to materials and compo- 
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nent supplies, and what the out- 
look may be for an adequate labor 
force to supply workers, engineers 
and salesmen. Some of the impor- 
tant facts needed to deal with such 
questions are provided by the vari- 
Ous periodic censuses of business 
and industry conducted by the 
Census Bureau, several of which 
are in prospect for the immediate 
future. 


31 Million Businesses to 
Participate in 1953 Census 

Early in 1954 an estimated 3% 
million businesses will participate 
in the censuses of industry and 
trade covering business operations 


to Report on Operations 


tabulations of retail trade informa- | materials consumed, power equip- 
tion by Census retail trade areas ment, water consumption, value 
or community areas for those cities added by manufacture, value of 
which have established such areas products shipped, inventories and 
in cooperation with the Census capital expenditures. 

Bureau. These tabulations will) More than 200 different report 
make possible studies of areas) forms, tailored to fit specific in- 
within cities for which such data| dustries or several closely related 
have not been available previously industries, will be used to systema- 
from the Business Census. | tize reports on materials and prod- 
'ucts. The Census Bureau also will 
| undertake to examine the extent 
‘to which individual concerns oper- 
‘ate establishments in several dif- 

The 1953 Census of Manufac- ferent industries. 

tures will be a mail canvass of an’ The Census of Mineral Indus- 
estimated 275,000 establishments. | tries will enumerate about 35,000 
Common inquiries for all indus-| mines, quarries, and oil and gas 
trial establishments will provide establishments in close coordina- 


300,000 Factories, Mines 


tion, size and character of opera- 
tions; value of products; number of 
workers; payrolls and other prin- 
cipal operating expenses; expendi- 
tures for plant and equipment; and 
quantity of fuel and electricity 
consumed and horsepower of in- 
stalled equipment. In canvassing 
mineral establishments, the report 
forms will serve Census needs and 
also furnish most of the necessary 
annual data for the Bureau of 
Mines. This will reduce the report- 
ing burden. 

| 

Transportation Census 

Will Cover New Field 


| The Census of Transportation is 


for the year 1953. These censuses data, for areas and by industry, | tion with the statistical program of | being designed to take maximum 


will provide facts about manu- 
facturing; mineral industries; re- 
tail and wholesale trade; services, 
amusement trades, hotels and) 
tourist courts; and selected trans- | 
portation activities. 

The legislation providing for | 
these censuses is Public Law 671. 
of the 80th Congress, enacted in| 
1948 to synchronize the collection | 
of business statistics at five-year | 
intervals. | 

Planning and preparation for the | 
1953 censuses have occupied the | 
Census Bureau for more than a. 
year. Conferences have been con- | 
ducted between representatives of | 
the Census Bureau and other gov- 
ernmental agencies, and business 
men representing trade associ- 
ations and individual business con- 
cerns. | 

Hundreds of trade associations 
and thousands of individual com- 
panies have cooperated with the 
Census Bureau in reviewing the | 
clearing inquiries and lists of items | 
such as, for instance, over 6,000 | 
individual subclasses of products 
of industry which will be included 
in the scope of the Census of Man- | 
ufactures. Similarly, inquiries and | 
items to be covered in the report | 
forms for the Censuses of Business, | 
Minefal Industries and Transpor- 
tation have been cleared through | 
government and industry review. 

The Census Bureau has received | 
and adopted helpful suggestions | 
from business leaders to design the 
requests for information so that. 
the answers will be available from 
regularly maintained records of | 
the great majority of business con- | 
cerns. 


| 
Business Census Entails 
Biggest Volume of Reports 


An estimated 3 million estab- | 
lishments will be covered in the | 
1953 Census of Business, includ- | 
ing retail, wholesale and service | 
trades; theaters and other perabrd 
ment places; and hotels and tourist | 
courts All companies with paid | 
employes will be covered in a mail | 
canvass, for which the Census Bu- | 
reau has established an up-to-date 
file in coordination with the rec- | 
ords of the Bureau of Old Age, 
and Survivors Insurance on pay- | 
roll taxes. Information for com-| 
panies operated by individual pro- 
prietors or partnerships without | 
paid employes, except for a small | 
sample, will be drawn from in- 
come tax reports to the Bureau of. 
Internal Revenue. | 

Inquiries to be made in the Cen- | 
sus of Business will include such | 
items as location, kind of business, | 
form of ownership, employment 
and payrolls, inventories, annual 
sales, credit sales, and merchan- 
dise line sales. To reduce costs and 
to ease the reporting burden on 
business, only a sample of the 
smaller retail businesses will be 
requested to report on such de- 
tailed items as credit and mer- 
chandise line sales. In conformity 
with Census Bureau policy, report 
forms will be adapted to the sev- 
eral kinds of business, with the 
smaller firms being required to 
answer only a minimum of basic 
inquiries. 

A new feature which it is hoped 
ay be included in the forth- 
yming Business Census will be | 


on number of plants, employment | the Bureau of Mines. This Census 
and payrolls, hours worked, cost of | will collect data on number, loca- 


‘advantage of statistics already 
| available from other sources and 
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‘thereby avoid unnecessary dupli- 
-eate collection of information. 
‘Since this will be the first Census 
of Transportation, the Bureau has 
/encountered many new problems 
in developing efficient collection 
methods and has been forced to 
develop new techniques. 

The principal statistics to be col- 
lected in the 1953 Census will be 
in the field of truck ownership 
and operation. As a whole, the 
Transportation Statistics program 
will consist of four distinct projects 
in the following fields: 

(a) Truck ownership and oper- 

ation. 

(b) For-hire trucking establish- 

ment. 

(c) Outbound shipments from 

selected industries. 

(d) Handbook of Transporta- 


To sell dog food 
to inland Californians 


(AND WESTERN NEVADANS) 


Dog food or whatever you're selling—take this pointer to boost 
your sales in inland California. Be on the BEELINE! That’s the 


five-station radio combination that gives you 


THE MOST LISTENERS More than any competitive combina- 
tion of local stations ... more than the 2 leading San Francisco 
stations and the 3 leading Los Angeles stations combined. 
(BMB State Area Report) 
LOWEST COST PER THOUSAND More audience plus favor- 
able Beeline combination rates naturally means lowest cost per 
(BMB and Standard Rate & Data) 
Ask Raymer for the full story on this 344-billion-dollar market 


thousand listeners. 


— inland California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA = PAUL H. RAYMER, 


National Representative 
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tion Statistics. 

The information collected by | 
means of the several surveys com- | 
prising the Census of Transporta-| 
tion will be combined with data 


and other reference material avail- | 
able from other agencies and will | 
be published as a Handbook of) 
Transportation Statistics, the first 


of its kind and scope. 


s Business men need facts in 
measuring established markets and 
for developing new markets, in 
determining production schedules, 
in arranging distribution through 


tions, 


| efficient channels, and in making 


management decisions to meet the 
ever-changing consumer demands. 
Many of these business men rely 
on the population, industrial and 
|trade census reports for reference 
data in preparing production and 
sales programs. Sales managers) 
lay out their sales territories and 
sales campaigns and often fix sales 
quotas on the basis of census 
data. Market research organiza- 
trade associations, adver- 
tising agencies, and business ad- 
visory services depend heavily on 
the censuses for their basic statis- 


tical information. 

While the Census Bureau col- 
lects the data for which its various 
Censuses and surveys are de- 
signed, and compares them with 
data collected for other periods, it 
| leaves the work of interpreting 
these data to others whose business 
it is to do that work. 


® Many business men frequently 
use Census data without realizing 


their source. They rely upon 
trade reports, financial publica- 
tions, newspaper and magazine 


articles and editorials, and other 


| locked 
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When You Use 


The CHRONICLE 
to Sell Houston 


* 


Wk 


The ONE Newspaper, Tested and Proved, 


gi 
| 
| 


ban 


general and automotive 
advertisers used The 
Chronicle exclusively in 
1952. These accounts 

ran 1,155,937 lines of 
advertising exclusively 

in The Houston Chronicle. 


Media Records — Year 1952 


that can do your selling job in Houston. 


JESSE H. JONES, Publisher 
JOHN T. JONES Jr., President 


For additional facts about the No. 1 
paper in the South’s No. 1 market, contact 
your nearest Branham Company office. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


developed their information on 
trends and changes and future 
prospects by reference to census 
data. The Census Bureau is in the 
position of the wholesaler of statis- 
tical information which is retailed 
to the users by the many agencies 
serving the interest of the business 
men. There is such a varied supply 
of Census information on so many 


endeavors that these retailers of 
the data are as essential in their 
field as is the Census Bureau itself 
in the basic function of collecting 
the data. 


List Available 
Market Data 
for AA Readers 


(Continued from Page 53) 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


# For ease of reference, the com- 
pilation is presented in seven sec- 
tions: 

1. National Markets, embracing 
|all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets, 
which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers Wata relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 

7. Canadian and Foreign Mar- 
kets, which covers all Canadian 
material, and all material dealing 
with foreign publications, includ- 
ing export publications and foreign 
issues of American publications. 

Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists are grouped sep- 
arately under “local,’’ so that all 
available items are in one place. 


# In addition to data presently 
available, each section also in- 


sources of information which have ; 


phases of the population and its 
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CENSUS REPORTS 
NOW AVAILABLE 
Several series of final re- 
ports of the 1950 Census pro- 
vide information on the size 
and characteristics of the 
population, the number and 
characteristics of dwellings, 
and the number and charac- 
teristics of farms. The four 
series of reports, two on pop- 
ulation, and one each on 
housing and agriculture, have 
been issued for each state 
and present figures for coun- 
ties, cities and other areas. 
These reports are: 
Series P-A—Number of 
Inhabitants 
Series P-B—General Char- 
acteristics of 
the Population 


Series H-A—General char- 
acteristics of 
Housing 

Volume I (in _ separate 


parts for states) presenting 
data on farms, by counties. 
The 1950 Census reports 
may be purchased from 
the Superintendent of Docu- 
ments, Government Printing 
Office, Washington 25, D. C. 
Order blanks and price lists 
may be obtained by writing 
to the Director of the Cen- 
sus, Washington 25, D. C. 


cludes a list of “soon to be pub- 
lished” data. These have not yet 
been released, but are scheduled 
for early publication. This “soon to 
be published” list carries numbers, 
and may be requested through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
want to make certain that they do 
not miss them when they are re- 
leased. 

Although there are over 1,000 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one reason or another, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, the 
compilation is by far the largest 
and most complete of its kind ever 
assembled, and we hope it will 
prove of real value to the field. 


when you TEST 


“I always read the food ads. 
_When you shop every day for 
anarmful o bundles like this, 
you like to know you’ re spend- 


youre talking 


advertising in F°<ey.¥ OKE 


i 2 


_ing your money right. 


“That doesn’t mean we’re 
cutting corners. Bob and I are 
doing fine. A growing family, 
our own home...all the things 
that make life nice. We live 
like most folks in Roanoke.” 


|....And most folks in Roanoke 
live well! That’s one reason 

| why Roanoke is an IDEAL 
_ test market for your food 
advertising. It offers you the 
_ kind of families you want to 
sell to. And it offers you a plan* 
to make your selling 
more effective. 


*The Roanoke Market Development Pian is a mer- 


chandising idea which secures maximum local 
tie-in support for your advertising. Directed to 
the food stores and wholesalers who make more 
than 70% of the sales in this compact, 16-county 
trading area, the Roa- 
noke Plan works for you 
«...and in advance of 
zeut The new 36-page 
ook, ‘‘Portrait of @ 
Newspaper Market’’, tellg 
the whole story. For your 
FREE copy, write Sawyer, 
on uson, Walker C 
ast 42nd St., N.Y. 


TIMES AND WORLO-NEWS PIT a: ©, 


ROANOKE + VIRGINIA nari ik 
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Idea suggested by JOE ROSENBLOUM 
Mandel Bros., Chicago 


a In Chicago, it takes 2 — | — 
to do the trick | 4 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 


paper to reach even half of your city and suburban prospects. 


Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two 
MUST be The Chicago SuN-Timgs! 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA * HAL WINTER CO., MIAMI BEACH 
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Sell this Market through 


- ouLY'S.p OWER approach 


to the $22,000,000,000 Light Construction Industry PARTICIPATING ORGANIZATIONS 


NATIONAL ASSOCIATION OF HOME BUILDERS’ 
“National Home Week"—8 days, Sept. 20 through 


Sept.27 
BETTER HOMES AND GARDENS’ ‘Readers’ Choice Home” 
(1) 71,447 ACTIVE BUILDERS, through merchandising stores and building material 
CONTRACTORS . . . doing dealers 
a e. more than 80% of the light NATIONAL ASSOCIATION OF REAL ESTATE BOARDS 
Pio ee pall enttineiiien wileme. NATIONAL RETAIL LUMBER DEALERS ASSOCIATION 


CHICAGO HOME AND HOME FURNISHING FESTIVAL 


“somata ara 


Or nmin fre) wom: 


(2) 8,394 ABLE BUYERS AND 
SPECIFIERS . . . influencing 
product specifications; financial, 


MILLIONS of prospective owners, ultimate customers, throng to these showings 
—intent on looking and buying. 


es MoOmTW) Detar 


real estate, government and THOUSANDS of Builders participate—build and demonstrate tens-of-thousands 

owner influences. of homes (more than 12,000 in 1952)—aided and supported by other thousands 
of related businesses and institutions to create local activities of white-heat 

(3) 12,364 ALERT BOOSTERS— intensity—and they SELL houses at ALL price levels. 

DEALERS, JOBBERS, SALES MORE THOUSANDS of building material dealers are primary factors in this 

STAFFS... on your team to volcanic eruption of HOME INTEREST—promoting and selling the materials and 

sell the materials and products products required — YOURS? — into this exciting appeal to HOME-OWNING 

required by light construction. HOME-LIVING AMERICA! 


COMPLETE MAILING SERVICE American Builder maintains comprehensive industry lists of 


every active factor in the light ‘construction field — operative 
builders — carpenter-contractors — contractor-builders — retail lumber dealers — available with complete service for 
every type of mailing. 


MERICAN BUILDER 


A Simmons-Boardman Publication 
79 W. Monroe Street, Chicago 3, Ill. 
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Need for a longer 
period of activity 
prompted the ex- 
tension of Nation- 

al Home Week 

to NATION- 

AL HOME 
MONTH 


or ee 


AMERICAN BUILDER 
puts INDUSTRY PUNCH into NATIONAL HOME MONTH 


NATIONAL HOME MONTH NATIONAL HOME MONTH 
PLAN GUIDES provide complete suggestions and work- PROMOTION SECTION in the July issue of American 


ing schedule to enable any factor in the light construction —_ Builder, will rally the active interest and support of local 
industry to organize or participate in the National Home 


Month activity. This includes Builders, Dealers, Contrac- redie-TV sdlens~en euibatind oft tet atin aad 
tors, and all affiliated interests. These Plan Guides are P : 4 


based upon the accumulated experience of National Home Tals is the OPEN ESYESA IEEE OO SUOrRRE en, See 
demonstration activities in previous years. They will be fabricating, installing, demonstrating materials and prod- 
publicized in June, July and August issues of American ucts for America’s homes, to MEET THE GREATEST HOME 
Builder. INTEREST AUDIENCE IN THE WORLD. 


newspapers, national home interest publications, and 


> } e J _—_ This is where advertising to the Light Construction Industry PAYS OUT — and 
Advertisers! Agencies! American Builder is speeding the line at the Pay Window. Schedule your 
space NOW — and American Builder representatives will RUSH to help you. 


@ segeice? OY 


30 Church Street, New York 7, N. Y. 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 1000. Who Snags More Stock- 
ings, Wears Out More Shoes? 


Charm magazine surveys its 
readers and comes up with some 
interesting findings on the shoe 
and buying habits of working 
women readers. Number of pairs 
of shoes and stockings as well as 


brand preferences, are tabulated. | | 


The survey indicates conclusively 
that working women are a homo- 


geneous group bound together by |! 


the needs and problems arising out 
of responsibilities incurred in their 
8-hour day. Any pertinent differ- 
ence is fully described in this re- 
port. 


No. 1001. Interview. 


Charm conducts a_ three-part 
survey of its readers. Among 
factors noted are occupation 
and income differentials, along 
with variations between working 
and non-working women. Perti- 
nent facts are grouped in three 
volumes: Volume 1, “Who they 
are. .what they earn..where they 
live”; volume II, “The clothes they 
buy. .the contents of their hand- 
bags”; volume III, “The silver- 
ware they buy. .the silverware they 
want to buy.” Street & Smith Pub- 
lications Inc. 


No. 1002. The Top of the New Car 
Market. 


This sixth annual car survey 
conducted by Fortune gives re- 
vealing facts on the ownership and 
preferences for makes, models and 
transmissions of the magazine’s 
readers. The condensed result of 
more than 2,600 readers taking the 
time to fill out a lengthy question- 
naire. 


No. 1003. They Will Inherit Amer- 
ica. 

A survey that sounds out boys’ 
minds, including their opinion of 
advertising. Also lists what Amer- 
ican boys think outstanding, voca- 
tional preferences, favorite school 
subjects and after school activities. 
Published by Boys’ Life. 


No. 1004. Youth Market Newslet- 
ter. 

Digest of news, advertising facts, 
statistics and merchandising ideas 
for and about the youth market. 
Includes comparative statistics on 
boy and girl population, youth 
opinion on industry and product 
classifications, new developments 
in youth field, youth activities and 
new products for youth. Issued by 
Boys’ Life. 


No. 1005. Public Interest Adver- 
tisement Survey. 


Four interviewers made tele- 
phone calls on subscribers in a 
Boston suburb, to get a playback 
reaction to an advertisement on 
“Licorice: Dark Mystery of In- 
dustry,” in The Atlantic for No- 
vember, 1952. Limited supply 
available to companies interested 
in the public interest advertise- 
ment technique. Harper-Atlantic 
Sales Inc. 


No. 1006. Preferred Negro Radio 
Markets of the U. S. 

A listing of prime Negro mar- 
kets served by radio in the U. S. 
together with Negro population 
coverage figures for these markets. 
Preferred Negro Markets Inc. 


No. 1007. Gilt-Edged Market for 


vestors. 

An analysis of the Newsweek 
audience, to determine its inclina- 
tions and actions regarding invest- 
ment in stocks, bonds and govern- 
ment securities; also, the effective- 
ness of directed advertising in 


> 


stimulating that interest. 


No. 1008. How Liquor Advertisers 
Spent Their Ad Dollars in 1952. 
Newsweek’s second annual re- 


| port, , ae ’ 
the Advertiser Interested in In- | OO prepared by B. J. Corrado 


on magazine advertising appro- 
priations during 1952. 


No. 1009. The American Weekly | 


Housewife Looks at Chicken. 

A report on a survey of house- 
wives who read The American 
Weekly, covering purchasing, 


preparation and frequency of serv- 
‘ing of chicken. 


/No. 1010. The 168 Standard Metro- 
politan Areas. 

Cn the basis of U. S. Bureau of 
the Budget figures on 168 stand- 
ard metropolitan areas, The Amer- 
ican Weekly has published a book- 
let on 162 marketing areas. Sta- 
\tistics include American Weekly 
circulation figures as well as those 
of other publications and informa- 
tion on population and retail sales 


Advertising Age, May 11, 1953 
characteristics. 


No. 1012. Magazine Readers. 

On the basis of current Starch 
consumer magazine reports, The 
American Weekly has this report 
on reader characteristics. 


No. 1011. Editorial Service Linage. 

Data taken from the Editorial 
Analysis Bureau of Lloyd Hall Co. 
is available in a series of five 
charts showing the editorial linage 


The South is Rura 
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The Progressive Farmer is really five different 
magazines using the same front cover. Published 
monthly in five separate editions to serve the five 
distinct farming regions of the South, The 


Progressive Farmer is a local magazine to each 


of its 1,218,000 subseriber-families, with no wasted 
space in any edition on subjects foreign to local 
needs. Each edition is carefully edited for the ter- 


The SOUTH is a huge 16-state market, 
51.5% rural in population. (The rest of 

_ the country is only 28.9% rural.) The 
South has 49% of the nation’s farms and 
51% of the nation’s farm population. To 
sell the South, you must reach and influ- 
ence Southern rural families. 


Electricity brings comfort and convenience 
to this modern home built by Mr. and Mrs. 
M. M. Bicket, Indianola, Sunflower County, 
Mississippi, using plans obtained from The 
Progressive Farmer. 


has 2,239,0001 I 


ritory it serves. This intensely-localized editorial 
service gives your advertising powerful local im- 
pact and influence. It makes you a good neighbor 
to your prosperous Southern rural customers. 


Editorial and Advertising Offices: Birmingham, 
Raleigh, Memphis, Dallas. Advertising Offices: 
New York, Chicago, San Francisco, Los Angeles. 
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in service categories such as chil- 
dren, food, beauty, home furnish- 
ings and wearing apparel for The 
American Weekly and five other 
publications. 


No. 1013. The 36 Wholesale Drug 
Trading Areas. 

The American Weekly has this 
study to indicate the relative im- 
portance of each of 36 wholesale 
drug trading areas as defined by 
the National Wholesale Druggists 
Assn. Circulation and coverage of 


The American Weekly and other 
publications are also included. 


No. 1015. Undergarment and Sleep- 
Charm’s reader-research panel 
wear Survey. 
was asked to report on ownership 
of nightgowns, pajamas, slips, bras 
and foundation garments. A report 
on the study is available from 
Street & Smith Publications. 


No. 1017. Rainy Weather Footwear. 
A survey completed last October 


among members of Charm’s read- 
er-research panel reports on rainy 
weather footwear ownership, buy- 
ing habits and preferences. It is 


available from Street & Smith Pub-| 


‘of where supermarket and appli- 
‘ance store customers live in dis- 


lications. 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1014. Customer Concentration tance from each store. 


—an Appliance Study. 
Family Circle’s study of the cor- 


relation between appliance store. 
customers and the publication’s | 
readers is available in a 30-page, and dress wardrobes of Charm 
booklet. Also covered is a study readers from a recent survey avail- 


No. 1016. Charm Coat, Suit and 
Dress Survey. 
Here is a report on the coat, suit 
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)i Electrified Farms 


Electricity now serves 4,796,000 U. S. farms. 2,239,000 or 47% 
of these electrified farms are in the 16 Southern states. There 
are 24 states in the U. S. with more than 100,000 electrified 
farms...12 of these are in the South. The three top states in 
the nation are Texas, North Carolina and Tennessee. Since 
1940, the South has gained 298% in electrified farms...gained 
324% in farm income...and gained 12.1% in owner-operated 
farms. 


This all adds up to the fact that the rural South is the fastest- 
growing big market now available to manufacturers of elec- 
trical appliances and equipment. Another of the many import- 
ant reasons why The Progressive Farmer is The Nation’s No. 1 
Farm Magazine in Advertising Volume! 


The Progressive Farmer editors cooperate with appliance 
and equipment manufacturers and their 17,000 Southern deal- 
ers in making electricity mean better farming and better living 
to Southern farm families. Millions of readers of every issue 
are given stimulating articles on the use of electricity on the 
farm and in the farm home. 


The Progressive Farmer editors believe that the best way 
to raise the standard of living on the farm is to make people 
want things. More Southern farm families want electrical ap- 
pliances and equipment today than ever before in history, 
and they have the money to pay for what they want. 

During the last three years, Progressive Farmer subscriber- 
families bought 453,700 electric refrigerators, 367,000 washing 
machines, 314,000 electric ranges, 344,900 electric irons and 
216,000 vacuum cleaners. 


It will pay you to put the powerful influence of The 
Progressive Farmer to work for you! The Nation’s No. 1 Farm 
Magazine in Advertising Volume is your No. 1 Sales Oppor- 
tunity. You add the rural South to your market, when you 
place enough of your advertising in The Progressive Farmer! 
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able from Street & Smith Publi- 
cations. 


No. 1018. Charm Hosiery Survey. 


A survey completed last October 
among members of Charm’s read- 
er-research panel reports on ho- 
siery ownership, buying habits and 
brand preferences. It is available 
from Street & Smith Publications. 


No. 1019. Charm Travel and Vaca- 
tion Survey. 


This is a report from Charm’s 
reader-research panel members on 
travel and vacation preferences. It 


is available from Street & Smith 
Publications. 


No. 1020. Charm Shoe Survey. 

Shoe ownership, buying habits 
and brand preferences of Charm’s 
reader-research panel of working 
women are reported in this Street 
& Smith Publications survey. 


No. 1021. Living for Young Home- 
makers Readership Study. 
Results of a survey of readers of 
Living for Young Homemakers 
have been published by Street & 
Smith Publications giving statistics 
on the publication’s readers. 


No. 1022. Charm Cosmetic and 

Toiletry Survey. 

Charm’s reader-research panel 
has reported on usage, point of 
purchase and brand preferences 
for makeup, skin care, hand care, 
body hygiene and fragrance prepa- 


rations in this Street & Smith Pub- 
lications report. 


No. 1023. Fire, Casualty and Auto- 
mobile Insurance Among Time 
Subscribers. 


This report, covering the extent 
of fire, casualty and automobile 


N Ow! A STANDARD 

METROPOLITAN COUNTY AREA* 
Be th 

Largest 

Market 


(Chicago excluded) 


BLOOMINGTON 


and The Great Plus Market. 


Here’s a growing, buy- 

ing market, now more 

important to your 
schedule than ever. 
For the first time 
S. M.’s Survey of Buy- 
ing Power has desig- 
nated Bloomington as 
a Standard Metropol- 


itan County Area.* 
Sell this great poten- 
tial with the only 
media offering com- 
plete coverage!!! 


ILLINOIS’ 2nd 
LARGEST EVE- 


NING NEWSPAPER 
(Chicago excluded) 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


insurance carried by 2,500 Time 
subscribers, is available from Time 
Inc. Also covered are statistics on 
types and value of insurance car- 
ried, the effects of home ownership 
and income on total policy value 
and family characteristics. 


No. 1024. Most Influential Audi- 
ence in America. 

Fortnightly Publishing Co. has 
issued this survey of readers of 
The Reporter covering purchasing 
habits, income, cultural pursuits, 
leisure time activities and personai 
influence in the community. 


and 12 other activities. 


No. 1027. Packaged Air Condition- 


ing. 
Newsweek subscribers were sur- 


/No. 1029. Time Subscribers in Mid- 
| land, Mich. 

This is the fifth in a series of 
reports on the position and com- 
‘pany affiliations of all the sub- 
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|washers and Disposalls are con- 
| sidered in this study by Time. An 
‘analysis of the future market for 
‘major household appliances and 
furniture is also included. 


\No. 1025. The Newsweek Audi-| veyed early this year regarding ,scribers to Time in a typical, medi- 


ence—1953. 
An analysis of age, income, fields 
of work, job responsibility, direc- 
torates, education, home owner- 


subscriber families done by Re- 
search Co. of America. 


No. 1026. The Big One That Gets 
Away. 

The Newsweek research depart- 
ment did this survey of hobbies 
|and spare-time activities of News- 
| week subscriber families. Included 
|are reports on crafts, reading, ac- 


their plans for and current instal- 


um-size U. S. industrial city. 


lations of home air conditioning. 


equipment. A report on the study 
is given in this 12-page booklet. 


ship and home value of Newsweek | 


No. 1031. The U. S. College Mar- 
ket. 
A study of campus activities, ex- 


No. 1032. The Market for Televi- 
sion Sets. 

| A Time survey in Cleveland 
\gives the market characteristics 


|and appliance buying habits of 


No. 1028. Use of Hair Coloring penses, possessions and reading television set buyers in that city. 


Among Readers of The Ameri- 
can Weekly. 
Women readers of The Ameri- 
can Weekly were surveyed on their 
use of hair colorings. This report 


shades of rinses used; reasons for 


‘tive sports, gardening, photography 


of the study covers brands and) 


habits in U. S. colleges, published 
‘in July, 1952, is available from 
Time. 

| 

No. 1030. The Market for a New 
Billion Dollar Industry. 

The market characteristics and 


changing brands; frequency of use, appliance buying habits of Mil- 
and places where cosmetics are waukee families who have recently 
purchased. | purchased General Electric dish- 
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No. 1033. A Report on America’s 
Leading Chemists. 

Time_ researchers interviewed 
‘chemists and chemical engineers 
‘attending the 1952 spring meet- 
‘ing of the American Chemical 
Society. The results of these per- 
sonal interviews are contained in 
a report covering their occupa- 
tions, positions, purchasing inter- 
ests and magazine reading habits. 
/No. 1034. Mutual Benefit Life In- 
| surance Policyholders. 

| A mail survey of known policy- 
|holders conducted by Time gives 
information on the types and value 
of life insurance owned, purchas- 
ing motivations, personal and fam- 
ily characteristics and magazine 
reading habits. 


|No. 1035. A Study of U. S. Pur- 
chasing Agents. 

This report covers a Time sur- 
|vey of purchasing agents, cover- 
ing their positions, educations, the 
|size of their companies and pur- 
|chasing departments, and their 
magazine reading habits. 


No. 1036. Life Insurance Owner- 
ship Among Time Subscriber 
Families. 

A report on the types and face 
value of life insurance owned by 
Time subscriber families, their 
_reasons for buying insurance and 
| the persons influencing their pur- 
‘chases. Also analyzed are family 
_ characteristics in terms of income, 
|age, education, occupation among 
pre buyers. 

No. 1037. The Market for Appli- 
ances Among Time Subscribers. 
Details on how income, age and 

occupation affect appliance owner- 

‘ship are included in this report 

/on the trend of appliance owner- 

‘ship among Time subscribers. 


No. 1038. The Advertiser’s Largest 
and Most Profitable Market for 
| Durable Consumer Goods. 

_ This report is based on a sum- 
mary of the 1952 Federal Reserve 
Board Survey of Consumer Fi- 
/nance. These figures, coupled with 
/special tabulations made for Time, 
give national projections of the 
‘number of purchasers of durable 
goods in each income group and 
‘the total amount spent. 


'No. 1039. Use and Brand Prefer- 
ence in Laundry Equipment and 
| Cleaning Supplies. 

Subscribers to Household report- 
‘ed on preferences for washers, 
‘dryers, ironing equipment and 
water heaters, as well as brand 
‘preferences for soaps, detergents 
‘and other cleaning supplies in this 
report by Capper Publications. 


No. 1040. Mail Order Buying Hab- 
its. 

Capper Publications has this re- 
port on mail order buying habits 
‘of readers of Capper’s Weekly. 
Clothing and dry goods, furnish- 
ings and garden equipment are 
covered. 


No. 1041. Do-It-Yourself in Paint- 

ing and Interior Decoration. 

A report on Household subscrib- 
ers in small towns covers outside 
and inside painting of homes and 
the installation of interior finish 
board. It is available from Capper 
Publications. 


No. 1042. The Home We Live In. 
Families reporting to Household 

have supplied statistics on home 

ownership, furnishings, automo- 
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bile ownership, hobbies and plans pocket and table lighters by brand, No. 1057. The Artist as a Travet 
for future purchases. The survey number owned, frequency of use 
and method of acquisition. 


is available from Capper Publica- 
tions. 


No. 1043. Readership of House- 
hold’s “Go Shopping” Columns. 
This report ou regular readers 
of Household’s mail order column, 
“Go Shopping,” shows the number 
of times these mail order shoppers 
order items annually. 


No. 1044. Teen Survey—College 
Freshmen. 


College freshmen reporting to 


Artist. 


No. 1056. Buying Power of the 


A compilation of three surveys 


Prospect. 
Another survey conducted by| 
Charles L. Rumrill & Co. for 


No. 1055. Ownership of Fountain rican Artist, showing the pro- 
Pens and Mechanical Pencils. Ame 
Another mail survey by Coronet, and reaction to advertising of the 
made last June, covering owner- 
ship of fountain pens and mechani- 
cal pencils by type of pen, brands «no unt spent on travel or vaca- 
owned by type, method of acquisi-_ tion; where the subscriber visited, 
tion and brands preferred by re-| ond the magazine’s influence on 
spondents planning to buy. 


fession, travel activities, income 


magazine’s subscribers. Survey in- 
cludes data on earned income; 


subscribers’ purchases. 


/No. 1058. Grit’s Analysis of Brand 
Preferences. 
This 17th annual report on brand 


habits on clothes and accessories. | power of the artist, what they earn,| preferences of 19,194 Grit families 


what they spend and where they covers the following categories: 


No. 1045. 12 Years with the Faw-| buy. Surveys conducted by Charles automotive, drugs and pean 
cett Beauty Reader Forum,|L. Rumrill & Co. and the Aeneas | ES appliances, tobaccos an 


1952. 


Artists Assn. of America. 


Fastest Growing Part of 
Florida’s 2nd Largest Market 


The St. Petersburg area (Pinellas County) 
represents 44% of all retail sales of the St. 
Petersburg-Tampa market. 


The St. Petersburg Times covers 83.1% of 
the St. Petersburg portion of this market. 
No other newspaper approaches this high 
coverage. (A.B.C. Mar. 31, 1952) 


Represented im Florida by 
V. J.Obenouer, Jr., Jacksonville, Flo 


MORNING . . . SUNDAY 


miscellaneous. 


An annual summary of the re- 
ported beauty habits of True Con- 
fessions and Motion Picture read-|— 
er-panel members. This study an- 
alyzes the usage, brand preferences 
and place of purchase of toilet 
preparations for the years 1941 
through 1952. 


No. 1046. Survey of Hand and Nail 
Care. 


An annual Fawcett survey of 
the same reader-panel members 
mentioned above, covering brand 
preferences of products used for 
care of hands and nails. Published 
by Fawcett Women’s Group. 


No. 1047. Survey of Hair Prepara- 
tions. 


Same as above, except it covers 
preferences of products used for 
care of the hair. Published by 
Fawcett Women’s Group. 


No. 1048. Survey of Skin Care, E 
Cleanliness & Fragrances. 


Same as above, except it covers 
brand preferences of all types of 
products used for skin care, clean- 
liness and fragrance. Published by | 
Fawcett Women’s Group. 


No. 1049. Survey of Makeup Prep- 
arations. 
Same as above, except it covers 
brand preferences of all types of 
beauty preparations. Published by 
Fawcett Women’s Group. 


No. 1050. Survey of Personal Dain- 
tiness Items. 


Same as above, except it covers | 
brand preferences of anti-perspira- | 
tion, superfluous hair remover,| 
sanitary protection, oral hygiene 
and fine laundering products. Is-| 
sued by Fawcett Women’s Group. | 
No. 1051. Directory of Financial 

PR Counsel. 

A geographical directory com- | 
piled by Financial World listing) 
counsel firms handling financial | 
public relations (financial public- | 
ity, preparation of annual reports, | 
financial community liaison and| 
proxy solicitation). 


No. 1052. Report on Air Travel. 


A study of the vacation and’ 
travel experiences of 1,000 U. S.| 
male citizens, conducted by Es- 
quire at Chicago and New York) 
airports. Also contains data on) 
consumer magazines read and pre- | 
ferred. 


No. 1053. Health & Beauty Aids, | 
1952 Brand Distribution. | 


Better Living has issued this re- 
port on the distribution of health 
and beauty aids in the 2,379 health 
and beauty aids departments in 
food stores selling Better Living. 
Published last October, the report 
contains detailed data on 1,842 
health and beauty aids depart- 
ments. 


No. 1054. Ownership of Cigaret 
Lighters. 
This is a mail survey of 2,500 
Coronet subscribers made in June, 
1952, covering ownership of both | 


the people who mold 
public opinion? * 


Would you like to reach 
a subscription list © 

that comprises a Who’s ; 
Who in public and world affairs? ¥ 


* Write Research Department of 
THE REPORTER for free data file. 


Do you want to appeal to a 
group that is exceptionally 
high in income and 

educational attainments? * 


“Reporter 


A FORTNIGHTLY OF FACTS AND IDEAS 


Published by The Fortnightly Publishing Co., Inc. 
220 East 42nd Street, New York 17, N. Y. 


Winner of the 1952 George Polk Special Award in Journalism 
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Available Market Data—National 


To secure copies of data listed, 


includes data on coverage by age, 
| Sex, possession, economic level and 
occupation by individual maga- 


use the handy coupons zines and by combinations. 


No. 1059. The Primary Markets for 

. Quality Merchandise. 

This market study, made by The 
New Yorker last May, covers the 
key U. S. markets and their indi- 
vidual sales potentials for quality 
products. Designed to simplify the 
selling of these products in the 47 
primary trade areas of the U. S., 
the study employs special Census 
Bureau tabulations for some of the 
indexes. Maps of each area are 
included. 


No. 1060. A Security Market Run- 
ning into Billions. 

An analysis and tabulation, made 
annually by the New York Jour- 
nal of Commerce, of the security 
holdings of leading casualty, fire 
and life insurance companies. It 
lists individual companies and 
shows names and number of shares 
held by classifications of common 
and preferred stocks and bonds. 
No. 1065. Reader Characteristics 
Study. 


This study contains data on the 
Today’s Woman reader, the family 
home, and household possessions. 
The findings of this study are 
based on the results of question- 
naires inserted in newsstand copies 
and from subscriber mailings. 


No. 1066. Esquire’s 1952 Subscriber 
Survey. 

This qualitative survey of prod- 
ucts preferred by Esquire subscrib- 
ers is contained in ten separate 
booklets covering the following 
categories: men’s apparel; liquor; 
travel; drugs and toiletries; smok- 
ing requisites; home ownership; 
TV, radio and records; automobiles; 
gifts, and photographic supplies 
and sports goods. 


No. 1067. A Report on the Hunting 
& Fishing Market. 

A survey by Hunting & Fishing 
subscribers covering their buying, 
vacation and travel habits, and 
their occupations and family in- 
comes. 


No. 1068. 1953 Reader and Market 
Analysis. 

A study made by Radio & Tele- 
vision News covering both primary 
and secondary activities within the 
electronics market, and also show- 


Are You Reaching 
the "Robustling” 


HAMMOND 
EAST 
CHICAGO 


MARKET! 


* Indiana's 2nd Largest 
A.B.C. City Zone! 
187,969 Population, 
(4 out of 5 read the Times!) 
* Indiana’s RICHEST 
Family Income Market, 
11th inthe Nation! 


$7,947 av. income per house- 
hold, 2,700 per family higher 
than national uverage! 

(1953 C.M.) 


Completely Covered and 
Locally Served Only by 


THE HAMMOND TIMES 


zines. 
This report by Look shows the 


tronics. Income data and projected | 
spending plans are also presented. | 


No. 1069. National Study of Mag- gross impressions (male, female 

azine Audiences. and total) for all pairs, trios and 

A study conducted by Crossley) 

Inc. for Look of the audience cov~ |ered in the Look survey listed 
| 


erage of nine major magazines. It| above. It also gives data on readers 


ing hobby activities related to elec- No. 1070. Combinations of Maga- 


‘net unduplicated audience and 


quartets of the nine magazines cov-_ 


per dotlar. 


No. 1072. True Reader Characteris- 
tice Survey. 

This survey contains data on the 
True reader, his family, and pos- 
sessions. This is True’s fourth bien- 
nial readership study. Answers to 
questions are based on the same 
proportion as newsstand and sub- 
scription sales to total circulation. 


No. 1073. True Mail Wardrobe 
Facts. 


Advertising Age, May 11, 1953 


Covers ownership, price of pur- 
chase, place of purchase, style pref- 
erences of men’s year-round cloth- 
ing, furnishings and accessories. 
Based on a mail survey among 
True panel members, validated by 
a small person-to-person sample of 
non-respondents to the mail ques- 
tionnaire. 


|No. 1071. True Automotive Report. 
Based on the findings of a reader 
/panel survey on auto ownership, 
(usage, accessories and mainte- 


We just can't accept 


Hammond, Indiana 


Represented Nationally by 

BURKE, KUIPERS & MAHONEY, INC. 

New York Chicago Dallas Atienta 
Son Ft 4 Los _ r] 5 
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nance; truck ownership by the 
True reader and his employer. Part 
two, by individual states, the 1950 
market for automotive parts, ac- 
cessories, equipment, gasoline and 
oil; the male vs. the female influ- 


uor; beer, ale and stout; wine, and; survey are home maintenance, re- 
soft drinks. The findings are based pair and building; home and 
on returned questionnaires of grounds; lawn and garden equip- 
reader-panel members’ reporis on ment; hand tools, power 
the type, consumption, brand pref- truck and outboard motors. 
erences and home purchases of 


tools, | 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1076. Cigaret Advertising vs. 
Cigaret Buying. 


ence in the decision of brand of beverages by True. 

gasoline and oil and auto acces- 

sories. No. 1075. Mechanix Illustrated| Redbook has this 32-page book- 
Consumer Panel No. 7. let reporting results of a pilot study 
This survey reports the owner-, in the New York market to deter- 

ship and purchases of 2,000 Mecha-| mine the effect of cigaret advertis- 

nix Illustrated reader panel mem-| ing on these trends. The study is 

bers. The subjects covered in the based on 1,038 personal interviews 


t No. 1074. Report of the Drinking. 
Habits of the True Audience. 
This report has been prepared 

for distribution in four parts: liq- 


with cigaret purchasers at the multiple car market and the 


younger average age of families, 

‘the study covers makes of cars 

No. 1077. Redbook’s Fourth An- owned, model years, buying plans, 
nual Automobile Survey. ‘makes to be bought and reasons for 
A study published last Septem- selecting a particular make. 

ber reports on automobile owner- 

ship among readers of Redbook. No. 1078. Sportsmen’s Food Buying 

Stressing the importance of the_ Habits. 


point of purchase. 


some people’s money... 


Every year, Chilton paid-circulation publications re- 
turn more than $10,000 to persons who do not qualify 


as readers. An average of 300 subscription requests 
are turned down monthly. 


There you have the best kind of proof that Chilton 
recognizes its obligation to its advertisers. 


) Selection of Chilton readers under rigid regulations 
assures Chilton advertisers that their message goes to 
the most valuable prospects—those who make the 
buying decisions in the fields Chilton serves. 


And this is equally true of both Chilton paid-circulation 
and controlled-circulation publications! 


CHILTON . 


(Cincorpora Teo) 


NP) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. bs 


100 E. 42nd Street 
New York 17, N. Y. 


THE IRON AGE « HARDWARE AGE o MOTOR AGE . 

HARDWARE WORLD * DEPARTMENT STORE ECONOMIST * 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY ® 
AUTOMOTIVE INDUSTRIES @ 


COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 
THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ DISTRIBUTION AGE 


Outdoor Life readers contributed 
data for this survey which covers 
the number of fishing, hunting and 
camping trips taken last year, 
when the trips were taken and the 
types of food generally stocked for 
such trips. 


No. 1079. Survey on Burlap Bags. 


A tabulation of the results of a 
survey conducted in mass feeding 
institutions concerning the use of 
burlap bags and the general aware- 
ness of institution executives of 
packaging methods and materials 


GREENVILLE 


_ SOUTH CAROLINA’ 


HALF-MILLION 
» MARKET = 


leads all others in 


RETAIL SALES 
with 


$382,513,560. 


Data compiled from Sales 
Management’s 1953 Survey 
of Buying Power shows 
this comparison of Retail 
Sales in S.C.’s 3 leading 


markets: 
Greenville $382,513,560. 
Columbia 345,860,660. 


Charleston 260,615,900. 


* GREENVILLES ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market 
also leads all others in S.C. 
in Population, Income, 
Wages, Employment, and 
Autos & Trucks. It is 
your first market in South 
‘| Carolina. 


Greenville News 


IP cReenvilte pieomonr 


Rept cented Matonaily by WARD UAH IIIR COMPANY INL 


Operators of WIBC —NBAC-—S000 Wotts 


Daily Circulation 96,611 
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used for large food supplies is! 


available from Institutions. 


No. 1080. The Bathroom in Insti- 

tutions. 

The number of bathroom facil- 
ities in institutions and the sales 
potential for bathroom fixtures for 
modernizations, rehabilitations and 
new construction in the institu- 
tional field is available from In-. 
stitutions. 


No. 1081. Sardine Survey. 

Acceptance, frequency and 
amounts of servings of sardines in. 
mass-feeding institutions are. 
covered in this report from Insti-. 
tutions. From these figures the 
study indicates potentials for in- 
creased consumption of this fish. 
product. 


No. 1082. Shrimp Survey. 

A study similar to the one above, | 
covering shrimp consumption in| 
mass-feeding institutions, is avail- | 
able from Institutions. 


No. 1083. Tuna Survey. 


tuna consumption in mass-feeding 
institutions. 


No. 1084. Lobster Survey. 

A report on lobster consumption 
in mass-feeding institutions, pub-~ 
lished by Institutions. 


No. 1085. American Family Reader 

Characteristics Study. 

A comparison between the June, 
1950, and the July, 1952, charac- 
teristics of readers of American 
Family. All respondents shop in 
independent grocery stores. 


No. 1086. Warehousing of Non- 

Food Items. 

A study by American Family 
which indicates the extent to 
which wholesale grocers who dis- 
tribute the magazine stock non- 
food items. 


No. 1087. Analysis of Store-Dis- 
tributed Magazine Coverage. 
A comparative study, made by 

American Family, shows grocery 


-|Dell Modern Group are compared | 


Circle, Everywoman’s and Wom-| where manufacturers sold 92% of 
an’s Day in these stores. The study their traceable distribution of 
also reports on coverage and cost’ electric housewares. It is available 
allocations of store - distributed from This Week Magazine. 
women’s service magazines be-. 
tween chains and independents. No. 


Equipment Sales. 
No. 1088. The Woman Audiences : - , 
a * : : | This Week Magazine has this 
Pe Say: ae eee ee which has not been publi- 


number of children and Bev r som cized heretofore, available cover- 


per 100 copies among women read- | ing sales trends of laundry equip- 


ers of major magazines are covered | ment, based on ge bay yer d 


in this study by Dell Publishing Co. pacer go gpa s. TI 
= ger and spinner wash- 

Characteristics of readers of the ers, automatic washers, electric 
|and gas dryers and ironers, as well 
as magazine coverage in 207 mar- 
ket areas. 
No. 1089. The Rotarian Audience. | 

Characteristics of subscribers to | No. 1092. Family Circle Reader Re- 
The Rotarian are described in this | port on Breakfast Foods. 


study by the official magazine of Cereal eating, brand preferences 
Rotary International. _and purchasing habits among read- 
No. 1090. ket r Elec- |ets of Family Circle are reported in 
iow tri vy Pasne. 2 a eS - _this study published last June. 


| Based on figures supplied py Radio and television set ownership 


_members of the National Assn. of of these families also included. 


1091. Analysis of Laundry 


with those of other magazine audi- 
ences. 


store sales and distribution of this | Electrical Distributors, this study | 


An Institutions study covering | publication, Better Living, Family| points up 118 wholesale centers No. 1093. Family Circle Reader 


| Report on Laundry. 


6,000,000 people from every state—4% of America! 
Young in spirit, they are open-minded —ready to try. 
With $11,000,000,000 net income, they are ready to buy. 


Use this 


It’s the biggest market west of Chicago. 


One-half live in big cities—Los Angeles, Long Beach, San Diego. 
A quarter in 100 outlying cities and communities . . . 


A quarter in rich rural regions, 


including America’s #1 agricultural county. 


The dollar-wise way to test your product or service is to use KBIG, 
which completely covers this urban and rural area. 


John Poole Broadcasting Co. * KBIG — KBIF — KPIK 
6540 Sunset Boulevard — Hollywood 28, Calif. * Telephone: HEmpstead 3205 


Representative: Robert Meeker Associates, Inc. 


10,000 watts —740 on the dial 


Giant Economy Package of Southern California Radio 


low-cost KBIG 


ADIO prescription 


to test the Southern 
California market 


_ Readers of Family Circle sup- 
plied this report on laundering 
habits, laundry equipment owner- 
‘ship and laundry product prefer- 
ence and usage in this study, to be 
| published in June. 


| No. 1094. Family Circle Reader Re- 

| pert on Frozen Foods. 

_ Astudy to determine frozen food 
purchasing habits, eating habits 
and brand preferences is available 
from Family Circle based on a sur- 

vey of readers. Ownership, size, 

/age and brand of mechanical re- 

'frigerators, ice boxes and home 

freezers is also reported. 


‘No. 1095. Family Circle Reader 
Report on Home Sewing. 

A report on the scope of home 
sewing activities among readers of 
Family Circle is available, includ- 
ing dress pattern purchases and 
sewing machine ownership. 

No. 1096. Family Circle Reader 
Report on Electric Light Bulbs. 

Purchasing habits and brand 
preferences on electric light bulbs 
are reported in this survey of Fam- 
ily Circle readers. 


No. 1097. Family Circle Reader 
Report on Cigarets. 

Family Circle readers were sur- 
veyed on their smoking habits, cig- 
aret consumption, brand prefer- 
ences and puchasing practices for 
this 
magazine. 


No. 1098. Some Factors Affecting 
Repetition and Continuity in 
Advertising. 

This report summarizes the high- 
ligrts of two studies conducted in- 
dependently by the Federal Re- 
serve Board and National Family 
Opinion Inc. on continuity, fre- 
quency and repetition of adver- 
tising effort. Issued by Curtis Pub- 
lishing Co. 


No. 1099. Overseas Passenger Trav- 
| el. 
| Based on information supplied 
by the Immigration and Natural- 
‘ization Service, this report shows 
‘in detail the volume of overseas 
‘travel during the year ending 
‘June 30, 1952. Published by Curtis 
Publishing Co., it includes coun- 


all passengers, as well as the 
method of transportation used. 


No.-1100. Tourist and Vacation Ad- 
| vertising Expenditures in 1952. 


lishing Co. publishes a report on 


/penditures by states, areas and 
‘communities. In addition, it lists 
|tourist promotion expenditures by 
a selected group of neighboring 
foreign governments. 


study available from the) 


tries of origin and destinations for 


/1952 tourist and vacation ad ex-)| 
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No. 1101. The Vacation Travel 
| Market. 

| The third nationwide report on 
|the subject by Curtis Publishing 
Co., this is an analysis of the size 
and characteristics of the U. S. 
vacation travel market. It includes 
break-downs on tourist expendi- 
tures for rail, plane, bus and ship 
fares—also consumer expenditures 
for gasoline, oil and automobile ac- 
cessories. 


No. 1102. Population Projections 
by Households. 

This release by Curtis Publish- 
ing Co. summarizes information 
contained in the latest Bureau of 
the Census projections of U. S. 
‘population in 1955 and_ 1960. 
Based on households rather than 
individuals, these projections will 
be useful to advertisers who meas- 
ure their market potential in 
terms of family units. 


| 


No. 1103. History of Instant Coffee. 
This Curtis Publishing Co. com- 
pilation covers the history of in- 
stant coffee and the market, gives 
usage figures for the product, de- 
scribes the various types of instant 
coffee, and gives data on packag- 
ing and advertising. 
No. 1104. The Market for Soft 
Drinks. 

The industrial background and 
the market for soft drinks (in- 
cluding fruit drinks) are covered 
in this Curtis Publishing Co. re- 
port, which discusses distribution, 
consumption and sales. 


No. 1105. Market Areas in the U. S. 
Produced to assist the manage- 
ment of companies selling con- 
sumer products or services, this 
book, containing market maps, out- 
lines U. S. market areas, and shows 
how to determine each area’s mar- 
ket potential for various kinds of 
products. The data covers 501 mar- 
ket centers and the counties com- 
prising their surrounding market 
Issued by Curtis Publishing Co. 


No. 1106. Skiing as a Modern Sport. 
Two aspects of the ski market 
are covered in this report—that 
for skis and equipment and that 
for the principal ski resort areas 
of the U. S. (which are broken 
down by geographic areas). The 
history and development of skiing 
as a modern sport is also covered. 
Issued by Curtis Publishing Co. 


No. 1107. The Profitable Market. 


Summarizing the 1952 Federal 
|Reserve Board survey of consumer 
finances, this report by Curtis 
/Publishing Co. confirms the fact 
‘(previously established) that the 
profitable market for consumer 
goods is to be found among those 
families possessing better-than-av- 


|erage incomes. 
| 
| 


No. 1108. Guide to Markets and 
Quotas for Automotive Prod- 
ucts. 

| Aimed at manufacturers and 
wholesalers of automotive prod- 
ucts, this Curtis Publishing Co. re- 
search product contains up-to- 
date information on distribution of 
|passenger car registrations, truck 
and bus registrations and auto- 
motive product sales by states and 
counties. 


No. 1109. Digest of Principal Re- 
search Department Studies, Vol. 

IV. 

Three volumes of these digests 
of Curtis Publishing Co. research 
in the period 1911-45 were pub- 
lished in 1946, and are now out of 
print. Vol. IV presents briefs of 
major Curtis research publications 
issued from 1945 through 1949. 


| In this brochure, Curtis Pub- 


No. 1110. How to Get the Most Out 
of an ABC Statement. 

This booklet is published by 
U. S. News & World Report in the 
interest of better understanding of 
all ABC statements. Shows how 
jand where qualitative information 
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is found and what it means to an |analyzed in this brochure by The 


advertiser. | American Weekly, which also com- 
‘pares circulation and coverage of 
No. 1111. Magazine Preference|The American Weekly and other 


Study Among Business Execu- | magazines. 
tives. 
This consists of four separate no 1115. My Bedroom. 
reports on studies conducted by . 
U. S. News & World Report to de- 


termine which magazines major : : 
executives use and prefer. Execu- |rank in the minds of homemakers, 


, : > based on data collected during a 
tives studied include: heads of | ’ ; ined 
life insurance companies; of Class |MeCall $ contest, is contain in 


I railroads; of leading commercial | this report. 


banks, and members of the Nation- 
al Industrial Conference Board. No. 1113. Where Women Get Their 
Style Ideas for Home Sewing. 


No. 1112. The 184 Wholesale Gro-| This McCall’s survey is based on 
cery Trading Areas. |interviews with 3,036 women in all 
The relative importance of each |age and income groups—employed 


of the 184 government-defined |and housewives—in cities of more 
wholesale grocery trading areas is|than 2,500 population. 


An evaluation of important 
products for the bedroom as they 
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No. 1114. Importance of Women in 
the Purchase of Menswear, AV@Qilable Market Data—National 
The influence of women in mens- 
wear purchases is covered in this 
four-part McCall’s survey of 
‘buyers for department stores and tailers, distributors and public; No. 1120. Men’s Apparel Markets, 
men’s specialty shops. Data de-jutility sales executives in 500 | U.S. A. 
‘rived from subscribers is included. \cities and towns across the country.| This study of the clothing mar- 
‘ket at the manufacturing, retail 
No. 1116. What Women Want in| No. 1117. My Kitchen. ‘and consumer level has been pre- 
Their Living Rooms. Another McCall’s contest pro- pared by Esquire. 
__ This report measures living room vided the data from which this re-| 
‘furniture preferences on the basis port on housewives’ attitudes to- No. 1121. Super Markets and Other 
of data submitted in a McCall’s| ward 87 kitchen products is drawn. Self-Service Grocery Stores. 
“My Living Room” contest. | Growth and importance of self- 
|No. 1119. A Report on the Market. ‘service grocery stores are listed in 
‘No. 1118. Appliance Retailing, | Fifty-one questions, most of | this booklet by Outdoor Advertis- 
Number Ten. which are concerned with recrea- ing Inc. according to regions, city 
| The tenth, and current, report tion and vacation preferences, | size and individual cities over 25,- 
|by McCall’s on appliance retailing,| formed the base of this survey |000 population. It lists the number 
‘this booklet contains data based|of its subscribers conducted by of supers and other self-service 
stores in 501 cities and per cent of 


To secure copies of data listed, use the handy coupons 
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/on personal interviews with re-| Hunting & Fishing. 


Look! No bulbs, no batteries, no costly current... 


Ni we 


Ordinary signs 
LOAF ALL NIGHT! 


Illuminated signs 


Ud ve COST ALL NIGHT! 


. 


WW 


s _- Reflectorized signs 

= — SELL ALL NIGHT on 

= 4 BORROWED LIGHT! 
7 4% / ! 1 ° 


oon , i Int | 


18 S:UMION ST. AixAanler 


zy 
OTORS, 


BS UMION ST AinAmslon 


You double the sell of your outdoor advertising signs with 


REG. U. S. PAT. OFF, 


SCOTCHLITE 


BRAND 


REFLECTIVE SHEETING 


LS LS SS ES LS ES ES ES ES ES GS CED GED ED CED OED GED CED aD aoe oD eo ae 


See how “Scotchlite” Sheeting re- 
MINIATU RE roduces meg | messages in 
SIGN FREE! r 


ull-color brilliance y and night. 
Write today—no obligation, of course. 
MINNESOTA MINING & MFG. CO. Dept. AAS3, St. Paul 6, Minn. 


Not ---------., 


| 
Jastiest BEER-ALE SHARP MILLING CO CUI os 60.tp caste eis vinksescstvimnamesiomenainnd 
Signs Like These Sell 24 Hours a Day! ies AGDEEE. « ccdccecrsecvensvctscvadsencetsthuceecedsedsdeeuses | 

Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn.—also makers of “Scotch” Brand P. . 
Sensitive Tapes, “Scotch” Sound Recording Tape, “Undersea!” Rubberized Coating, "Safety-Walk” Non-slip Surfecine, _ 3M Gee 6040066049006900800 00080608? ZONE . 0c eSTATB ccccccsces | 
"3M" Abrasives, "3M" Adhesives. General Export: 122 E. 42nd St., New York 17,N.Y. In Canada: London, Ont., Can. ee ee ee ee ee es 
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This two-part report by Outdoor 
‘Life contains the findings of a 
survey of subscribers and dealers 

1122. Automotive Oil Filter and covers the number of cars 
Survey. owned, brand identification of oil 


grocery volume they account for 
in each market. chased. 
No. 

of Automobile 

Dealers. ; 

Readership of 18 magazines by 
auto accessories and parts dealers 
is covered in this Outdoor Life 
| survey. 


the New Force in 
Product Merchandising 


NOW AVAILABLE 
liances are owned 


1953 MARKETING DATA tances 


Includes census of vending equipment... No. 1125. Reader Survey. 
production and unit sales totals in three- Percentages of readers owning 


particular items of hunting and 
year comparison .. . detailed data on ‘fishing equipment, brand prefer- 


ence and readership habits are 
reported in this booklet by Out- 
door Sportsman. 


No. 1126. Right vs. 
| Advertising Pages. 
| This booklet of the Curtis Pub- 
lishing Co. contains an analysis 
of research into whether right or 


No. 1124. Subscriber Survey. 
| The Workbasket conducted this 
survey of its subscribers to de- 


and which 


a”: of selling. 
Ask for your FREE copy of the 


App 


Left-Hand 


16-page Market Data Booklet 
VEND @ 188 Randolph Tower Bldg. Chicago 1, Wh. 


No. 1123. Magazine Reading Habits |, 
Accessories) — 


A detailed analysis of the 43 cooking, 


termine what types of home ap-— 


Localizers. 


Advertising Age, May 11, 1953 


filters and where filters are pur-j|left hand pages of magazine ad- No. 1130. American Home Panel 
vertising offer a greater advantage. 


Report No. 30. 
| Another American Home report, 


1127. The American Home this booklet contains findings of 


(a survey on canned pineapple, 
favorite dishes, recipes, 


‘top metropolitan markets is con- | recipe files, vacations and travel. 
tained in this booklet by Ameri-| 
can Home. Included are maps of |No. 1131. American Home Panel 


each market. 
‘No. 1128. The American Home 
Reader-Consumer Panel Re- 
| ports No. 27A and 28. 

| Data on nursery stock, electrical 
goods, color preferences, pianos 
and electric organs, power mowers, 
kitchen utensils and supermarket 
shopping are included in this sum- 
mary. Information was taken from 
questionnaires sent to 2,000 mem- 
bers of the American Home panel. 
|No. 1129. American Home Panel 
Report No. 29. 

This American Home _ report 
covers air conditioning, floor cov- 
ering, hardware, heating equip- 
ment, home ownership and plumb- 
ing fixtures of panel members. 


0 
4 


Y 


--the natio 


Quick Facts on the 
Nation's 19th Market 


Population: 791,896 
Households: 227,920 
Retail Sales: 


among metropolitan areas, and it's 


the most productive in the country. 


Providence Journal-Bulletin 
Combined Circulation 


penetration. 


figures from Consumer Markets) 


*Bureau of the Census 


PROVIDENG 


The Providence Journal The Evening Bulletin 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


JOUR 
BULL 


4, 


! 
Ns 


9th market 


Although Providence ranks forty-third in popu- 
lation, it is recognized as the nation's 19th market* 


dominated by 


The Providence Journal-Bulletin newspapers, among 


Compact, stable and unaffected by nearby 


agate spaces markets, New England's second largest market is a 
ver city-state market of 791,896 people with effective 
$1,243,966,000 buying income of $1,243,966,000. 


Join the good company of successful advertisers 
who rate The Providence Journal-Bulletin an operat- 


191,022 ing necessity, because of the completeness of its all- 
ae Journal over coverage (more than 100% coverage in A.B.C. 
oe seret att, ree Providence) and the directness and intimacy of its 


NAL- 
ETIN 


The Providence Sunday Journal 


Offices in New York, Chicago, Detroit, Philadelphia, Boston, San Francisco and Atlanta 


Report No. 31. 

This American Home report cov- 
ers the automotive market and is 
based on a questionnaire sent to 
2,000 panel members. 


No. 1132. Consumer Concentration 
Family Circle in this booklet has 
published the results of a survey 
of home appliance store operators. 
Included is information on store 
location and a breakdown of ap- 
pliance sales by type of store. 


1133. Readership 
Baby Care Manual. 

Intensity of readership of ar- 
ticles and ads in Baby Care 
Manual is analyzed in this re- 
port. The booklet is available from 
Parents’ Institute, publisher of the 
magazine. 


No. Study of 


No. 1134. Baby Products Study. 

Usage and brand preferences 
among subscribers of Parents’ 
Magazine are analyzed in this re- 
port, covering bottles, nipples, dia- 
pers and diaper liners. Included 
are data on the amount of products 
owned. 


No. 1135. Food Study. 


Another Parents’ Magazine re- 
port, this one deals with food 
preferences and where food is 


bought. Included are tables of 
favorite breakfast, lunch and din- 
ner menus. 


No. 1136. Baby Items. 

Included in this Parents’ Mag- 
azine survey report are data on 
preference of subscribers for de- 
signs of waterproof panties, dis- 
posable diapers and for baby 
preparation brands. 


No. 1137. Christmas Presents for 

Your Kitchen. 

This Parents’ Magazine booklet 
summarizes a subscriber survey 
on what kitchen equipment is 
preferred as Christmas gifts. Items 
are ranked by total number of 
choices and again analyzed and 
ranked by number of first choices 
only. 


No. 1138. How to Sell America’s 
Biggest-Buying Families With 
Children. 

The dollar value of the chil- 
dren’s goods market is tabulated 
and predictions made for each 
year through 1960 in this booklet 
by Parents’ Magazine. 

'No. 1139. Food Store Buying by 
Magazine Families. 

This audience study by Mac- 
fadden Publications Inc. into food 
buying includes store magazines, 
women’s and confession maga- 
zines. Covers readership by house- 
wives and their customary ex- 
penditures in food stores of all 
types. 


No. 1140. Supermarket Buying. 

This Macfadden Publications re- 
port consists of analysis of maga- 
|zine readership and possessions of 
a sample selected by listing pur- 
chases of customers at four major 
| supermarkets in one city and fol- 
‘lowing up with personal inter- 
| views. 


No. 1141. Opinion Influence in 
Marketing, Fashion, Movie- 
Going. 

| This booklet by Macfadden Pub- 
lications is a preliminary presenta- 
tion of studies completed recently 
by the Bureau of Social Research 
at Columbia University. 


No. 1142. America’s New Buying 
Power. 
A brief summary of the economic 
evaluation of the economic situa- 
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FOOD PRODUCTS — All-purpose 
shortening, baby foods, bacon, bak- 
ing mixes, baked beans, bread, cold 
breakfast foods, butter, catsup, 
canned chicken, branded Chinese 
foods, coffee, cookies, cooking or sal- 
ad oil, canned corn, corned beef hash, 
graham and soda crackers, dog food, 
flour, French dressing, frozen foods, 
canned fruit and vegetable juices, 
fruit cocktail, dried fruits, ice cream, 
jams, jellies and preserves, liver sau- 
sage, pork sausage, canned luncheon 
meats, macaroni products, margarine, 
milk, peanut butter, canned peas, 
canned pineapple, potato chips, rice, 
salmon, dry soup mixes, tea bags or 
tea balls, tuna fish, wieners. 


SOAPS AND ALLIED PRODUCTS— 
Powdered bleach, bleaching fluid, 


dry or flake bluing, laundry starch, 
scouring cleansers, soaps and clean- 
ing agents for dishes, fine fabrics, 
hardwood floors, household laundry, 
linoleum or tile floors, painted walls 
and woodwork, rugs and upholstery, 
toilet bowl cleaners, water softeners, 
floor wax. 


DRUGS AND TOILETRIES — Deo- 
dorant, facial cream, facial founda- 
tion make-up, facial tissues, hair 
tonic or dressing, hand cream, hand 
lotion, headache remedies, lipstick, 
mascara, nail polish, home permanent 
waves, safety razor blades, shampoo, 
electric shavers, shaving cream, 
tooth paste and tooth powder. 


BEVERAGES—Cordials, gin, grape 
brandy, rum, scotch, vermouth, whis- 
key, wine, beer, soft drinks. 


Here is the detailed report of 1953 grocery buying hab- 
its of 272,000 households in one of the nation’s great 
food markets. This is the 30th annual edition of The 
Milwaukee Journal Consumer Analysis with these val- 
uable facts— 


Per cent of families using your type of product 
Per cent of users preferring each brand 

When they buy groceries—per cent by days 
What type of store and service is preferred 
Dealer distribution by brands , 
Comparisons with past years 


This information, all gathered since January 1, again 
shows competitive positions in scores of products, and 
shifts in brand preference and shopping habits. 


If you haven't already received a copy, write now and 
get the close-up details on local marketing and buying 
factors which influence your 1953 sales in the Milwau- 
kee area. 


THE MILWAUKEE JOURNAL 


World Leader in 1952 Advertising Volume— a 
and in R.O.P, Color Advertising = 


National Representatives, O'Mara & Ormsbee, Inc. 
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Premium speed, Mr. Scot|t 
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HOW DO THEY DO IT? 


s For speed of editorial and mechanical 
a production, U. S. News & World Report 
is the most amazing magazine I ever 


by saw. In fact, it is almost unbelievable, 
even when I see what happens in black 
sg and white. 
oe Malenkov was announced as the new Editor. 
bi prime minister of Russia late last Friday hy i 
4 afternoon. The first news of it was carried "U.S.News &World Repo rt" 
re in the Saturday morning papers. 
wae Yet at nine o’clock MONDAY morning ° 
cet —48 hours after the first news announce- Dear Sir ? 
: ment—I had on my desk this 100-page, 
- slick paper, four-color magazine which I wrote the enclosed 
F had traveled from Washington, D. C., editorial this morning 
ne by ordinary second class mail. 
we It contained, not one quick bulletin out of sheer amazement. 
ad about Malenkov, but four full length, ‘ 
OF illustrated, exhaustive articles based on I would certainly like 
{. Stalin’s death, Malenkov’s succession, : 
t and what it all meant to the U. S. and to know how you do it. 
d the rest of the world. 
yy This is incredible. Forty-eight hours ANGELO SCOTT 
ee would be good enough time for a first- : : 
: class letter to take from Washington to Editor and Publi sher 


Iola. Yet this magazine gathered the IOLA REGISTER 


facts, wrote the stories, produced and 
; engraved the illustrations, printed three lola ; Kansas 
‘, quarters of a million copies in four colors 
and STILL got here in 48 hours. 
a How in the world do they do it? 


Now more than 600,000 net paid jc 
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tit, is a necessary qualit 
nl a Class news magazine” 


" SATURDAY SUNDAY MONDAY 


“U.S. News & World Report” takes full advantage of week-end 
premium printing to give our subscribers Monday-morning news 
for Monday-morning planning and decisions. This is true 
premium production. It pays off for advertisers because it pays 
off for our subscribers, and results in more intensive 

readership. Nine-day news porridge has neither place nor use 

in the decisions that important people* must make against 


the background of the vital news of the day. 
One more important point, Mr. Scott. So much news in 
“U.S. News & World Report” is original news, news not published 


anywhere else, that the minute it appears, it becomes news. 


A market not duplicated by any other 
news or management magazine 


* IMPORTANT PEOPLE— 

600,000 V.1.P.’s (Very Important 
Purchasers) holding positions of re- 
sponsibility in business, industry, 
government and the professions. To- 
gether, they account for a major 
segment of all the business and in- 
dustrial purchasing of the nation. 
Because of their high incomes— 
highest of all news magazines—they 
also constitute a cream-level market 
for all quality products and services 
for gracious homes and families. 


Advertising Offices: 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


BOSTON * PHILADELPHIA* CLEVELAND 
DETROIT * CHICAGO «ST. LOUIS 
SAN FRANCISCO * WASHINGTON 
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KSL-TV's mountain-top transmitter . . . highest 


in the nation . . . has made the booming 
intermountain area a leading heavyweight 
contender in the TV markets class. Over 650 
thousand people, with an effective buying 
income of more than 850 million dollars, live 


in KSL-TV’s primary area alone!* 
Represented by CBS-TV Spot Sales. 


HSLATY puts tpi te tne at! 


eee Me ee IB Re APL) 


Advertising Age, May 11, 1953 


‘Available Market Data—National 


‘To secure copies of data listed, 


use the handy coupons 


tion as it stands today. Includes | 
data on wage earner families, em- | 
ployment, index of earnings, etc. 
Issued by Macfadden Publications. | 


INo. 1143. The Girl Under 20— 


Beauty Habits and Brand Pref- 
erences. 

This consumer survey of per- 
sonal grooming habits of teen-age 
girls, brand preferences and buy- 
\ing habits was conducted by Sev- 
enteen. 


No. 1144. The Girl Under 20— 

Food Market Booklet. 

This Seventeen survey report 
contains data from various sources 
on the influence of the teen-age 
girl on food selection and cooking. 


No. 1145. The 1952 Consumer Map 
| of the U.S. 


This 30x50” map shows the 601 


the Leadership 
Established 46 Years Ago... 


CONTINUES. STRONGER 


THAN EVER FOR 


There Can Be Only One 


Sound Reason for The Press’ 
Continued Leadership 


IT IS THE ACCURATE 

REFLECTION OF THE 
IMPORTANCE WHICH 

ALL ADVERTISERS AND 
READERS ATTACH 


TO 


(A Scripps-Howard Newspaper ) 


Post-Gazette 


19.2% 


THE FIRST QUARTER 
OF ’53 


THE PRESS 


49.6% 


Sun-Telegraph 


31.2% 


Total Advertising Volume 
Ist 3 Months—1953 


The Pittsburgh Press 


Predominantly Pittsburgh’s Number 1 Newspaper 


IN CIRCULATION — TOTAL ADVERTISING — GENERAL ADVERTISING 
AUTOMOTIVE ADVERTISING — RETAIL. ADVERTISING — CLASSIFIED ADVERTISING 


| principal trading centers on a 
‘county background. Trading area 
_ boundaries are drawn for each key 
‘city. The map is published by 
'Hearst Magazines and costs $5 a 
copy. 


No. 1146. The 1952 Buying Power 
Index. 


This Hearst Magazines report 
shows the percentage of the na- 
tional market in each of the 601 
principal trading centers and for 
their respective consumer trading 
areas. The 56-page book costs $5 a 
copy. 


No. 1147. Marketing Map of the 
U.S. 


This Hearst Magazine map is 
42x60”, printed in red, white and 
blue on linen-paper stock and 
mounted top and bottom with 
sticks. It shows the 601 principal 
trading centers and more than 3,- 
|700 secondary trading centers in 
‘their respective trading areas. Cost 
‘is $10 a copy. 


No. 1148. 1952 Individual State 
Marketing Maps. 


Hearst Magazines publishes these 
individual state maps in two sizes, 
81%4x11” and 11x15”. Each map has 
a county background and shows 
principal and secondary trading 
centers within trading area bound- 
ary lines. There are 58 maps in the 
set, one for each state and one each 
for ten multiple trading center 
markets. Cost is $6 a set for either 

'size or 25¢ per map. 


No. 1149. Style and Quality Mar- 
ket of the U. S. 


_ This Hearst Magazines produc- 
tion shows the 275 style market 
_centers accounting for 93% of the 
total volume. Included is a buying 
| power index for each market. Cost 
‘is $5 a copy. 


| 


| 
‘No. 1150. 


Leading Department 
| Stores in Leading Trading 
| Areas. 


More than 1,500 stores in 477 
consumer trading areas are listed 
in this Hearst Magazines tabulation 
_by states and cities. Data includes 
|financial rating, volume of sales 
and other information. Cost is $5 
| per copy. 
| 
|'No. 1151. Trading Area System of 

Sales Control Map. 
| This map shows principal trad- 
_ing centers and areas and was pub- 
lished by Hearst Magazines pri- 
marily for use of manufacturers 
land distributors of consumer dur- 
able goods. Size is 31x50”. Cost is 
'$5 each. 


| 
'No. 1152. Directory of Consumer 
Trading Areas. 


Another Hearst Magazines pro- 
duction, this directory shows the 
counties comprising each trading 
area for durable goods industries. 
Cost is $1.50 a copy. 


No. 1177. The Activities of Adver- 
tising Agency Executives. 


Report on a survey of 4,820 ad- 
vertising agency executives con- 
ducted by the McGraw-Hill re- 
search department in 1952. Con- 
tains data on number of accounts 
serviced, total billing, range of in- 
terest in other businesses and mag- 
‘azine reading habits. Issued by 
Business Week. 


No. 1178. Contractors Are Big Cus- 
tomers. 


Business Week offers this report 
on a survey among members of 
| the Associated General Contractors 
|of America. Contains data on cur- 
rent and future construction activi- 
| ty, together with magazine reader- 
ship habits of executives of major 
construction firms. 
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Pong 


Mr. Si@ney J. wolf 

Keystone Broadcasting Systes 7 
11l ©. Washington Street ee 
Chicego 2, illinois 


Dear Sid: 


1 neve waited until the promotion was coapleted to write 
you this letter, Now that the tise hes come to write 
thanking you for the very fine job that the Keystose 
Broadcasting Systems has done, 1 frankly find ayself at 
loss f rds. Putting it very sieply (which is probably Pama) 
Gre est way), your network hes done one of the most amaring 
is 


ber of letters and personal store calis that 


field. 


the most Hiloaetivg 
network 


@ more than 7500 displays 


placed by Keystone affiliates 


@ more than 8000 autographed 
pictures of Hopalong Cassidy 


distributed 
@ thousands of store calls 


your radio dollar never had so 
much power... why not let us 
tell you how it can work for you! 


TAKE YOUR CHOICE—A handful of stations or the 
network . . . a minute or a full hour . . . it’s up to 
you, your needs. 


MORE FOR YOUR DOLLAR—No premium cost for 
individualized programming. Network coverage for 
less than “‘spot’’ cost for same stations. 


ONE ORDER DOES THE JOB—All bookkeeping and 
details are done by KEYSTONE, yet the best time 
and place are chosen for you. 
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a loss for words. Putting it very simply (which is probably | 
the best way), your network has done one of the most amazing — | 
merchandising jobs that IJ have ever seen in the advertising | 


unsolicited letter from 
a West Coast client 


@WRITE, WIRE OR PHONE FOR COMPLETE MARKET INFORMATION AND RATES 


br one 


"BROADCASTING SYSTEM, we. 


THE VOICE OF HOMETOWN AND RURAL AMERICA 


CHICAGO NEWYORK (LOS ANGELES 3 
111 W. Washington St. 580 Fifth Avenue 1330 Wilshire Bivd. 4 
STate 26303 Plaza 7.1460 OUnkirk 3.2910 | - 
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No. 1172. The Business Week Audi-| companies to determine the extent 

Available Market Data—National ence. of their influence on products their 
This study by Business Week is Companies buy. 

based on a survey among 10,000 

subscribers to show average age, | No. 1176. How to Advertise Ef- 

No. 1173. The Infiuence of Man-;No. 1175. What are Tomorrow’s income, home and automobile own-| fectively to Management Men. 
agement Men on Media Selec- Business Executives Reading ership, liquor consumption, travel} A report based on Starch inter- 
tion. Today? habits and other characteristics. |views among more than 15,000 
A study of management men in| A study among deans and pres-| Business Week subscribers. Shows 

525 companies that are leading na- idents of business schools to de- No. 1174. The Influence of Sales| how some advertisers have secured 

tional advertisers. The report termine (1) what magazines they, Managers on Company Pur-|consistently high readership for 

measures the degree of influence recommend for classroom use, and chases. their advertising over a period of 

of these executives on their com- (2) what magazines they find most| This study by Business Week| four years. 

panies’ choice of media for adver- helpful in their own work. Issued| was conducted among sales man- 


To secure copies of data listed, use the handy coupons 


Advertising Age, May 11, 1953 


No. 1184. The U.S. Tourist and 
Travel Market for Canada. 
Esquire has issued this report 
answering ten questions on travel 
in Canada by U.S. citizens. Based 
on official Dominion Bureau of 


| Statistics data. 


No. 1185. The Value of Informa- 
tion Is Measured by Its Relia- 
bility. 

The material in this brochure 
allows a timebuyer to determine if 
the difference between two radio 


tising. Published by Business Week. by Business Week. agers of leading manufacturing 


No. 1179. The Company Treasurer. | ratings or two television ratings is 


CAN YOU CLAIM MARILYN,... 
“COMRADES” ? 


Dear "Comrades": 


We don't know who you think you're foolin' with the 
ridiculous claims about you Russians being the first to 
have electric light, television, air planes and the 
telephone. Who you kiddin'? Next thing you'll be tellin’ 
us you invented Marilyn Monroe. 


We have some firsts you can claim if you want to — but 
we got ‘em, "Comrades"! We're FIRST in effective home 
delivery in the Quad-City area. We're FIRST in advertising 
lineage — FIRST in the Quad-Cities and FIRST in all Iowa. 
In the language of "capitalism," "Comrades," that means 
the Davenport Newspapers carry more advertising lineage 
than any other newspaper in Iowa. 


Now we want to tell you some firsts about Davenport, Iowa, 
"Comrades." Davenport is FIRST in buying power per capita 
in the Quad-Cities and FIRST in all of Iowa. And another 
thing, "Comrades," — Davenport is FIRST in retail sales in 
the Quad-City area — $125,069,000 in 1952. Way ahead 
of all the others! No kiddin'! Davenport is the FIRST 
city in the whole $45l-million Quad-City market! 


If you're not satisfied with just being first, "Comrades," 
we've got some facts for your "ONLY" book, too. The 
Davenport Newspapers have the ONLY morning and the 
LARGEST evening newspaper in the Quad-Cities. The Davenport 
Newspapers have the ONLY Sunday newspaper in the 
Quad-Cities. And the Davenport Newspapers are the ONLY 
newspapers with effective HOME DELIVERED circulation 
in all the Quad-Cities. 


Put these facts in your pipe and claim 'em, "Comrades." 
But smart sales managers and media men know a good buy 
when they see one. That's why they buy more space in the 


DAVENPORT NEWSPAPERS than in all other Quad-City and 
Iowa newspapers. 


Best wishes for a fast downfall, 


Kd be. 


Philip D. Adler, Publisher 
The Daily Times 


Henry B. Hook, Publisher 
The Morning Democrat, and 
The Sunday Democrat & Times 


P. S. If you don't believe us, "Comrades," just ask 


JANN & KELLEY, INC. 


This booklet features excerpts 
from letters written by treasurers 
of miajor companies indicating the 
degree of their participation in 
purchasing decisions. The study 
was conducted by the McGraw- 
Hill research department for Busi- 
ness Week. 


No. 1180. Sales Data Sheets Show- 


ing Appliances and Home 

Equipment in 1949-1951. 

These 11 sales sheets show the 
buying habits of subscribers to 
Household in regard to electric 
ranges, home food freezers, electric 
dishwashers, factory-made kitchen 
cabinets, warm air furnace, kitch- 
en ventilating fans, wall-to-wall 
carpets, homes, television, sewing 
machines and warm air furnaces. 


No. 1181. Sales Data Sheets Show- 
ing Additional Users of Laun- 
dry Equipment Among House- 
hold Subscribers, 1949-1952. 

This survey among Household 
subscribers includes washing ma- 
chines, electric ironers, electric 
steam irons, electric irons with 

‘heat control and electric water 

heaters. 


No. 1182. Sales Data Sheets Show- 
ing Additional Owners of Ap- 
pliances and Home Equipment 
Household Subscribers, 1950- 
1952. 

Capper Publications has issued 
this report on new owners of elec- 
‘tric appliances of many kinds, 
‘based on a survey of Household 
, Subscribers. 


No. 1183. Magazine Readership 
Survey Among Auto Mechanics. 


A Daniel Starch study made 
among 1,135 automobile mechan- 
ics, and 438 new car dealers in 48 
cities in 22 states, showing what 
generai magazines they read. Pub- 
lished by Popular Mechanics. 


ing Household Subscribers Buy- 


statistically significant, or entirely 
due to chance. Issued by John 
Blair & Co.. and Blair-TV Inc. 


No. 1186. Are You Looking or 

Listening? 

A critical analysis of certain 
aspects of coincidental method of 
|measuring radio and_ television 
‘audiences. Published by John 
Blair & Co. 


| SOON TO BE PUBLISHED 
No. 1153. Boy Market Analysis. 


A comprehensive book, to be 
published in June, 1953, covering 
all phases of the youth market. In- 
cludes data on readers’ earning 
power, hobbies, dog ownership and 
personal possessions. May be ob- 
tained from Boys’ Life. 


No. 1154. Harper and Atlantic Sub- 
scribers Analyzed. 


This study of the readers of Har- 
per’s Magazine and The Atlantic, 
including newsstand purchasers, in 
Rochester, N. Y., includes general 
information on incomes, invest- 
ments, travel, purchases of books, 
records, insurance, malt beverages 
and wines and liquors gives a 
rounded picture of a segment of 
readers. Available to advertisers 
about June 15. (Harper-Atlantic 
Sales Inc.) 


No. 1155. Photography Magazine 
Readers and Market Analysis. 


A complete newsstand and sub- 
scriber analysis of the world’s 
largest photographic audience. 
Buying habits, degree of activity, 
trends in purchasing, travel activi- 
ty and personal income standing. 
Available about July 1 from Ziff- 
Davis Publishing Co. 


No. 1156. McCall’s File No. 1 on 
Brides. 
McCall’s reports results of a sur- 


/vey of women who were married 


Sells This — 


Eff. Buying Inc.. .$1,269,007,000 


Retail Sales ... 960,655,000 House-Furn.-Rad... 54,653,000 

|| Foed Sales ..... 210,697,000 Drug Sales... ... 26,673,000 

'| Automotive Sales 188,285,000 Farmincome..... 532,408,000 
(SM 5/10/53) 


| Approximately ONE-THIRD of 
|| North Carolina's general business 
activity takes place in the 33 
|} County ‘Golden Belt of the 
|| South.” NOTE THIS, “A Schedule 
| Buyers’—The News and Observer 
is the ONLY Morning-and-Sunday 
Newspaper published in the en- 
tire area! The ONLY paper big 
enough to merchandise and do 
justice to your hard-hitting “A 
Schedules.” 


Cit 


News and Observer 
_ MORNING & SUNDAY 
Raleigh, North Carolina 


ONE Big Newspaper 


@ HERE’S THE GOLDEN BELT 
| PICTURE FOR 1952 


* = 
(CHOAGO- NEW YORK - DETROIT - 


General Mdse. . .$130,219,000 


RALEIGH, North C arolina 


is 


Metropolitan Pop. 136,450 
(US Census, 1950) 


First City in North Carolina 
for the 4th Straight Year! 


Per Family 


Income . . . $6182 


(SM 5/10/53) 


115,404 Morning 


122,220 Sunday 
(ABC Audit, 12/31/52) 


ATLANTA 
‘ST LOUD . MEMPHIS - SAN FRAMEISOO - LOS ANGELES 
— 
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in 1952 to determine their charac- Time this summer. The plant by No. 1168. True Survey of Tobacco, 


teristics, possessions and buying 


intentions. It will be available in state of managers and professional 


June. 


No. 1157. McCall’s File No. 2 on 
Brides. 
This report is a summary of 
depth interviews of brides of 1952. 
Available in June from McCall’s. 


No. 1158. The Girl Under 20— 
Home Furnishings Survey. 


In this booklet Seventeen will) 


report its findings on the extent of 
a teen-age girl’s influence in re- 
decorating and refurnishing homes. 
Mothers and teen-age daughters 
were interviewed separately in the 
survey. The report will be avail- 
able in July. 


No. 1159. The Girl Under 20—Hope 
Chest Survey. 


This Seventeen survey probes 
into the acquisition of hope chest 
items by teen-age girls with em- 
phasis on linens, blankets, dinner- 
ware, glassware and silverware. 
Brand and pattern preference is 
covered. The report will be avail- 
able in August. 


No. 1160. Who Reads Forbes? 


General reader characteristics 
will be reported in this booklet, 
with specific information on in- 
surance and travel. It will be 
available some time this summer 
from Forbes magazine. 

No. 1161. Household, Equipment 
Purchases in 1952. 


Purchases of household, automo- 
tive and garden equipment last 
year by readers of Household will 
be reported in this study which 
will be available next August. 
Home ownership, population of 
subscribers’ home towns and their 
job fields will also be included. 


No. 1162. 18th Survey of Beauty.| 


Use, brand preference, price and 


point of purchase of 61 cosmetic) 
products by readers of the Dell} 


Modern Group will be reported in 
this study. The 18th such study 
done by Dell Publishing Co., it will 
be available in August. 


No. 1163. 1953 Brand Preferences 
and Market Survey. 


To be published in August, this 
report will cover characteristics, 
hobbies and interests; brand pref- 
erences for automotive products, 
beverages, clothing, household 
remedies, tobacco and_ tobacco 
products, and miscellaneous items 
of readers of Dell Publishing Co.’s 
Dell Men’s Group. 

No. 1164. The Time Automotive 
Market. 


Some time before September, 


Time will release a report on the, 
publication’s market for automo-) 


biles, purchases of tires, tubes and 
batteries, and family characteris- 
tics of the purchasers. 


No. 1165. A Report on America’s 
School Executives. 

Time is preparing a report on 
personal interviews with educa- 
tors attending the 1953 convention 
of the National Education Assn., 
giving their responsibilities as 
school executives and their maga- 
zine reading habits. To be issued 
before September. 


No. 1166. The Size of the Industrial 
Management Market in the U.S. 
Today. 

A report on the Dun & Brad- 
street census of all Connecticut 
manufacturers, to be released by 


Use the Coupons 
in Requesting Data 


plant count in a typical industrial 


/employes has been projected to the 
entire industrial management mar- 
ket in the U. S. 


No. 1167. Fawcett Women’s Group 
Reader Characteristics Survey. 
This study, available in July, 
_will report data on True Confes- 
'sions and Motion Picture readers, 
their families and household pos- 
sessions. 


Travel and Toiletries. 

This report, available in July, 
will report on the True reader and 
|his family as to 1952 travel; smok- 
ing habits and purchases and brand 
'preferences of tobacco products; 
‘and purchases and brand prefer- 
ences of toilet articles by men 


readers. 


| No. 1169. True Liquor Report, 1953. 
Ready about August will be a 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


study by True covering 1952 con- 
sumption figures by type of liquor, 
for each state of the U.S. 


No. 1170. Today’s Woman Beauty 
Survey. 
An up-to-date version of the 


| released by the publication late in 


1953. 


|No. 1171. City Managers. 

A report to be released in July 
by Business Week will show city 
managers as an important buying 


1951 edition of cosmetic buying market for a wide range of busi- 
habits of Today’s Woman will be) ness goods and services. 


and Farmer 


home place. 


beneficiaries 


. 
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| 
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| 
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BECAUSE 
Wiscons 


Janet French and Russell 
Frederick, ‘‘ag”’ students of the 
University of Wisconsin, at 
work in the farm school library, 
know the Wisconsin Agriculturist 


doing for the folks back on the 


they as well as future generations 
of Wisconsin farmers are the 


agricultural schools the ‘‘Ag’’ : 
started back in 1862. vais 


and what it is 


Know, too, that 


of the fight for better 


A 


4 


SERVES YOU BEST 


IT Serves 
in best! 


Wisconsin, one of the most prosperous agricultural 
states in the nation, also enjoys the reputation for 
being one of the most progressive. Its farmers wel- 
come new ideas, new products and being shown 
ways to better farming . . . better living. 

For four generations Wisconsin farmers’ chief 
source of information has been their localized farm 


9 OUT OF 10 OF WISCONSIN FARM FAMILIES 


ARE COVER-TO-COVER READERS OF THE "AG”’. 


WISCONSIN 


publication, Wisconsin Agriculturist and Farmer. 
Because it’s devoted exclusively to serving their 
best interests, the ‘“‘Ag’’ has earned a loyalty and 
readership no other publication enjoys. It’s the 
medium that can do the most effective job of 
delivering your sales message to them. 


griculturist AND FARMER 


ANTE M. PIERCE, Publisher, Racine, Wisconsin 
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Advertising Age, May 11, 1953 


No. 2002. The Michigan Feed Deal- 


FARM er List. 
MARKETS | Michigan Farmer offers this 
booklet containing names of active 
'NOTE: Most items listed here Pe bern cmc ee Hated by 
‘available without charge, but not y 
all. Those requesting material No. 2003. The Pennsylvania Feed 


‘which bears a price will be billed Dealer List. 
by the publishers. 


ADVERTISING 
AGENCIES 


| 


Active feed dealers in Pennsyl- 
vania, listed by county and town, 


| No. 2000. The Ohio Farm Market. are shown in this booklet, issued 
_ The Ohio Farmer, published by by Pennsylvania Farmer. 
You'll give this handy gadget a choice spot in your top Capper-Harman-Slocum Inc., has) 
drawer—use it every day! Gives you not only the full gray \issued this comprehensive st d z| No. 2004. Pennsylvania Farm 
scale, but also the corresponding tone values in standard | ; P ve eee - Equipment Dealers List 
red, yellow and blue. Write us today and get yours | the Ohio farm market. It covers, in ; 
y ger yours. | map, graph and statistical Pennsylvania Farmer has com- 
P.S. We're pretty sure we can top the photo-engraving | . P, erap Statistical form,| . =e . 
results you're now getting — especially on color process | Pees, livestock and crop data, as oe mn 6t Bee “~ penye 
work, The sooner you let us prove it the better you'll like it, |PFOduction, consumption, market | farm Coenen, Gane 1% Fenn 
potential, and facilities on Ohio|S¥lvania, by county and town. 
farms. 
No. 2005. Michigan Farm Equip- 
|No. 2001. The Ohio Feed Dealer) Nt Dealers List. 
M TI List. Names of more than 1,100 active 
&S | This booklet, published by Tre | at™ equipment dealers in Michi- 


ELEC’ TRO 


’ A : listed in this booklet pub- 
=< Ohio Farmer, contains the names of ea ‘ahi 
Mlow@ring Lolo -e1gy acted more than 1,700 active feed dealers | sinitetaioay amici cata actual 
in Ohio. Each dealer is listed by No. 2006. Ohio Farm Equipment 
CHICAGO PHOTO-ENGRAVERS ASSOCIATION county and town. | Dealers List. 


| 


| The Ohio Farmer has compiled 
‘this list of over 1,400 active farm 
|equipment dealers in Ohio, listed 
by county and town. 


|No. 2007. Pennsylvania Farm 
Equipment Distributors List. 
Pennsylvania Farmer, published 
by Capper-Harman-Slocum, offers 
this list containing names and loca- 
‘tions of farm equipment distribu- 
' tors serving Pennsylvania retailers. 


w 
“Ti yee 


of on industry 


ranton 


No. 2008. Michigan Farm Equip- 
ment Distributors List. 


Names and locations of farm 
‘equipment distributors serving 
Michigan retailers are listed in this 
report issued by Michigan Farmer. 


No. 2009. Ohio Farm Equipment 
Distributors List. 

| The Ohio Farmer has published 

| this list of names and locations of 

farm equipment distributors serv- 

_ing Ohio retailers. 


000 Factory 


No. 2010. The Pennsylvania Farm 


Market. 

, in Keyser Vall 

Federal Electric Plant to “en prea’s $3,7}> Pennsylvania Farmer has issued 
f Amount Dep ior’ this study of the P lvani 

Raising © . To Rehabilitatio is study o e ennsylvania 

Fund Which Aided C. of © farm market, showing livestock 


“ 1 e 
stwar plan of “self hep and crop data, production, con- 
ra nounced pm J | sumption, income, market potential 
s' - "s news | ensue ° 
truction cons Sekawanna County's ‘and facilities on Pennsylvania 


Valley—one ° 


plant however, 


ietion of the et | farms. 
nomic | “ 
~¥ are No. 2011. Farm Market Analysis. 


Capper-Harman-Slocum has is- 
sued this booklet of U.S. maps 
isolating the top 12 farm states on 
the 50 main factors used in ap- 
praising the national farm market. 


No. 2012. The Michigan Farm Mar- 
ket. 

Michigan Farmer offers this 
study containing in map, graph 
'and statistical form, figures on in- 
come, livestock and crops, produc- 
tion and consumption, market po- 
ltential and facilities on Michigan 
farms. 


ie No. 2013. The New England Farm 
. 

: Market. 

The New England Homestead 
offers this loose-leaf data file— 
material for which is published 
continuously —containing latest 
data from the U. S. Census and the 


hrough 


| 

o Lackawan-| 
ic 

Scranton was 


he area 
was obtained in 


financial @ 
rked out on the FP) 


) 
$350,000, but | 
s tage, ¢ 


New Jobs Have Been | 
Created In the Scranton > 
— — ee Department of Agriculture. It gives 


Bay 3 os To Add T Me ie a picture of the importance of the 
ae the Already High Per 2 diversified agricultural activities 


in New England, including dairy, 
Ss: H s eS ee Sd poultry, farm crops, etc. The mate- 

Capita Spending of . e: rial includes state and some county 
© tabulations on income, acreage and 
production, number of livestock, 
electrical equipment, farm ma- 
chinery, etc. 


No. 2014. 1953-1954 Dakota Mar- 
ket Information. 
The Dakota Farmer has issued 
this report on crops and livestock 
for North and South Dakota. 


~~ 


GEORGE A. McDEVITT COMPANY, NATIONAL REPRESENTATIVE 
: NEW YORK @ CHICAGO @ PHILADELPHIA @ DETROIT 


No. 2015. Results of a New Reader 
Survey. 


| Information about income of 
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readers, location, type and price | planning to buy, and estimated 


preferences in western equipment | i/number of families planning to 
and apparel purchases is given in| buy each item. 


printed statistical data which ap-| 
peared in the publication’s 15th 
Annual Statistical Number, con- 


taining important state and county | 


this survey report published no 
The Western Horseman. It in- 
cludes, as well, data on occu- 
pations, livestock ownership and 
equipment. 


No. 2016. Farm Buying Power in 
the State of Texas. 

This analysis, published monthly 

by Texas Ranch & Farm, covers 


the important produce yields in’ 


Texas, showing the percentage of 
these yields in the 138-county area 
served by the publication. 


No. 2017. Nobody Likes to Get | 
Stuck, But! 


New Jersey Farm & Garden of- I 


fers this 24-page brochure listing 


poultry, dairy, vegetable and fruit 
income of New Jersey farms in | 
relation to national and regional | 


averages. 


No. 2018. California at a Glance. 
California Farmer has_ issued 

this comprehensive analysis of 

acreage, production and value of 


principal crops of California. State. 


statistics show figures for five 


successive years—1947-1951, and) 


county figures cover the year 1951 
for crops, livestock, poultry, etc. 


No. 2019. The $10 Billion a Year 


Feeder-Farmer Market. 


A cross section of the audience | | 


of National Live Stock Producer 
is presented in this folder issued 
by the publication. It shows what 
specific business readers are in; 
extent of their purchases; their 
ownership of various appliances— 


electric and others—their income, | 


and other data. 


No. 2020. 1953 Buying Intentions | 
of Colorado Ranch and Farm 


Families. 


This folder, issued by Colorado | 
Rancher and Farmer, reports the || 


plans of Colorado farmers regard- 


ing building and purchases of|' 
farm equipment. Percentages and || 
sales potentials shown for 365) 


types of equipment were derived 
from 584 answers returned. 


No. 2021. Equipment on Colorado | 


Farms and Ranches. 


A tabulation, by county, of the) — 
number of tractors, motor trucks, | 
milking machines, grain combines, | ~ 
corn pickers, pick-up balers and | 
electric water pumps is offered by | 7 


Colorado Rancher and Farmer. 


No. 2022. Livestock and Poultry on 
Colorado Farms and Ranches. 
Colorado Rancher and Farmer 

offers this tabulation showing the 

number of livestock and poultry 
on Colorado farms and ranches in 

1952 and 1953 as compared to the 

average of 1942-1951. The report 


also shows the value per head of| 
each class of animal and total val-| | 


ue for the same years. 


No. 2023. 1952 Monthly Record 
Colorado Farm Cash Receipts. 
This report, issued by Colorado 
Rancher and Farmer, shows cash 
receipts from livestock, livestock 
products and crops by months— 


and total—for 1952. Cash income] | 


per average farm is shown for 
1952. 


No. 2024. Colorado Crop Produc-|. 


tion—1952. 
Colorado Rancher and Farmer 
shows, in this report, production in 
units of crops, comparing the aver- 


age of 1941-1950 with figures for], 
1951 and 1952. The table also}, 


shows Colorado’s 1952 rank among 
states for various crops. 


No. 2026. Some of the Things Mon- 
tana Farm Families Plan to 
Buy in 1953. 

Representative items of farm 
and farm household equipment 
and supplies (including food prod- 
ucts) are listed in this report pub- 
lished by Montana Farmer-Stock- 
man. It shows the per cent ol 
Montana’s farm and ranch families 


No. 2025. Colorado Crops—Har- figures from the 1950 Census of) 


vested Acreage—1952. Agriculture covering number of 
Acreage harvested, and Colora- farms, farm income, 
do’s 1952 rank among states are tems, electrified farms, etc. Im- 
shown in this tabulation issued by plement & Tractor’s estimates for 
Colorado Rancher and Farmer. 1952 are also included, together 
lwith U. S. Department of Com- 
No. 2027. Statistical Data, Tractors merce figures covering production 
and Farm Equipment. and sales of many types of farm 
Implement & Tractor has re- equipment for 1951. 


water sys-| 


| 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2028. Pulse of the Farm Equip- 
ment Industry. 
Implement & Tractor publishes 
a monthly bulletin of this title, 


which reports on number of trac- | 


tors produced, volume of retail 
sales of farm equipment, and farm 
income for the previous month. It 
includes a composite index reflect- 


ing business activity in the indus- 
try. 


No. 2029. Continuous Market Sur- 
vey. 

Implement & Tractor has pub- 
lished the 1952 report in its Con- 
tinuous Market Survey, covering 
merchandising, service and gener- 


iF | | 
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AMERICAN TEL. & TEL. 

GOLGATE-PALMOLIVE PEET | BEECH NUT PACKING CO. AUNT JEMIMA 

ECLIPSE MACHINE CO. = EASTMAN KODAK _ DELTA ELECTRIC CO. DAISY MFG. CO. 

D. P. HARRIS HARDWARE  GOODYEAR TIRE & RUBBER PORTER CHEMICAL 

NORTHW’ST'N SCHOOL OF TAXIDERMY =§(NEW DEPARTURE CO. NAT'L CARBIDE & CARBON _—LIONEL . 

= PENNSYLVANIA RUBBER § OLD TOWN CANOE NORTHLAND SKI CO. 
' $COTT STAMP & COIN CO. REMINGTON ARMS FAYETTE R. PLUMB, INC. 

U.S. RUBBER © SOUTH BEND BAIT CO. —SELCHOW & RICHTER 

WESTFIELD MFG. CO. THOMPSON BROS. BOAT CO. | 


A. C. GILBERT 


WINCHESTER ARMS 


Our readers should. Because these 28 advertisers were in BOYS’ LIFE 40 years i 
ago and they’rein today. If you've had any reservations about the im- 
~portance of the youth market why not take a tip from them. 


a Today's BOYS’ LIFE advertiser gets 2,000,000 readers a month. But the number. 
__ ©f boys and men influenced by these companies over the last 40 years is as- 
tronomical. That's what you'd call, ‘saturation’. 


Interested in the youth market? Write for your free subscription to the : 
monthly BOYS’ LIFE YOUTH MARKET NEWSLETTER, and we'll toss in our new, | 
Boy Opinion survey, ‘They Will inherit America’’. 


& 
3 


Boys Lifé 


@ PARK AVENUE, NEW YORK 16, N.Y. » 9 WES 


FOR AL 80 BOY STREET, BOSTON 16, MASS. * 2412 W. ie ie ite ansoune’s Som 
published by the wee ~yieedd Saat ” ’ ; 


Boy Scouts of America a oe Lip 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2043. Stationary Engine Sur- 
vey. 

_ Nebraska Farmer reports on a 

| Survey showing types, horsepower, 


al business operation of its field.) 
The report shows manufacturers 
represented by dealers in the field, 
products handled, shop equipment 
business volume, number of trac- 
tors overhauled, service facilities 
and other data. 


No. 2030. Directory of Jobbers and 
Manufacturers’ Agents Serving 
the Farm Equipment Industry. 

Implement & Tractor has pub- 
lished a complete analysis of the 
distribution services and facilities 
offered by more than 2,000 manu- 
facturers’ agents, automotive and 
farm equipment jobbers. 


No. 2031. Implement & Tractor 
Market Data and Media File. 
This folder gives salient infor- 

mation on the size of the farm 
equipment field, in addition to the 
story of Implement & Tractor’s 
coverage, editorial policy, special 
issues and other data. 


No. 2032. Handy Reference File. 

A Pacific slope (seven western 
states) 1953 analysis of western 
agriculture, divided into nine 
classifications: farm machinery, 
ranch supplies, feed and concen- 
trates, automotive, buildings and 
materials, biologics, irrigation 
pumps, seeds and pastures, and 
horse equipment. Published by 
Crow Publications for each of its 
three publications: Western Dairy 
Journal, Western Livestock Jour- 
nal and Farm Management. 


No. 2033. Dairy Farming—Diversi- 
fied and Dependable. 

Hoard’s Dairyman has _ issued 
this market study showing 1951 
sources of farm income, and an 
evaluation of the dairy farm in- 
dustry by income and investment, 
consumer expenditures for dairy 
products, and as a leader in non- 
farm business development. 


No. 2034. Feed Use in the 17 At- 
lantic States. 

Eastern Feed Merchant shows, 
in this report, the number of live- 
stock, poultry and swine in the 17 
Atlantic states and the amount of 
feed they consume. 


No. 2035. Subscribers to Capper’s 
Farmer Report on Products 
Sold by Food Stores. 

Use and brand preference of 
Capper’s Farmer subscribers are 
reported in this new 92-page study 
covering products sold in food 
stores and including dog foods, 
tobacco products, packaged ice 
cream, ice cream mixes and candy. 


No. 2036. Corn, Sorghums and Hay 

Cut for Silage. 

A report issued by Capper’s 
Farmer tabulates acreage of corn, 
sorghums and hay cut for silage 
by geographical regions in the 
U. S. Tables include total acres for 
each region and its percentage of 
the country. 


No. 2037. Silos on Farms. 

This report by Capper’s Farmer 
tabulates the number of silos on 
U. S. farms by geographical re- 
gions. It includes figures for up- 
right and pit or trench silos, total 
tumber, per cent of U. S. for each 
region, and the number of silos 
per 1,000 farms. 


No. 2038. Nebraska’s Rank in Agri- 
culture. 

Nebraska Farmer has issued this 
report showing number of live- 
stock and poultry in Nebraska, 
and crop production (bushels or 
tons), with figures for Nebraska’s 
rank among states in both classi- 
fications. 


No. 2039. 1953 Buying Intentions 
of Farm Families in Nebraska. 
Nebraska Farmer reports, in this 
folder, buying plans of Nebraska 
farmers. Information covers build- 
ing and repairs, household furnish- 


ings, electrical and other appli- 


, : | etc., of Stationary engines and types 
ances, plumbing, heating and of fuel used on Nebraska farms. 
cooking equipment and vacation 


plans. No. 2044. Nebraska Farm Income. 


| A ten-year record—1942 to 1952 
No. 2040. Hard of Hearing Survey. —of crop, livestock and govern- 


This report by Nebraska Farmer ment benefit cash farm income for 
shows what farm folk do about Nebraska is shown in this report 
deafness, and their brand prefer- by Nebraska Farmer 
ences for hearing aids. : 
is, its, Bey Heed dren, ern Livestock Pop- 

Nebraska Farmer offers this re- | Nebraska Farmer offers this 
port on a survey of dog feeding county tabulation of livestock in 
and dog food buying habits. The Nebraska. 
survey was made jointly by the) 
publication and Gardner Advertis- | No. 2046. Wheat Production in Ne- 


ing Co. braska. 
A county breakdown of wheat 
No. 2042, Burlap Bag Survey. | by bushels has been is- 


In this survey report by Nebras-| sued by Nebraska Farmer. 
ka Farmer, subscribers tell why | 

they do or do not prefer burlap) No. 
bags as containers for their feed | 
and other farm supplies. 


2047. Corn 
Nebraska. , 
Nebraska corn production by: 


Production in. 


bushels in 1951 is tabulated in this 
Nebraska Farmer report. 


No. 2048. Farm Machinery Valua- 
tion. 

1951 farm machinery valuation 
by counties in Nebraska is tabu- 
lated in this Nebraska Farmer re- 
port. 


No. 2049. Aircraft in Nebraska. 

Number of aircraft by county 
and make is tabulated here by 
Nebraska Farmer. 


No. 2050. Nebraska Land Irrigated 

*by Sprinklers. 

This report covers acreage and 
number of farms (by county) ir- 
rigated by sprinklers in Nebraska 
—1949. Published by Nebraska 
Farmer. 


No. 2051. Electrified Farms. 


This Nebraska Farmer report 
shows number of farms, number 


'with meters, and per cent having 


electricity in Nebraska. 
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No. 2052. Crop Production in Ne- 
braska. 


This Nebraska Farmer data 
sheet tabulates 1950 and 1951 pro- 
duction of 16 different crops in 
the state, as well as a 1939-1948 
average figure for each. 


No. 2053. Nebraska Livestock— 
Numbers and Value. 


Figures on number and value of 
cattle, hogs, sheep, horses and 
chickens on Nebraska farms are 
shown in this data sheet, covering 
years 1951 and 1952, with a 1941- 
1950 average. 


No. 2054. Shortening Survey. 

A check of 60 farm families as 
to cooking habits, with emphasis 
on use of shortening, is reported 
by Nebraska Farmer. 


No. 2055. Rust Prevention Survey. 

Farm families’ practices for rust 
prevention of farm machinery and 
equipment are reported by Ne- 
braska Farmer. 


. ealew *. 
= * bd 


New York Sunday News Sections circulation 
& percentage of family coverage 


Full Rum ...... 4,128,713—total city, suburban, and country 

Country ....... 1,668,753—outside New York City and fifty mile zone 

City & Suburbs . . 2,459,960—62.0%, in New York City and fifty mile zone 

Split Run...... 1,229,980—31.0%, every other copy in New York City & suburbs 
Manhattan .... 1,165,450—64.0%, in Manhattan, Bronx, Staten Island; suburban 


New York, Connecticut, & Northern New Jersey 
Manhattan-Bronx 688,338—62.4%, in Manhattan, Bronx, Staten Island 


Westchester.... 158,195—64.8%, in Westchester, Fairfield & Putnam counties 
Brooklyn ...... 959,722—63.2%, in Brooklyn, Queens, Nassau & Suffolk counties 
GD. ecwcecece 450,013—56.6%, in the borough of Brooklyn only 
Queens-Long Island 509,709—70.6%, in Queens, Nassau & Suffolk counties 
Queens ....... 302,240—65.4%, in the borough of Queens only 

o Nassau-Suffolk .. 207,469—79.7%, in Nassau & Suffolk counties 
Newark ....... 334,788—53.0%, in Newark & nearby Southern New Jersey counties 
Passaic-Bergen . 191,012—65.5%, in Passaic and in Bergen and Sussex counties 
Hudson ....... 119,428—69.6%, in Hudson county, except Arlington, East Newark, 


Harrison and Kearney 
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No. 2056. Lawn Care Survey. shows, in this report, the acreage 

Farm families’ care of their of crops planted in 1952 and aver- 
lawns is reported in this Nebraska age, 1942-1951, as compared to in- 
Farmer report. dicated plantings for 1953 on Colo- 


No. 2057. Gasoline, Fuel Oil an q rade farms. 


Anti-Freeze Survey. ‘No. 2060. Farm Expenditure for 
This is a detailed report on farm- | Livestock and Poultry Feed. 
ers’ use (brands shown) of gaso- | This Capper’s Farmer bulletin 
line, fuel oil an@ anti-freeze prod- contains a tabulation, by regions 
ucts. It shows acreage of farms, and states, of money spent for live- 
number of autos, tractors and stock and poultry feed and showing 
trucks, how often and where oil per cent of the U.S. for each state 

changes and lubrication are done, ‘and region. 


etc. Published by Nebraska Farm-| 

er. No. 2061. Home Improvement Sur- 
vey—Water Systems, Refrigera- 
No. 2058. Colorado Population Per  _ tors, Water Heaters and Ranges. 
Cent Distribution by Age, Farm and Ranch reports in this 
Groups. /survey that 93% of the subscribers 
This report by Colorado Rancher | answering a questionnaire have 
and Farmer shows per cent of ur- electricity. The report tabulates 
ban, rural farm and rural non- ‘ownership of water systems, re- 
farm population in Colorado by frigerators, water heaters and 
age groups ranging from five ranges, and plans to purchase such 

years and under to 85 and over. (equipment. 


a | 
No. 2059. Colorado Prospective No. 2062. Home Improvement Sur- | No. 2065. A Brief History of Irri- of Agriculture’s “Farm Housing 


Plantings for 1953. | vey—Bathroom Equipment. 
Colorado Rancher and Farmer) This survey report, published by 


Farm and Ranch, shows types of 
bathroom equipment now being 
used, year installed, and plans for 
purchase of new equipment and 
| fixtures. 


No. 2063. Electrical Sales in the 
/ Southern Farm Market. 


_ Number of electrical appliance 
dealers in the 15 southern states 
‘compared with the rest of the U.S.; 
per cent of sales in the South; farm 
customers for electrical appliances, 
by region, and sales of appliances 


in the Farm and Ranch territory 


are shown in this study issued by 
the publication. 


No. 2064. Farm and Ranch Facts. 


| Farm and Ranch has available a 
‘number of market data fact sheets 
|covering automotive equipment on 


farms and new passenger car regis- | 


trations; southern farm income; 


|LP gas users; rural population, etc. 


gation in the United States. 
Besides giving a history of irri- 


97 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


gation as developed in this country, | modern facilities, expenditures for 
this report, published by Curtis new farm service buildings, water 
Publishing Co., discusses legisla- sources and related considerations. 
tion affecting irrigation, federal Issued by Curtis for Country Gen- 
participation in the work, power tleman. 

development, and accomplishments | 


of the federal reclamation program. | N°. 2068. Prospective Plantings for 


1953. 
No. 2066. LP-Gas. | Colorado Rancher and Farmer 


page _ |has available a data sheet showing 
This is a market report covering | 


industrial and domestic uses of LP | 
gas, the commercial history of the | 
industry and its opportunities. Par- 
ticular attention is given to the rur-| 
al market. Published by Curtis 
Publishing Co. for Country Gentle-| 


man, 
| 


No. 2067. The Farm Market for| 
| Building Materials. | 


Based on the U. S. Department 


‘and Construction,” this study cov- | 
‘ers farm construction, presence of | 


Play it any way you like! 


You no longer have to be a Big Noise to sell 
New York! If a symphony program is too steep, 
or your budget won't buy a brass band, you can 
play the metropolitan market your way. 

Just pick the part you want, and make sweet 
music—and sales! 


The national advertiser now has a whole set 
of brand new instruments for selling New York 
piece by piece... in Sunday News Sections. 

He can choose the geographic area, size, or 
population segment which best fits his capacity, 
scale, budget, appetite, or distribution plan. 

The advertiser can push for sales in Passaic 
and Bergen Counties, N. J., win in Westchester, 
localize his efforts on Long Island, or make hay 
in Manhattan and Bronx. New York City with 
its suburbs, is packaged separately, with full or 
half coverage. Two boroughs, Kings and Queens, 
have their own Sections. 

Full Run with 4,000,000 circulation, offers the 
metropolitan market, p/us national coverage. 


Each Section... packages more population 
and sales potential than most other major markets 
...and in its area gives denser distribution than 
any other medium, including other New York 
newspapers, and television stations. 


The Sunday News Sections have been used by 
New York retailers for years to move trainloads 
of merchandise, turn up turnover, keep cash 
registers hot all week. All the Sections have 
records for volume sales! 

National advertisers selling through retailers 
can match retailers’ results, get maximum effort 
from a limited budget, reach the most prospects 
and customers at the lowest cost! 

The Sections listed on the opposite page offer 
a wide range of advertising opportunities ... Ask 
any News office. 


THE [4 NEWS, New York’s Picture Newspaper 


with twice the circulation of any other newspaper in America... 
220 East 42nd Street, New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco ... 1127 Wilshire Blvd., Los Angeles 


representing Media, 
serving Advertising 
Agencies & Adver- 
tisers 


Chicago 


| ~ New York | 


Detroit 


a 


Atlanta 


sii Charlotte 


St. Louis 


Memphis | 


San Francisco 


Los Angeles | 
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average acreage and yield of Colo- 
rado crops 1942-1951, acreage 
planted in 1952 and indicated acre- 
age for 1953. 


No. 2069. Livestock on Farms, Jan. 
1, 1953. 

The Progressive Farmer has pub- 
lished data sheets showing all cat- 
tle on farms, Jan. 1, 1953—by 
states—and a state breakdown of 
hogs, sheep, cows and chickens, 
with a nine-year average. 


No. 2070. Cash Receipts from Farm 
Marketings (Crops and Live- 
stock). 

Monthly receipts from crops and 
livestock, by states, for the South, 
showing each month’s percentage 
of the year’s total. Issued by The 
Progressive Farmer. 


No. 2071. Cash Farm Income from 
Livestock and Livestock Prod- 
ucts. 

This data sheet, issued by The 
Progressive Farmer, tabulates the 
South’s income from livestock com- 
pared with that of cotton and cot- 
tonseed for the years 1924 through 
1951. 


No. 2072. Income from the South’s 
Cotton Crop. 

A tabulation by states, showing 
production by bales and value of 
the South’s cotton crop. Published 
by The Progressive Farmer. 


No. 2073. Carlot Shipments of 
Fruits and Vegetables in the 
South. 

Carlot shipments of fruits and 
vegetables for southern states is 
tabulated by The Progressive 
Farmer. 


No. 2074. Tonnage of Commercial 
Feeds Sold. 


This is a five-year tabulation of 
commercial feed sold in the South, 
as reported by the various state de- | 
partments of agriculture. Issued 
by The Progressive Farmer. 


No. 2075. Income from the South’s 
Tobacco Crop. 


Production and income from to- 
bacco—U. S. total and for the 
South, by states—showing gain or 
loss over the preceding year. Is- 
sued by The Progressive Farmer. 


No. 2076. Harvest Acreage of Lead- 
ing Crops in the South. 


Acreage of 12 leading crops, by 
states, for the South, with U. S. 
totals, is shown in this report is- 
sued by The Progressive Farmer. 


No. 2077. Estimated Production of 
Important Southern Crops. 


Total production of important 
crops in the South, comparing 1952 
with the ten-year average, is re- 
ported here by The Progressive 
Farmer. 


No. 2078. Five Year Increase of 
Cropland Used Only for Pas- 
ture. 


The Progressive Farmer has. 
published this regional map of the 
U. S., showing acreage in pasture | 
lands (1945 and 1950 Censuses) | 


| 
LYNCHBURG 


An Industrial Center, A Virginia Key 
City Reached Through 


| 
| 
THE LYNCHBURG NEWS & ADVANGE. 
1. Effective buying income 
$65,524,000. 
2. Quality of market index 108. 
8. City zone population 50,3389. 
4. Lynchburg cannot be sold from 
the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER | 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


with the increase in acreage by 
regions. 


No. 2079. Pasture Improvement 
with Soil Conservation Assist- 
ance. 

This is a U. S. regional map, 
showing range and pasture im- 
provement and seeding range and 
pasture acreage. Published by The 
Progressive Farmer. 


No. 2080. The South’s Cash Farm 

Income, 1952. 

This tabulation, issued by The 
Progressive Farmer, shows cash 
farm income for 1952 by geo- 
graphic regions and by states for 
the South. Figures are from the 
latest Bureau of Agricultural Eco- 
nomics, USDA, estimate. 


No. 2081. Southern Farm Income. 
Detailed farm income by in- 


bY fe sek 
Sap eee 
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dividual crops, various classes of | No. 2084. Dun’s Review Trade Ba-|sued by The Progressive Farmer. 


livestock and livestock products, 
income by months and by states— 


rometer. 
| The Progressive Farmer offers 


/Tables show number of electrified 


farms by states, and the increase 


for the South and the U. S., as re-| copies of a Dun’s Review regional in ownership of electric appliances 


ported by USDA. Published by The 
Progressive Farmer. 


No. 2082. 1952 Cash Farm Income, 


| trade barometer, showing the posi- 
‘tion of consumer purchases in the 
‘South compared with U. S., 1939 
'through 1952. 


Farm-Owned Bank Deposits | 


and Savings Bonds Owned by 
Farmers. 


This is a four-page release in 
which bar charts show cash in- 
come, bank deposits and savings 
bonds of southern farmers, indi- 
cating increase from 1940 through 
1952. Issued by The Progressive 
Farmer. 


No. 2083. Texas Cash Farm Income, 
1952. 


A four-page leaflet, issued by 
The Progressive Farmer, contain- 
ing a map reporting districts of 
Texas, income by districts—years 
1942-1952—income by crops and 
months, number of farms, and in- 
come per farm by counties and 
districts. 


| No. 2085. The South Is More than 
50% Rural. 


A regional map of the U. S., 
|issued by The Progressive Farmer, 
shows the relation of rural and ur- 
ban population in the South com- 
pared with other regions. 


No. 2086. Fertilizer Consumption 
in the South at Record High. 


Fertilizer consumption by states 
of the South and geographic re- 
gions, 1945 through 1951, is shown 
here by The Progressive Farmer. 


No. 2087. The South Now Has 
2,144,500 Electrified Farms. 
Forty-six per cent of the na- 

tion’s total is represented by farms 

of the South, says this folder is- 


‘in the South, 1952 over 1945 and 
| 1952 over 1949. 
'No. 2088. Estimated Ownership of 
Farm-Owned Tractors through 
| the Year 1965. 
| This table, issued by The Pro- 
_gressive Farmer, shows estimated 
‘ownership in 1952 and 1965, to- 
gether with expected increase in 
this period, by geographic regions 
and states. 


No. 2089. Tractors on Farms. 


This tabulation shows the change 
in ownership number between 
1940 and 1950 Census periods by 


Published by The 
Farmer. 


Progressive 


No. 2090. Farm-Owned Tractors, 
Crawler and Garden. 

A regional map indicates the 

latest estimate by USDA-BAE of 


states and by geographic regions. ° 


ITS AMERICAS BEST-SELLING BUY-10 


—because these millions have BUY on their 


Bie various big-circulation magazines are 
read for various reasons, but among these, 
only Better Homes & Gardens is read from 


cover to cover as a buying guide! 


It all starts with the single-minded way that 
BH&G is edited. Every page, every article, 
every picture offers practical suggestions on 
how BH&G readers can make daily living 


mM 


BH: G BUVoL0GICAL BRIEFS 


magazine. 


Advertising—More dollars of advertising, more lines of 
advertising, more pages of advertising were placed in 
BH&G in 1952 than in any other major monthly 


Editorial— BH&G was first among all magazines in 1952 


in editorial lines devoted to major service subjects, includ- 
ing building and home repair,.children, gardening, food 


richer, easier, or more enjoyable. Result: 
BH&G screens America to attract only those 
families who are BUY-minded. 


So naturally, this all-through-the-book buying 


mood is reflected on every advertisement in 


Better Homes & Gardens! 


Serving 3% million families- screened for the 
Guy ON THEIR MIN 


and nutrition, health and medical science, home furnish- 
ings and management. 


Circulation Gains— For 28 of the past 30 years, BH&G 
has shown an increase in total circulation—and it is 
now at a new high—3%-million. 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowa 
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farm-owned tractors and the in- 
crease, 1950 to 1952. Issued by The 
Progressive Farmer. 


No. 2091. Farm-Owned Trucks. 
The Progressive Farmer tabu- 


lates the change in ownership of 


trucks between 1940 and 1950 Cen- 
sus periods by states and geo- 
graphic regions. 


No. 2092. 
Trucks. 


A regional map indicates the 
change in ownership 1940-1950 by 
states and geographic regions. Is- 
sued by The Progressive Farmer. 


Farm-Owned Motor 


No. 2093. Farm-Owned Passenger 
Cars. 


This table, issued by The Pro- 
gressive Farmer, shows the change 
in ownership between the 1940 
and 1950 Census periods, by states 
and geographic regions, for farm- 
owned passenger cars. 


No. 2094. Farm-Owned Passenger 
Cars. 


The latest estimate by USDA- 
BAE of farm-owned passenger 
cars is shown in this regional map 
indicating the two-year increase, 
1950-1952. Published by The Pro- 
gressive Farmer. 


No. 2095. Automobile and Truck 
Registration and Motor Fuel 
Consumption, 1952. 

The Progressive Farmer shows, 
in this map, regional registrations 
and motor fuel consumptions with 
their per cent of the U. S. 


No. 2096. Motor Vehicle Registra- 
tions, 1952. 

Registrations by regions, the in- 
crease over the preceding year and 
per cent of U. S. are shown in this 
regional map issued by The Pro- 
gressive Farmer. 


No. 2097. Principal Machines on 
Farms, Jan. 1, 1952. 
This tabulation shows the esti- 
mated number of machines, in- 
cluding automotive, milking ma- 


chines, corn pickers, combines, 


| mowers, grain binders, drills, etc., 
|by states of the South and other 


regions ef the country. Issued by 
The Progressive Farmer. 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2098. Corn—Acreage Har- No. 2101. County Analysis of Live- 


vested for Grain. 


Acres of corn harvested for grain 
are tabulated by standard geo- 
graphic divisions in this folder 
published by Capper’s Farmer. 


No. 2099. Corn—Acreage 
vested for All Purposes. 
This Capper’s Farmer folder is 
similar in format to the one above, 
showing a tabulation of acreage by 
geographic divisions of the coun- 
try. 


Har- 


No. 2100. Acreages and Number of 
Farms Reporting Leading Crops 
by Counties in the Sure-Crop 
Area. 

Western Farm Life reports all 
leading crops in the “Sure-Crop” 
area, listing them by counties and 
showing both number of farms 
and acreage. 


stock on Farms in Sure-Crop 
Area. 

This report by Western Farm 
Life contains, by county, figures of 
all livestock as quoted in the 1950 
Census and farms per county re- 
porting livestock. 


No. 2102. Iowa Farm Work Chart. 

This chart, prepared by Wal- 
laces’ Farmer and Iowa Home- 
stead, lists the many different 
types of work done on Iowa farms, 
such as buying seed, planting corn, 
cultivating corn, etc., and tells 
when these jobs are done. 


No. 2103. Facts and Figures and 
Market Data File. 

This study by Farm Implement 
News, published in September of 
each year, shows production and 
sales of farm equipment for the 
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year preceding and other recent 
years as well as current estimates 
of principal machines on farms by 
states and by counties on the basis 
of the 1950 Census of Agriculture. 


No. 2104. Quick Facts on the 
Steady Pennsylvania Farm 
Market. 

This survey by the Pennsylvania 
Farmer gives a brief summary of 
income, and buying habits of 
Pennsylvania farmers. 


No. 2105. Michigan Is a Steady 

Farm Market. 

This report by Michigan Farmer, 
another Capper-Harman-Slocum 
publication, does the same thing 
for the Michigan farmer as is 
done in the above report for Penn- 
Sylvania by its sister publication. 


No. 2106. Why Ohio Is a Better, 
Steadier Farm Market. 
A report by Ohio Farmer, Cap- 
per-Harman-Slocum publication, 
similar to the two above. 


No. 2107. Wisconsin 1951 Wheat 
Production, Wisconsin Soy- 
beans, 1951, Wisconsin Corn, 
1951—Series of Reports. 

This report lists the production 
of corn, soybeans and wheat by 
counties in Wisconsin in 1951. Pub- 
lished by Wisconsin Agriculturist 
and Farmer. 


No. 2108. Iowa Cash Income, 1951, 
by Counties. 

Lists each county in the state 
and the estimated farm income for 
the county. Put out by Wallaces’ 
Farmer and Iowa Homestead. 


No. 2109. Wisconsin Farm Ineome, 
1952, by Counties. 

Lists each county in the state 
and the estimated farm income for 
the county. Survey by Wisconsin 
Agriculturist and Farmer. 


No. 2110. Syrup Survey. 

This survey by Wisconsin Agri- 
culturist and Farmer contains in- 
formation on the amounts, types 
and brands of syrup Wisconsin 
farm women buy. It tells what 
foods syrup is used on at the table 
and in cooking and how syrup is 
fed as a supplement to children’s 
diets. 


No. 2111. Burlap Bag Survey. 


The type of bags Wisconsin 
farmers receive their supplies in 
is reported and the farmers’ opin- 
ions of burlap bags for re-use on 
the farm; for storage, handling, 
stocking qualities and for strength 
of bag is given. By Wisconsin 
Agriculturist and Farmer. 


No. 2112. 1953 Buying Intentions 
of Farm Families in Iowa. 


The report shows the buying 
plans of Iowa farm families for 
buildings and building materials, 
plumbing, heating and cooking 
equipment, household furnishings, 
electrical equipment, automotive 
and tractor and general farm 
equipment, including sprays and 
spraying equipment. Also, the sur- 
vey includes plans to buy insur- 
ance as well as vacation plans. 
Produced by Wallaces’ Farmer and 
lowa Homestead. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$46,114,000.00 
effective buying income. 
The Sun-Journal, New Bern’s ony 
newspaper will cooperate in build- 

ing sales for you. 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nati lly Repr 4 hy 
WARD-GRIFFITH CO.. 


The Word- Griffith Co maintains offices 


in-all principal advertising centers 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2113. 1953 Buying Intentions of culturist and Farmer shows the 
Farm Families in Wisconsin. buying plans of Wisconsin farm 
This survey by Wisconsin Agri- families for buildings and building 


materials, household furnishings, 
PATERSON 


electrical equipment, 
chinery, etc. 
NEW JERSEY 
3rd City in New Jersey Covered With 


THE PATERSON CALL 


No. 2114. Measuring the World’s 
Biggest Farmer. 

_ This report by Wallaces’ Farmer 
_and Iowa Homestead is based on 
statistical tables prepared by the 
U. S. Census Bureau from the 1950 
In 1951 the Paterson Call carried Census of Agriculture. It shows 


54% MORE /how farmers in this area compare 


Department Store advertising than ‘Uz S. farmers in general. 


the other Paterson paper. 
No. 2115. Syrup Survey. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL. =. In this report Wallaces’ Farmer 


Nationally Represented by 


WARD-GRIFFITH CO. 


TR PTR ennemeiitiieiiittee Up is used on at table and in 
in all principal advertising centers cooking. 


farm ma-) 


'with northern states farmers and} 


and Iowa Homestead tells amounts, | 
types and brands of syrup Iowa 
farm women buy, what foods syr- 


No. 2116. Burlap Bag Survey. 

This report by Wallaces’ Farm- 
er and Iowa Homestead surveys 
Iowa farmers use of burlap bags 
_and gives their opinions on this 
type of bag for re-use, storage, 
stacking, etc. 


No. 2117. lowa Space Heater Sur- 
vey. 
This report tells the features 
Iowa farm people consider im- 


portant in a space heater and the 
objections they have to supple-| 


mentary heaters now on the mar- 


_ket. It tells how often farm people 


use their space heaters, what 


rooms they are used in and the 


price they think is right for a. 
space heater. Produced by Wal-. 
laces’ Farmer and lowa Home-| 


_ stead. 


No. 2118. Iowa Stationary Engine 


Survey. 
This survey gives the makes and. 
horsepower ratings of stationary | 
engines owned by Iowa farmers. It) 
tells the jobs that stationary en- 


Published by Wallaces’ 
and Iowa Homestead. 


Farmer 


No. 2119. 1952 Crop Production for. 

Iowa. 

This report produced by Wal- 
laces’ Farmer and lowa Homestead 
lists the various crops grown in 
Iowa and the total production of 


each in 1952. 


No. 2120. 1952 Crop Production for 
Wisconsin. 


This reports the various crops) 


grown in Wisconsin and the total 
production of each for 1952. Put 
out by Wisconsin Agriculturist 
and Farmer. 


No. 2121. 1951 Iowa Corn and Hay 
Acreage by Townships and 
Counties. 

This is a list, by Wallaces’ Farm- 
er and Iowa Homestead, of the 


|acreage of corn, all hay, and al- 


falfa hay harvested by county and 
township in Iowa in 1951. 


No. 2122. Wisconsin 1952 Planted 
_gines are used for on Iowa farms. | 


Acreage of Corn and Hay by 


ra (emery 


it . te c INCINN AL 77 


4 ee 


“I don't know... but he must be an important advertising man” 


Circulation, City and Retail Trading Zone 
Now 

yy 
DAILY 
166,413 


Something else that’s registering: More and more 
national advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national advertising 
146,400 are carried exclusively in the Daily Enquirer than in 
any other Cincinnati daily. (Source: Media Records.) 


100 wee : 7 
90 14397 P. S. The Enquirer's 1953 Market Data YEARBOOK is now available. 
2 . Why not write for your copy right now, while you're thinking about it? 


44 45 46 47 48 49 SO St 52 53 
Source: A. B.C. Publishers’ Statements, Sept. ¥0 of cach year 


1943 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, May 11, 1953 


Townships and Counties. 


| This is a list of the counties and 
townships within each one and the 
acres of corn, clover and timothy 
/hay, alfalfa hay and mixtures, and 
others planted in 1952. Reported 
by Wisconsin Agriculturist and 
Farmer. 


No. 2123. Source of Iowa 1951 Cash 
Farm Income. 


A list of the amount of income 
from livestock and livestock prod- 
|/ucts and from crops. It gives the 
percentage of income from each 
type of livestock and from each 
crop as well as the amount of in- 
come from each of these. Prepared 
by Wallaces’ Farmer and Iowa 
Homestead. 


No. 2124. Source of Wisconsin 1951 
Cash Farm Income. 


Prepared by Wisconsin Agricul- 
turist and Farmer, this reports in- 
come from livestock and livestock 
products and from crops, with 
percentages from livestock and 
crops. 


No. 2125. Gasoline and Other Pe- 
troleum Fuel and Oil Purchases 
on Wisconsin Farms by Coun- 


ties, 1949. 


Wisconsin Agriculturist and 
Farmer lists each county, shows 
the number of farms in the county, 
number of farms reporting petro- 
leum purchases, the total expendi- 
ture for petroleum products and 
the average expenditure per farm 
reporting. Taken from the 1950 
Census of Agriculture. 


No. 2126. Gasoline and Other Pe- 
troleum Fuel and Oil Purchases 
on Iowa Farms by Counties, 
1949. 


Prepared by Wallaces’ Farmer 
and Iowa Homestead, this reports 
expenditures for petroleum prod- 
ucts, by county, showing number 
of farms, total expenditure and 
average per farm reporting. 

'_No. 2127. Power Machines on 
Farms, January, 1952. 


This Wallaces’ Farmer and lowa 
Homestead report lists the number 
of farm tractors, grain combines, 
corn pickers, pick-up hay balers 
and motor trucks in each county 
in Iowa. Based on the Iowa asses- 
sors’ census and the 1950 U. S. 
Census of Agriculture. 


No. 2128. Iowa Farm Feed Pur- 
chases, 1944-1949. Comparison 
by Counties. 


This report shows number of 
farms in county, total farms re- 
/porting feed purchased in 1949, 
dollar value of feed purchased, 
average purchases per farm in 
| 1944 and 1949 and the per cent of 
|/increase or decrease 1949 over 
1944. Based on the U. S. Census 
of Agriculture. This report was 
‘originally published in August, 
/1951, and was revised last March 
by Wallaces’ Farmer and Iowa 
| Homestead. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only per to cover 
| this rich 13 county 
Peoriarea market. 


“Here are the facts” 


1. LARGEST Circula- 
tion in Tllinois.* 

2. LARGEST Metropoll- 
tan Market in Ilinois* 
. . . Pop. 250,512 

3. “BEST Test Market 
| im Midwest" says every 
8.M. Test Survey. 

4. WHOLESALE SALES 
2% TIMES LARGER 
po Faas other Illinois 


EARL H. MALONEY 
Advertising Director 


Vere H~ Bow you do the job.” 
Smncent 
WRITE FOR YOUR NEW PEORIAREA FACT FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


net Te Sen 
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No. 2129. Wisconsin Farm Feed)is dollar value of meat animals| given over to corn, oats, soybeans, 


Purchases, 1944—1949 Compar- 
ison by Counties. 


|sold by type of farm. 


wheat and hay in its area (Indi- 
ana, Illinois, 40 counties in Wis- 


Wisconsin Agriculturist and No. 2139. Corn and Hay Produc- oonsin, and 16 in Michigan). 


Farmer does the same thing here 
for the Wisconsin farm market as 
was done for the Iowa market 
(No. 2128). 


No. 2130. Commercial Fertilizer 
and Limestone Applied in lowa 
in 1951. 

This survey shows the tonnage 
of commercial fertilizer and lime- 
stone applied by counties in Iowa 
in 1951 as reported by the Iowa 
assessors’ census. Published by 


Wallaces’ Farmer and Iowa Home-'| 


stead. 


No. 2131. Livestock and Poultry 
Population Maps—lIowa. 

This series of maps, issued by 
Wallaces’ Farmer and Iowa Home- 
stead, covers the number of chick- 
ens and turkeys raised during 1952; 


tion by Type of Farm (Series 


Breeder’s Gazette gives total | 
acres of corn grown and bushels | 
/harvested by ten types of farms. | 
'The study also includes the num-_| 
ber of farms cutting hay and acres | 
‘of hay cut per farm. A special 
page deals with the amount of) 
,corn sold and kept on farms by 
‘type of farm. 
_No, 2140. Mechanization by Type. 
| of Farm (Series E). | 


} 
| 
| 


| wheel tractors, trucks, automo-_ 
biles, corn pickers, hay balers, | 


2142. Crop Production 
States. 

The number of bushels of corn, 
oats, soybeans, wheat and tons of 
hay produced by states for the 
whole country is given by Prairie 
Farmer. 


No. 2143. Livestock by Counties in 
Illinois, Indiana, Wisconsin 
(40 Counties) and Michigan 
(16 Counties.) 

Reports by Prairie Farmer list- 


No. by 


try by counties. 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


biles, Tractors and Trucks. 

Maps and tabulations showing 
the number of farm-owned cars, 
trucks and tractors by counties in 
its area, published by Prairie Far- 
mer, 
|No. 2146. Survey of 1953 Buying 
| Intentions of Farmers in Illi- 
|  nois and Indiana, 

A Prairie Farmer survey among 
|3,000 Illinois and Indiana farm 


| Breeder’s Gazette gives figures, ing number of hogs, dairy cattle, | families to determine what and 
for the ten types of farms, on all cattle, sheep, horses and poul- | 


how much they intend to buy in 
1953 


| 
| 


/combines and gas and oil used— No. 2144. Livestock by States in No. 2147. Petroleum Survey. 


including detailed breakdown on | 
|late model cars and trucks by) 
| type of farm. 


the U.S. 


Prairie Farmer report listing 


the number of hogs, dairy cattle, | 


all cattle and poultry by states in 


cows and heifers kept for milk, No. 2141. Crop Acreage by Coun- this country. 


January, 1953; cattle and hogs; 
number of pigs saved on Iowa 
farms during 1952. 


No. 2132. Livestock and Poultry 


Population Maps—Wisconsin 


Report. 


A series of county maps, pub- 


blished by Wisconsin Agriculturist 
and Farmer, showing the number 
of chickens, all cattle, calves and 
milk cows on Wisconsin farms, 
Jan. 1, 1953. 


No. 2133. Farm 
Data Report. 


Journal Market 


A national survey on lawns and) 
lawn mowing equipment covering 


the Farm Journal subscribers, and 
including county 


dual states made may be had 
separately. 


No. 2134. Pathfinder Market Data 
Report. 
A national survey on lawns and 
lawn mowing equipment among 
Pathfinder subscribers. 


No. 2135. Country-Side Market 
Data Material. 
This combined Farm Journal- | 


Pathfinder market study contains 
select figures on electrical distri- 
bution through hardware stores in 
small towns, as of February, 1953; 
electric appliance distributors and 
the country-side market, as of 
March, 1953; and the electric sew- 
ing machine retailing figures for 
the country-side market. Material 
may be had for the separate state 
or states particularly interested in, 
if desired. 


No. 2136. 
Farm (Series A). 

This, the first in a series by 
Breeder’s Gazette, gives relative 
economic position of the ten types 
of farms classified by the 1950 
Census of Agriculture and covers 
sales of farm products, average 
sales per farm, and distribution of 
farms by types in six economic 
classes from $250 to $25,000 or 
more in farm sales. 


No. 2137. Acreage by Type of 

Farm (Series B). 

A continuation of the Breeder’s 
Gazette series. Covers total and 
average acreage for the ten types 
of farms classified by the 1950 
Census of Agriculture. Gives dis- 
tribution of farms by various 
sizes from under ten to over 1,000 
acres and detailed breakdown of 
larger farms by type, with a 
similar breakdown for cropland 
harvested from under nine to over 
200 acres. 


No. 2138. Livestock Sold by Type 
of Farm (Series C). 
Breeder’s Gazette gives the 
number of beef cattle and hogs on 
farms and sold by the ten different 
types of farms. Commercial hog 
production and hogs raised for 
home use are studied in detail as 


farm market) 
analysis folders. Survey for indivi- | 


Income by Type of | 


| ties in Prairie Farmer Land. | 
| Prairie Farmer lists acreage 


No. 2145. Farm-Owned Automo- 


Survey on automobiles, trucks 
and tractors and the products used 
for them. Survey conducted by 
mail among 3,000 Prairie Farmer 
subscribers in Illinois and Indiana. 


No. 2148. Yeast Survey. 


Mail survey among 213 rural 
women through Illinois, Indiana, 
southern Wisconsin and_ south- 
western Michigan to determine 


‘uses of yeast, types and brands 


preferred. Survey made by Prai- 
rie Farmer. 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


| 


LIKE CALIFORNIA WITHOUT THE 
BILUON DOLLAR VALLEY OF THE BEES 


Really get the picture before you make up your California newspaper schedules. It’s 
this:— The Billion Dollar Valley of the Bees —the great inland area of California 
— has more buying power than San Francisco and Oakland combined. And in this lucrative inland 


market, the favorite newspapers are the... 


Mc CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . .. O'MARA & ORMSBEE 


THE SACRAMENTO BEE « THE FRESNO BEE « THE MODESTO BEE 
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Representatives 
E. A. Fauikner & Associates 
Chicago New York 


6 IN INDIANA’ * * 


/ 9 HIGHLY. PRODUCTIVE COUNTIES 


3 IN ILLINOIS | 


The TERRE HAUTE TRIBUNE- 
STAR is the only medium you can 
be sure will deliver your advertis- 
ing with sales-producing impact 
in this relatively isolated market. 
(Retail Sales over a Quarter Bil- 
«von Dollars* ) 


*S.M.’s Survey of Buying Power 


The Terre Haute Tribune-Star 


Circulation Over 59,000 Daily; 47,000 Sunday 


ww 
. 


Advertising Age, May 11, 1953 


Available Market Data—Farm 


To secure copies of data listed, 


' 


use the handy coupons 


| No. 2149. Visits to Chicago Survey. 

A survey conducted among 1,500 
Prairte Farmer subscribers to find 
out the number of times they visit 
Chicago in a year, number in 
family making trip, form of tra- 
vel, etc. 


No. 2150. Farm Equipment Survey. 

Survey among FFA boys and 
their families to determine what 
features farmers want and need 
in their farm machinery, con- 
ducted by Prairie Farmer. 


No. 2151. Baking Survey. 

Survey made by mail among 500 
farm families in Illinois and Indi- 
ana to determine the extent of 
baking in farm homes, amount and 
type of items baked. Prepared by 
Prairie Farmer. 


No. 2152. Rust Preventive Survey. 


in INDIANAPOLIS 


ofes 
. 


ca 


In average income per household, Indianapolis 
leads the nation, among cities of over 400,000*. 
The key to this rich market is the new 1953 Con- 
sumer Analysis for Metropolitan Indianapolis. 
It’s a gold mine of information for effective 
sales and advertising planning. 

Prepared and published by The Indianapolis 


Star and The Indianapolis News, it contains the 


Average Income Per Household is 


6942 


*Consumer Income Supplement, 


Standard Rate & Data Service, 1953 


Here's How They — 
Spend It... 


SEND FOR YOUR COPY TODAY 


In over 170 


and The News! 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES oe 


Product Classifications 


latest consumer preferences and buying habits 
for over 170 product classifications. For your 
free copy of this valuable 132 page book, write 
Charles B. Lord, Advertising Director, The Star 


For saturation coverage of this No. 1 Market 
Advertise in The Star and The News! 


THE INDIANAPOLIS STAR< -: 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS » Ae 


Survey among 800 Prairie 
Farmer subscribers to determine 
the seriousness of rust on farms, 
type of paint used as preventive 
and brands of rust preventive fa- 
miliar to subscribers. 


No. 2153. Farm-Owned Tractors, 

Trucks and Automobiles. 

A Prairie Farmer survey of the 
number of tractors, trucks and 
automobiles on farms by states 
in the U. S. 


No. 2154. Dog Feeding and Dog 

Food Buying Habits. 

Prairie Farmer made this sur- 
vey to determine purchases of 
brand dog food (canned and 
dried) and preference of package 
sizes. 


No. 2155. Telephones on Farms. 

A survey by Prairie Farmer de- 
termining farms having telephones 
by counties in Illinois, Indiana, 
Wisconsin (40 counties) and Mich- 
igan (16 counties). 


No. 2156. Farms with Electricity 
in Prairie Farmer Land. 

A count by Prairie Farmer of 
the number of farms with electric- 
ity by counties in Illinois, Indiana, 
Wisconsin (40 counties) and Mich- 
igan (16 counties). 


No. 2157. Farm Electric Custom- 
ers. 
A listing by Prairie Farmer of 
the number of farm electric cus- 
tomers by states for the U. S. 


No. 2158. Cash Farm Income. 

A county tabulatien of farm in- 
come by Prairie Farmer in its 
area. 


No. 2159. Farm Equipment Dis- 
tribution by States. 

Prairie Farmer, in this report, 
lists the number of combines, corn 
pickers, manure spreaders, mow- 
ers, grain drills, pick-up balers, 
grain binders, tractor moldboard 
plows, side delivery rakes and 
milling machines in the U. S. 


No. 2160. Cotton Feed Bag Survey. 

Survey conducted among 1,000 
Prairie Farmer subscribers in IIli- 
nois and Indiana on cotton bags for 
feed and the use to which these 
bags are put when they have been 
emptied. 


No. 2161. Sales Data Sheets Show- 
ing New Owners of Appliances 
and Equipment Among Cap- 
per’s Farmer Subscribers 1949- 
1951. _ 

This survey includes new own- 
ers of electric ranges, electric re- 
frigerators, home food freezers, 
electric toasters, electric food mix- 
ers, electric waffle irons, electric 
coffee makers, electric sewing ma- 
chines, vacuum cleaners, record 
players, warm air furnaces with 
blower, circulating heaters and 
stoves, pressure water systems and 
built-in kitchen cabinets. Pub- 
lished by Capper Publications. 


No. 2165. Farm Market Data Fold- 
ers. 
Information on the farm market 
is presented in this continuing ser- 
ies of market data folders by Cap- 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test advertis will prove its effec- 
tiveness in the ON MARKET in North 
Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 


And Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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per Publications. They include 
data on income, livestock, crops, 
automotive equipment and facili- 
ties by states, and summaries by 
nine geographic divisions and four 
major regions. Statistics were ob- 
tained from the 1950 Census of 
Agriculture, U. S. Department of 
Agriculture, and independent com- 
mercial sources; 78 folders in ser- 
ies to date. 


No. 2166. The Subscribers to Cap- 
per’s Farmer Report on Bever- 
ages. 

This report tells the farm market 
story for coffee, tea, milk drinks, 
juices, ades and soft drinks. A 
significant change since a similar 
report three years ago is the in- 
creasing use of instant coffee. Sub- 
scribers report use and brand pref- 
erence. 


No. 2167. The Subscribers to Cap- 
per’s Farmer Report on Prod- 
ucts Sold by Food Stores. 


The farmer and his family report 
on products sold by food stores. 
More than 800 brand names are 
shown in the report which covers 
use and brand preference of 89 
different products including break- 
fast cereals, canned fruits and veg- 
etables, soups and crackers, meats, 
desserts, baby food, smoking sup- 
plies, dog and cat food, furniture 
polish, etc. 


No. 2168. The Subscribers to Cap- 
per’s Farmer Report to the 
U. S. Census Bureau. 


These ready-reference tables 
show averages for all U. S. farms 
on 65 major items, based on the 
1950 Census of Agriculture. They 
also show comparable data based 
on a special tabulation for Cap- 
per’s Farmer subscribers made by 
the U. S. Census Bureau at the ex- 
pense of Capper Publications. 


No. 2169. Automotive Equipment 
and Supplies Reported by Kan- 
sas Farmer-Missouri Ruralist 
Subscribers. 

Mechanized equipment is sweep- 
ing America’s mid-continent farms, 
according to this survey. Farmers 
report ownership of cars, trucks, 
tractors and other engines, and 
brand preference for gasoline and 
motor oil. Size and ownership of 
farms is shown in the study, is- 
sued by Capper Publications. 


No. 2170. Market Data on Hatch- 
ery and Feed. 

Contains basic market informa- 
tion on the dual market of hatch- 
erymen and feed dealers. Includes 
figures on chicks hatched, feed 
bought and sold, equipment sold 
and other basic characteristics of 
the market. Prepared by Hatchery 
& Feed. 


No. 2171. Eggs-Chickens-Turkeys- 

Broilers. 

This folder shows production, 
consumption and price summary 
for the years 1930 to 1951. In- 
cludes all types of poultry and 
poultry products. Published by 
Watt Publishing Co. 


No. 2172. U. S. Gross Farm Income 
from Production, 1917-51. 


A statistical history of agricul- 


various products and crop groups | 
by years from 1917 to 1951. Also| 
shows what per cent poultry in-' 
come is of total farm income for 
each year as well as the rank of, 
poultry among all major income 
sources. Produced by Watt Pub- 
lishing Co. | 


Ne. 2173. The Poultry peene | 
and Your Business. 

This 28-page booklet is a basic| 
source of statistics on the poultry | 
industry. Liberal use of charts and | 
graphs make for easy visualization | 
of the size and scope of the indus-| 
try. Statistics from Census of Agri- 
culture and Bureau of Agricultural 
Economics. Watt Publishing Co. 
prepared it. 


No. 2174. Impact in the Eastern 
Farm Market. 


A study of the relative impor- 
tance of the various types of farm- 
ing activity in New York state, 
northern Pennsylvania, northern | 
New Jersey and bordering New 
England counties. Farms are clas- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


Please send me the following market data (insert number of each item wanted): 


Address 


City & Zone... 


This coupon not valid after July 10, 1953. 


» S0O0O .... 


Dallas, Texas . . 
New Orleans, La. 

Providence, R. |. . 
Denver, Colorado 
Atlanta, Georgia 

Columbus, Ohio . 
Peoria, Illinois . 


Des Moines, lowa 


ture as it relates to gross farm in- 
come, showing the breakdown vd 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest | 
Province — Having One-Third of Canada’s 
Total Fopuemse and 42% of Retail Sales— | 


Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto | 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS” 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward- Griffith, Co. maintains offices 


in all principal “advertising centers 


THE MOST 


IMPORTANT CORNER 
IN THE U.S.A. 


Fae 
SAN DIEGO 
CALIFORNIA 


CONSUMER SPENDABLE INCOME 
- $1,091,120,000 


1,075,444,000 
1,060,844,000 
1,052,100,000 
1,035,003,000 
937,737,000 
451,742,000 
431,272,000 


SAN DIEGO, California $1,163,7 68,000 


SOURCE: STANDARD RATE & DATA SERVICE 


More Money 
to Spend 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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This coupon not valid after July 10, 1953. 


| sified by type of products, acreage 


men’s League News. 
| 


No. 2175. The Homefolks Know. 


The Arkansas Farmer’s latest 
file folder of market data includes 
_information on tractors, trucks and 
other equipment on farms; live- 
_stock; feed purchased; commercial 
broiler production by counties in 
|Arkansas; cotton production; rice 
production; consumption of LP gas, 
and census data on the Arkansas 
|farm market. 


|\No. 2176. Reference File on The 
| Mississippi Farmer and the Mis- 
sissippi Farm Market. 

| This convenient file prepared 
‘by The Mississippi Farmer con- 
‘tains information on farm cars; 
trucks and tractors; electrification; 
livestock; pasture acreage; cotton 
/production; fertilizer consumption, 
_and a Mississippi map showing the 
number of farms, value of farm 
products and tractors by counties. 
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the Way the Automotive Trade Does 


Leading St. Louis new and used car dealers, 
trucks, parts and accessories, gas and oil, 
garage and service dealers sold their 
$400,000,000 automotive market in 1952 by using 
1,200,093 lines of display advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


Circulation: Nearly 400,000 Daily, Over 450,000 Sunday 


NATIONAL ADVERTISING OFFICES 
New York 

521 Fifth Avenue, 17 

J. V. AMBROSE, Manager 

Chicago 

Tribune Tower 

E. M. ROSCHER, Manager 

Florida 


311 Lincoln Road, Miami Beach, Fla; 
THE LEONARD CO. 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 

625 Market St., 5 

Los An 

520 W. Seventh St., 14 
Seattle 

603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 


and income. Compiled by Dairy-| 


Advertising Age, May 11, 1953 


\No. 2177. There’s A New Day 
Dawning in the Delta. 


| This booklet is a study of the 
| changes which have taken place in 
‘the Mississippi Delta in the past 
‘few years. Mechanization of cot- 
| ton production, diversification with 
;pastures and livestock, soybeans, 
|rice, etc., are discussed, with gen- 
eral information on the Mississippi 
farm market included. Prepared 
by The Mississippi Farmer. 


No. 2178. Market Data on Pacific 
Poultryman. ' 


This report contains basic mar- 
ket information on the subscribers 
to Pacific Poultryman. It includes 
such items as where subscribers 
live, size of farms, crops and live- 
stock grown, equipment owned, 
farm machinery used, home facili- 
ties and products bought. 


No. 2179. Data on Poultry Tribune. 


This report has basic market in- 
formation on the subscribers to 
Poultry Tribune, with such in- 
formation as crops and livestock 
grown, farm equipment owned, 
size and age of families and prod- 
ucts bought,. 


No. 2180. Data on Broiler Growing. 


A basic market report on Broiler 
Growing subscribers. Included are 
age of subscriber, products bought, 
types of feed used, construction of 
broiler houses, production, and 
other characteristics of the market. 


No. 2181. Market Data on Turkey 
World. 


The basic market characteristics 
of Turkey World subscribers are 
reported in this folder. The infor- 
mation includes where readers live, 
size of farm, equipment used and 
bought. 


No. 2163. Wisconsin Stationary 
Engine Survey. 


Gives the makes and horsepower 
ratings of stationary engines 
owned by Wisconsin farmers. De- 
scribes the jobs that stationary 
engines handle on Wisconsin farms. 
Issued by Wisconsin Agriculturist 
and Farmer. 


No. 2194. The Rich Iowa Farm 
Market. 


This booklet reviews the Iowa 
farm market and buying power; 
reports on agricultural develop- 
ments and progress; and the read- 
ership of the Iowa Farm & Home 
Register, based on the Advertising 
Research Foundation study of farm 
paper audience and characteristics 
based on total population. 


No. 2196. Feed and Fertilizer Sur- 

vey. 

This study by the Iowa Farm & 
|Home Register reports what and 
/how Iowa farmers feed their live- 
‘stock and poultry; where they 
buy and brand preferences. The 
| questions in this survey were pre- 
/pared by representatives from 
| over 30 feed manufacturers. It was 
made by personal interviews in 
over 750 Iowa farm homes. 


| 
} 
| 


DAYTONA BEACH 
| FLORIDA 


| Florida’s Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. Over $98,723,000 effective buying in- 
come. 

3. Over ,353,000 retail sales. 

4. A que -{ market index of 127. 

5. 1951 total advertising 12,210,352 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. Obenaver Jr. in Jacksanville 

Nationally Represented by 


WARD-GRIFFITH CO. 
Te maintains offices 


in all principal advertising centers 


iss 


Ss @&a we Ss &! Oo 


Somers De eA : md x oa ees fa ingas | ie z eas ‘ ul oo: ae ¥ i. . Oa Sie ake > OS pines ek Oe SS ee ere a iy * LS Le oe se eso rt). et a 7 —- 
Re begat tw Peter tee nes Sn, SM beeiaeaemree sales ther Ve ree BESS ol RCN iy Rew CORN aera is. . <haee” Naatign aes aca eet PM Soak Sm ai ae ag Sed mame ey ney) De Se a ee Se I. on See A as ee Vee Stee Oe FERS ee i ee, ee weet | oe hae Seedy. Oe aS 
Cs es Ee RAT PST SMRGD ON hae tah Mer ak Be Pe aN eS ag Be a ; me : Pre 9 eR is Ae me dee Age Sa tak Ris SR Ne eas A Be Ss aN, at: pons ae uit eee Mane oe ee Fe sie aks a aS) cal heat eR eae peel tart “et 
ena pies caesar eh ae why egg et 5 et RTA eR ak | eM Cs: hee peng | OR IS). ae Lo a ae egy hee ee APeRpEey aca AS DES mc) A eee CARR Ee ee: ee LE seta ne De eade Sy Co eats ra 
a Ge a aa eke) eel ae Baus a Aes cate sae aioe Beso he ewes 2 ae i. Fee ee age SR Tata rie cet ieee nt. St, he, SET a RP ae we ay they cp eee ONE RRO ae heme oe 
ire SOM eee a ope Se ued te See PL fee a es las es ' PEI gt fn Shp hay de on eae ER eaae ‘ ee _ cit oe Reese's “i 
ie aye eS ; : Sree “ ac . ~ iat Om ay aan ae ee i pe Z cities ee is <i ies eg NE ; ap wet en es 2 ete ae pre abepes > Ser ee Sageaia lin 3 ~ GE ie ape i Pea meg 
Voge ee ole a. ea 5 haat ee Cae rape: BR oy ae | Rec ee a PMs PoE Sis Be ae ag Rea Fe ree ee ical oa Sean Sei : eae go" site, Ps 74% aie oe eae Sa ba > ae soe. eS cs bi 
eae nC ae es ae oy aie RE i ae ‘ . : PENG: 5, : se sig eieet Sa gt oe Sw Se J : be = . aieeenttarmeeemmmmrasaiaitis ———— , : me x 
oe ; ml la tein 
a ee tities 
Adve 
104 ee 
| ee Te No. 
Se 
ee 1 
cult 
ee lishe 
forn 
feed 
It te 
i type 
ee yen 
catt 
Wis 
mat 
Pe No. 
] 
; Ky 
‘ * and 
the 
oe for 
a a » ; Jun 
i ee my 
Ne : I 
a SS leas 
a turi 
BEY, 
a i | ple' 
site con 
ms pig 
oe oat mending on wee us 
And pod trom A ‘oa 
| “I Reve mo greet polities! 
can es te © ee fee 
| smahe-tilied reams have never 
; | taken very well to me sup 
2 aie renee Oh of Hew Mamochine's nad | The broadeatt | f 
ae eg.. Gen. Man pee de Dewars oe ro we 9 ar’ 
3 ane tears ania “te cinee cnaamailaaates 1 a2 Pascoe: pte i ome Oe 
an? turrent te me, bu; 
ioc ‘ | ‘ 
ee: ee a 
: ii pt . enion ¢ Dy 
' , > ¢ com plant 
i " men should 
eis - to work <— No. 
“ee for refusing 0 do 80. 
aya West Bertin | detegates to the Democrstic con Mt a bright bw with 2 | Lonergan said the stoppog 
a mt fer | Fe FAs: an wo non ae nab nal 9 sre bat epomaty wee 7 
ons & Rerity contest” bas | Ger, locks you in the eye ond | Socumed wmmn & 
’ ‘ Si « gosta target oh | erties to tell you that birds con" for 
di io na i tele 
| Se gute <p Viet El a | des 
‘ pa ‘vould be. onal chapter wo the Wi De Gremen's ¥ te Be te a ape! ° atristion.”~. } . 
drei, atl » Marine Corps 7 tered ~ ; ] 
eat ” \ Litaenbers. whe Sa PORTLAND, 4 5 wae 
at and legiiletive ] tAP)—Oregen D “ater 7 . 
= higese Corge com! geavereations wit on.” — ane 
Ceaes Lemaet ©. Shr decided yeutorday file | | 
Bes jalstory lett Presidest Tremen J 
oe when ¢ op the eiate s Moy SAM tie 
i here was eo seary : | | 
‘or weether - j No 
Se ao an MEN OR i / 
iol — te to land an somebody s E / g 
gs “URDA’ had remark: “Birds Gon? | ciupaD T aan / eae 
‘ rs m be all pene = - | / Pe ! tel 
pee i tel 
ee me 
ae es bo 
ey : PR ys AO | 
bes. Mec) a rec 
Oa 
. ‘ ‘ | the 
sta 
an 
: soe : fee 
ay i = clu 
2 A Fa 
es ago i Nc 
ae You Get the © 
de : oe ; As " gs oa pi 
Zi ier = ae oe ef ena! 7 Pe 3 e. < | Io 
. ie epee ere oe 9 : : 
| 
i Ni 
ae . ae q ea" ‘ iran . re 
ais f Set roo ' y nae te 
' in 
- bt 
«Soe th 
iene to 
ae ae of 
aie ay ca 
ae WwW 
oe ae 
eee : 
ie Sasi “e 
a N 
ea ir 
i a: 
i ee 


)p- 
id- 
me 
ng 


ics 


Advertising Age, May 11, 1953 


SOON TO BE PUBLISHED 
No. 2182. Dairy Cattle Feed Sur- 
vey. 


This report by Wisconsin Agri- 
culturist and Farmer to be pub- 
lished in June gives complete in- 
formation on methods used in 
feeding of dairy cattle and calves. 
It tells when cows freshen, what 
types of feed they are given and 
about the use of minerals for dairy 
cattle. Based on a survey among 
Wisconsin farmers. Brand infor- 
mation will not be available. 


, will be published in June by Wal- an increase in the number of auto- 
‘laces’ Farmer and Iowa Home-|motive units. This series of ten, 

stead. sheets also illustrates that the use| 
| | of anti-freeze, winter motor oil and | 


| No. 2190. Wisconsin Livestock Pop- 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


ulation, Jan. 1, 1953. | 
This report by Wisconsin Agri-| ! 
culturist and Farmer lists by coun- | 
ties the total number of cattle,| 
| milk cows, horses and mules, hogs, 
stock sheep and chickens on Wis- 
consin firms. It will be out in July. | 


No. 2191. Sales Data Sheets on 


| Number of Automotive Units 
and Use of Petroleum Products 
No. 2183. Beef and Dairy Cattle | 

Feed Survey. ers. 


This report by Wallaces’ Farmer Based on a survey made on 1,000 


and Iowa Homestead is similar to 


the one above, and covers the types report shows that among Kansas 
of feed Iowa dairy farmers prefer Farmer subscribers there has been 
for their cattle. To be published in 


for Winter Protection by Farm- | 


farms for the period 1950-52, this! 


{ 


THIS IS BILL ST. SURE — (Another W-G Salesman) 


William I. “Bill” St. Sure is Manager of our San Francisco office. Bill has been 
with us since 1947 after spending two years with an advertising agency doi 
account work and space buying. Prior to that, Bill spent several years wi 
small town daily newspapers. His extensive experience explains the excellent 
job Bill is doing. Bill St. Sure, or any of our salesmen, will be delighted to 
work hard on any advertising problem you may have. 

Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


a RE rr ee SE artaik'00. bees oennus eccend N Yo 
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General Motors Building...................665. Trinity 3-6365 ..... wei tt 
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DO SEE Sac dehotaasssarsededcseosancedaun Yukon 2-2-6028.................8AN FRANCISCO 
Lincoln Liberty Building ...........-eeseeseees EAGER THRENO. bh censivcdcededesves PHILADELPHIA 


June. 


No. 2184. Pig and Hog Feed Sur- 
vey. 

In this report, which will be re- 
leased in June, Wisconsin Agricul- 
turist and Farmer provides a com- 
plete report on hog raising by Wis- 
consin farmers. It tells how many 
pigs farmers raise, percentage 
using sow’s milk replacer, per- 
centage using commercial creep 
feed, growing feed, high protein | 
supplement and how farmers worm 
their pigs. It also tells where} 
farmers buy their feed, why they | 
buy it and how they buy it. Brand | 
information will not be available. | 


No. 2185. Pig and Hog Feed Sur-| 
vey. | 

This report: gives the same jn- 
formation for the Iowa farmer as 
described in No. 2184. To be re- | 
leased in June by Wallaces’ Farmer 
and Iowa Homestead. 


No. 2186. Poultry Feed Survey. 


This is a report on chicken rais- 
ing by Wisconsin farm people. It | 
tells how many chicks Wisconsin | 
farmers raise, when they are, 
bought, the types of feed prefer-| 
red, the amount of feed bought, | 


| 
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the percentage of farmers who buy 
starting, growing and laying feed 
and where and how farmers buy 
feed. No brand 
cluded. Will be released in June 
by Wisconsin Agriculturist and 
Farmer. 


No. 2187. Poultry Feed Survey. 


A complete report on chicken | 
raising by Iowa farmers. Will be. 
issued by Wallaces’ Farmer and. 


lowa Homestead in June. 


No. 2188. Prepared Baking Miz, 
Flour and Coffee Survey. 
Wisconsin 
Farmer, which has prepared this 
report for distribution in June, 
tells the brands of prepared bak- 
ing mixes Wisconsin farm women 
buy and whether they prefer 
mixes containing eggs or whether 
they would rather add fresh eggs 
to the mix. It also tells the brands 
of flour and coffee Wisconsin farm 


women buy and their frequency of | 


purchase. 


No. 2189. Prepared Baking Miz, 
Flour and Coffee Survey. 


: , | 
This report contains the same} 
information for Iowa farm women | 


as shown in the listing above. It 


ELIZABETH 


NEW JERSEY 


One of the nation’s top 50 industrial areas | 


which is dominated by the 

ELIZABETH DAILY JOURNAL 
There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


Represented Nationally by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. meintains offices 


in all principal cdveiising center: 


information in-| 


Agriculurist and) 


—and NPN sells TBA — 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA business? Know how to get it? Where to 
start? Whom to see? 


App 


| 
i; § 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 
Petroleum News. 


*TBA is the oil industry's designation for tires, batteries and accessories. 


NATIONAL PETROLEUM NEWS 


A McGraw-Hill Publication 


Publishers of the Te: 

« oO 

Annval TBA Directory oN M 
. ° 

& Buyer's Guide 


Publication offices: 1213 West 3rd Street + Cleveland 13, Ohio 
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IN HAVERHILL 


IT’S THE GAZEETE ‘To secure copies of data listed, 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

—Retail Sales— 
$53,392,000 a new 
high. 

2—Feood Sales— 
$17,716,000 a new 


high. 
3—World Shoe 
making center. 
4—-Western Electric Co. Mfg. Center. 
A trading zone population of 
104,479 leaned by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


4 


George McLaughlin, 
Advertising Manager 


WARD-GRIFFITH CO. 


‘The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


MASS. Available Market Data—Farm 


use the handy coupons 


winter gear oil has increased. Will 
be released in June and July by 
| Capper Publications. 


No. 2192. The Subscribers to Cap- 
per’s Farmer Report on Laun- 


plies. 


ership and use cf washing ma- 
chines, clothes dryers, 


plies in this current Capper’s | 
Farmer study. A breakdown of 
new types of equipment, such as) 
automatic washers, steam irons 


dry Equipment—Cleaning Sup- 


ironing | 
equipment, water systems, soaps, | 
detergents and other cleaning sup-| 


distribution around Aug. 1. 


ber of Automotive Units and 
Use of Petroleum Products for 
Winter Protection. 


Subscribers to Missouri Ruralist 


/units and use of anti-freeze, win-| 
ter motor oil and winter gear oil. 
Ten data sheets make up the series | 
and figures covering 1950-52 show 


| e 
an increase in units and use of 


these products. To be released by 
Capper Publications in June and 


July. 


and dryers, is given. Scheduled for 


No. 2193. Sales Data Sheets, Num- 


No. 2197. Iowa Farm Market In- 
formation. 


This Iowa Farm & Home Reg- 
ister report contains valuable in-| 


ora 5 ee ST ae ee 


Advertising Age, May 11, 1953 


REGIONAL AND 
LOCAL MARKETS 


formation for computing sales po- ‘NOTE: Most items listed here are 


tentials in Iowa’s 99 counties. 
Shows by counties: 
farms, average income per farm, 
expenditures for feed, fertilizer, 
petroleum products; livestock and 


poultry ownership and market-| 
ings and possession of tractors, | 


combines, crop pickers, etc. Avail- 
‘able on July 1. 


The farm family reports on own-| report on number of automotive. 


| 


Use the Coupons 
in Requesting Data 


all business is local 


Retail sales in the Cleveland Metropolitan Market are greater 
than in any one of 20 different states. Food store sales amount 
to more than in any one of 24 states; drug store sales are 
higher than in any one of 22 states. 


here's how local retailers sell this market: 


oacpeee: Ct 


—— 
« provers ¢4LLED pen 


rep pHere ct t 


‘Truman Aide * “ 
Calls Parley - 
in Rail Strike " 


* Curveranp News _" 
NEWS AUDIENCE—T00 6000 10 MISS! 


LATEST NEWS 


Henne ORs Ball we Let Lakers 
(yperetens Bay Sur yhes Shope 


@ In the important FOOD classification—including local food 
chains and independents—the CLEVELAND NEWS is second 
year after year among Cleveland’s three daily newspapers. 


® In the important DRUG classification—including local drug 
chains and independents—the CLEVELAND NEWS is second 
year after year among Cleveland’s three daily newspapers. 


=> If retail stores in the Cleveland Market sell your product, 
whether it’s food, drugs, or any other commodity . . . 


FINAL 


ilies KRnork oa 
11,000 of Enewry 
Oo Three Fronts 


do as your dealers in Cleveland do: Use The NEWS. 


It reaches an audience too good to miss! 


= eeeee eeeeeeeeeeeese 
St 


CLEVELAND NEWS 


KELLY-SMITH CO. 
National Representatives 


number of | 


‘available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


REGIONAL 
No. 3000. Topographic Map of the 
Pacific Coast States. 


A topographic map of the West 


‘Coast states, together with popu- 


lation and sales data on all stand- 
ard metropolitan county areas, and 
population data on all other coun- 
ties. Published by Columbia Pacific 
Radio Network. 


No. 3001. The Nighttime Market on 
the West Coast. 


A study of marketing patterns, 
buying patterns and market size 
on the West Coast, with maps and 
data on nighttime listening audi- 
ences in the area. Published by the 
Columbia Pacific Radio Network. 


'No. 3900. Consolidated Consumer 


Analysis. 


A digest of product use and 
brand preferences based on 1953 
individual Consumer Analysis sur- 
veys on 17 important markets 
from coast to coast and—this 
year—including Honolulu. A 200- 
page book with market by market 
tabulations on 150 different prod- 
uct classifications. Issued by Con- 
solidated Consumer Analysis 
newspapers. 


No. 3901. Greater Detroit Trad- 
ing Area Grocery Trade Data. 
Complete listing of all whole- 
sale grocers and retail grocery 
chains with two or more stores in 
the greater Detroit area, com- 
prising Wayne, Oakland and Ma- 
comb Counties, with personnel, 
buying hours and other data. 


No. 3902. Grocery Product Distri- 
bution in 13 Scripps-Howard 
Markets. 


This is Scripps-Howard News- 
papers’ sixth annual survey of 
distribution by brand names in 68 
classifications of grocery store 
merchandise in 13 U. S. markets. 


No. 3903. The Retail Advertising 
Budget Book. 


A 48-page booklet, issued by 
the Bureau of Advertising, ANPA, 
presenting an effective method 
for determining a retail adver- 
tising budget. The guide also pre- 
sents detailed reasons why a store 
should advertise, how much should 
be invested, and how planning and 
budgeting insure best results. Al- 
so includes average per cent of 
sales invested by 52 types of 
stores and reviews of operation of 
successful retail advertisers. 


No. 3904. Annual Time Table of 
Retail Opportunities. 


This is a fact-filled planning 
guide issued annually by the Bu- 
reau of Advertising, ANPA, show- 
ing how to speed merchandise 
turnover at full markup by tim- 
ing newspaper advertising to 
match established patterns of con- 
sumer buying. Pinpoints the mer- 


'chandise which sells best each 


in CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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month on a nationwide average of the Phoenix Republic and Ga-| 


A data sheet describing the n 
$50,000,000 Air Force jc: unter AV@ilable Market Data—Local 


and regionally in the 12 Federal 
Reserve districts. 


No. 3905. Valuable Data About | 


zette, which published the study. 


No. 3007. Meet “Juan Tucson.” 


An attractively printed 40-page 


_base being constructed in Little 
Rock, along with industrial expan- 


107 


To secure copies of data listed, use the handy coupons 


sion news and sales and buying 


Newspapers. booklet which takes the reader on) power data. Published by the Lit- along with a map of the retail|from Hot Springs to Little Rock. 


A series of reports covering a/@ brief factual and pictorial tour te Rock Democrat. 
of Tucson and its trading area.) 


variety of statistical information | 


about newspapers and newspaper Published by Tucson Newspapers No. 3009. Little Rock Market Data. Little Rock Democrat. 


markets. Issued by the Bureau of | 
Advertising, ANPA. 


No. 3906. Your Men’s Wear Mar- 
ket: Big, Rich and Going 
Begging. 

A presentation outlining today’s 
market potential for men’s wear 
stores, issued by the Bureau of 
Advertising, ANPA. Tells why 
sales have loafed during the peri- 
od of postwar prosperity and how 
newspaper advertising can help 
sell this market. Includes an ad- 
vertising planning guide. 


ALABAMA 


No. 3002. Dothan Market Data 

Sheet. 

Coverage map and data sheet for) 
43 Alabama, Georgia and Florida. 
counties within the primary area| 
of WOOF, Dothan, Ala. Contains | 
data on farm income, trucks, trac- | 
tors, population, retail sales, etc. 
Published by WOOF, Dothan, Ala. | 


WBRC Coverage Area. 

A group of data sheets giving in- 
formation, business, population and. 
retail sales figures for Birmingham 
and the surrounding area. Pub- 
lished by WBRC, Birmingham. 


No. 3003. Market Information for 
| 


No. 3004. The WJRD Story. 

A collection of latest available 
market data and coverage figures 
for the Tuscaloosa and west Ala- 
bama market. Published by WJRD, 
Tuscaloosa. 


No. 3069. Birmingham, No. 1 Test 
Market of the Deep South. 
Published in January of this 
year, this 32-page booklet gives 
information on Alabama and the 
Birmingham market including in- 
come, sales, manufacturing and 
agricultural data as well as in-| 
formation on the Negro market. 
Comparison of newspaper, radio 
and TV coverage are included. The | 
booklet is available from the Bir- 
mingham News and Post-Herald. 


No. 3070. Vacation, 1953. 

The Birmingham News and 
Post-Herald has this leaflet de-. 
scribing the potential of the Bir- | 
mingham area as a vacation spot. 


No. 3071. Mobile Press Register 

1953 Market Guide. 

Population growth, per family | 
and per capita buying income and | 
other characteristics of the Mo-| 
bile market are described in this | 
booklet which is available from | 
the Mobile Press Register. 


No. 3072. Don’t Overlook Central 

Alabama. 

A circulation statement by the 
Montgomery Advertiser-Alabama 
Journal gives population figures 
in the paper’s trading area as well | 
as sales figures and data on buy-| 
ing income. 


ARIZONA 


No. 3005. The Arizona Market. 
Complete data on Arizona pop-| 
ulation, employment, income, re- 
tail sales, and distribution, with 
growth and significant trends since | 
1940. Also includes test market | 
data showing economic correlation 
between the Phoenix metropolitan 
area and the western states. Pub- 
lished by the Phoenix Republic 
and Gazette. | 
| 


No. 3006. Here’s Your Arizona 
Market! 

Brief summary of Arizona retail 
sales, income and population with 
family count by county, ABC retail 
trading zone, and ABC city zone, 
and detailed circulation coverage 


Inc. 


ARKANSAS 
No. 3008. Important News from 
Little Rock, Ark. 


A file folder covering popula-| 
tion, retail sales, buying income, No. 3009a. The New KTHS. 
and details on retail and wholesale 
outlets (food, drugs, etc., 


Market information within the 
with coverage area of the new 50,000- 


trading zone and other pertinent Published by KTHS, Little Rock. 
market statistics. Published by the | 


'No. 3073. Standard Market Data 
for Hot Springs. 

| The Hot Springs New Era and 
Sentinel-Record has compiled a 
| complete set of statistics covering 


/names of key men and addresses), watt KTHS, which last year moved | population (including ages), home 


Once again, 
a WMAQ newsman-commentator has been honored for outstanding jour- 
nalistic achievement. Clifton Utley, long recognized as one of the nation’s 
leading reporters and analysts, now is commended by Sigma Delta Chi, 
the newsmen’s fraternity, for radio newswriting. 


The citation to Mr. Utley reads, in part: 


“Mr. Utley is much more than a commentator and analyst. He is a 
philosopher. From his rich mental library of historical and political 
knowledge he infuses comprehensible meaning into those foreign 
affairs which have become domestic problems for Americans.” 


Mr. Utley is one of a corps of expert newsmen who continue to serve the 
listener and the advertiser in the manner which has won for the WMAQ 
News Department many awards. 


REPRESENTED BY NBC SPOT SALES 
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Complete domination of a single 
newspaper market — London and 
Southwestern Ontario — by a cir- 
culation of 86,450 with eight edi- 
tions daily, 1:30 a.m. to 5 p.m. 


CANADA'S FINEST 
AND MOST 
RESPONSIVE TEST MARKET! 


TEST TOWN 
LONDON—ONTARIO 
with 


Che London Free Press 


Western Ontario's Poresuest Meuspauper 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


onsets construction, employment 
classifications, retail establish- 
|ments and sales, and other data 
for the Hot Springs area. 


|No. 3424. Arkansas Food Group 
Data. 


| A breakdown of food stores and 
retail food sales in Arkansas cities 
and counties by Arkansas Dailies 
|/Inec. Charts showing division of 
‘bank deposits, value of manufac- 
‘tures and retail sales in cities 
and a state map showing key mar- 
ket areas. 


No. 3425. Distribution of Liquor 
Stores in Arkansas. 

_ Arkansas Dailies Inc. offers this 
‘breakdown of liquor stores by 
cities and counties; sales by 
brands; 1952 Arkansas _ liquor 
linage and key market coverage 
in Arkansas. 


69484 bins - 
epi. Geet 

cabesnten cust 

eee eres, ‘ 


‘hoe 


& 
r) Shag 


New England’s Most 
Representative Market 


FORCESTI 


....mamed the nation’s 
4th Best Test Market* 
by agency and 


advertising executives, 


WORCESTER ; 
TELEGRAM WORCESTER, MASSACHUSETTS 
-GALEVTE_ MOLONEY, REGAN & SCHMITT, Ine. 


National Representatives 
OWNERS OF RADIO STATION WTAG AND WTAG. 


* Among cities in the 150,000-250,000 
population group. 


Worcester Telegram-Gazette Circula- 
tion: Daily 154,490; Sunday 104,308. 


CALIFORNIA 
No. 3010. KERO Market Data. 

A series of single-sheet analyses 
of Bakersfield and Kern County, 
and of listening. Published by 
KERO, Bakersfield, Cal. 


No. 3011. Fast Facts About the 

Golden Empire of Kern County. 

A vest-pocket data book on Kern 

County, published by the Kern 

County Board of Trade, and avail- 

able through Station KERO, Bak- 
ersfield. 


No. 3012. Factual Market Analysis. 
A file-size folder published by 


look, giving such data on the mar- 
ket as location, retail sales posi- 
tion, per capita purchasing power, 
retail sales in various categories, 
and a considerable amount of other 
material. 


No. 3013. A Study of the Los An- 
geles Market. 


A study of buying and marketing 
patterns in Los Angeles, with par- 
ticular emphasis on the self-serv- 
ice retail evolution, the impact of 
the auto and the 12-hour shopping 
day on how business is done in 
the market. Published by KNX, 
CBS Radio, Los Angeles. 


No. 3014. San Bernardino Market. 
A market folder giving essential 
details on the San Bernardino mar- 
ket, with comparative figures, 
maps and charts. Published by the 
San Bernardino Sun-Telegram. 


No. 3015. San Diego 1952 Annual 

Business Survey. 

Highlights of the 1950-52 fed- 
eral census, plus additional data 
showing major industries of the 
area, comparative population fig- 
ures, etc. Published by the San 
Diego Chamber of Commerce, and 
available through Harwood Hoyt 
Fawcett, Transit Advertising, San 
Diego. 


No. 3016. KGO-TV Data Sheet. 
A single data sheet giving a 
quick picture of the market cov- 
ered by KGO-TV, San Francisco. 
Produced by Edward Petry & Co. 


No. 3017. KECA-TV Data Sheet. 


A single data sheet giving a 
quick picture of the market cov- 
ered by KECA-TV, Los Angeles. 
Produced by Edward Petry & Co. 


No. 3018. San Diego—Billion Dol- 
lar Market. 


A  file-size folder, including 
| maps and charts in color, detailing 
| population, retail sales, industrial 
_and Navy payrolls, agriculture and 
‘tourist income, etc., on the San 
Diego market. Published by the 
San Diego Union and Evening 
| Tribune, 


No. 3019. 1953 Consumer Analysis 
of the San Jose Market. 

_ A detailed study of consumer use 
of, and preference for over 200 
/'commodity lines, especially foods, 
_ beverages, soaps, toiletries, autos 
;}and other items. Published by the 
San Jose Mercury and News. 


| No. 3020. First Annual Consumer 
Analysis, Long Beach Market. 


A study of brand preferences 
and consumer shopping habits of 
the Long Beach market, along the 
lines and following the same tech- 
niques as the studies originated 
by the Milwaukee Journal. The 
1953 study is the first covering the 
Long Beach area. Published by the 
|Long Beach Independent-Press- 
Telegram. 


No. 3021. What’s the Big News in 
Southern California Advertis- 
ing? 

A folder giving market data on 
eight counties within the KBIG, 


' 


the Santa Monica Evening Out- . 
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Catalina, coverage area. Also in-|lished by KRON-TV, San Fran- 
cludes data on area automobile. cisco. 

count, traffic habits, listening hab- 
its, out of state visitors, etc. Pub- 
lished by John Poole Broadcasting 
Co., Hollywood. 


No. 3078. Los Angeles City and 
County Market Data. 
In addition to physical data on 
No. 3022. KGO-TV Coverage and| Los Angeles, this booklet contains 
Market Data. information on housing, banks, 
A single file-size sheet including| auto registrations, telephones, 
brief data on the metropolitan Bay 
Area market, with coverage map.| ing, schools, retailing, sales, whole- 
Issued by KGO-TV, San Francis-| salers, etc. It is available from the 
co. Times-Mirror Co. 


principal industries, manufactur-| 


No. 3079. Los Angeles County 
Chain Grocery Locations. 
The Times-Mirror Co. offers a 
detailed map showing the loca- 
tions of all chain grocery outlets 
in Los Angeles County. 


No. 3080. Population and Dwelling 
Unit Estimates for Los Angeles 
County. 

Based on estimates by the Los 
Angeles Regional Planning Com- 
mission, these figures on popula- 
‘tion and dwelling units in various 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


areas of Los Angeles County are} the Los Angeles Bureau of Muni- 
available from the Times-Mirror cipal Research and are available 
Co. ‘from the Times-Mirror Co. 


No. 3081. Family Average Income No. 3082. Los Angeles County Pop- 
in Los Angeles County. ulation vs. Buying Traffic. 
Figures on average family in- The relative share of population 

come in the various areas of Los, and buying traffic for representa- 

_Angeles County were computed by | tive classes of goods in the 16 


No. 3023. People. 

A collection of San Francisco- 
Oakland market data, including 
county population breakdowns, re- 
tail sales and effective buying 
power indexes, plus data on day- 
time and nighttime coverage. Pub- 
lished by KGO-Radio, San Fran- 
cisco. 


No. 3024. Santa Barbara Market 
Data. 


A folder giving data on popula- 
tion, retail sales, buying power, 
bank clearings, retail outlets, tour- 
ist accommodations, etc. Published 
by the Santa Barbara News-Press. 


No. 3074. Factual Survey of North- 
ern California Markets. 


The San Francisco Call-Bulletin 
has this folder showing per county 
population figures, retail sales and 
number of outlets, and circulation | 
of local newspapers. A trading | 
area map is also included. 


No. 3075. San Jose—California’s | 
4th Market. 


A folder published by KSJO, 
San Jose, contains comparative 
five-year figures on cash income 
of San Jose County residents, tele- 
phone installations, automobile. 
registrations and bank debits in 
the area, as well as information 
on the station. 

| 
No. 3076. California and the New | B 

Golden Frontiers of Sales Op-| i 

portunity. | San Francis 

A booklet published by the Hol-| @e-—_ 
lywood Citizen-News & Advertiser 
points up the growth of Los An-| 
geles County, particularly in the! 
Hollywood market, and gives sales | 
and population figures for the) 
area. 


No. 3077. 
Map. 
Information on retail sales, num- 

ber of families and population is 

given on this coverage map pub- 


KRON-TV Coverage 


For 65 Y 
ONL 


No publicaiofiang im full 
out weekly coverage, and 
a comprehensive editorial | 
policy beyond the usual 


“how to do it” information. 


| 
wens’ Reporter 


business pz 


SALT LAKE CITY — 


e4 


{nee 
5 ie sage HE GR PE I was. visicois : 
7 rn yee da gmp 


e Spokane 776 Miles 
Portland 834 Miles 


o 762. ae 
995 Miles Marke* 


Miles. — 


Pacher 


553 Miles Denver 


ne 


A distinctly independent and unified trade area virtually unaffected 


by advertising in 


coastal cities 700 miles or more distant. 


PERFECT TEST MARKET 


Wows MOSSY 1 absctulely tnescifialle wilh 


“Heal of the Cily” Bister Advertising 


DO YOU KNOW-— 


The annual tourist population in UTAH is equal to the combined population 
of Los Angeles, San Francisco and Tucson, Arizona! 


These three million money-spending tourists are an extra bonus for us in this 
isolated, vigorous, great and growing Salt Lake City-Ogden market. 


Use PACKER “heart of the city” POSTER advertising —a thrifty, colorful 


medium in the heart of the second fastest growing area in the nation. 


Your Advertising Agency has all the facts. 


(Packer) 


OGDEN 


UTAH DIVISION 


86 Congress St.- Boston 10, Mas EE 


thicago, Ill. 69 W. Wash. St. Warren E. Drury | 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


areas of Los Angeles County are 
shown in this set of charts avail- 
able from the Times-Mirror Co. 


No. 3083. Retail Outlets in Los 
Angeles County. 


Figures supplied by the Cali-. 


fornia State Board of Equalization 
have been compiled by the Times- 
Mirror Co. showing the number 
and kinds of retail outlets located 
in Los Angeles County. 


No. 3084. Cigaret Market Position 
Comparisons. 
Brand standings of cigarets in 
Los Angeles County are compared 


_with national rankings of the same 
brands in this data sheet avail- 
able from the Times-Mirror Co. 


No. 3086. Point of Purchase for 
Toiletries, Women’s Apparel, 
Men’s Clothing, Appliances, 
Furnishings and Automobiles 
and Tires in Los Angeles Coun- 
ty. 

The Times-Mirror Co.’s contin- 
uing home audit produced this 
study of retail traffic in 16 areas 
of Los Angeles County. Covering 
cosmetics, household _ toiletries, 
women’s apparel and accessories, 
men’s clothing, TV and radio, 


Advertising Age, May 11, 1953 


home appliances and furnishings,|Co. has this tabulation showing from the Times-Mirror Co. 
and automobiles and tires, the re- percentages of Los Angeles area. 


in the various county areas. 


No. 3085. Los Angeles Department 

Store Sales. 

An analysis of sales of Los An- 
geles department stores, showing 
seasonal trends for 80 merchan- 
dising classifications, is available 
from the Times-Mirror Co. The 
report, which covers 1952 sales, 
is based on Federal Reserve Board 
statistics. 


No. 3087. Grocery Store Product 
Usage. 


Based on its continuing home 


port shows the percentage of total homes with any brand of a variety No. 3090. Los Angeles County 
sales of each commodity purchased | of standard grocery store items on 


Drug Store Sales. 


‘hand. The report is comparative,, Estimated drug store sales in 
/covering the years 1946 through each of 16 areas in Los Angeles 


1952. 


age. 


Angeles drug outlets. 


Store Sales. 
Estimated food store sales 


This tabulation, supplied by the 
Times-Mirror Co., is the same kind 
of report as the above but covers) branded merchandise in the Los 
toiletry and cosmetic items in Los| Angeles County market is avail- 


each of 16 areas in Los Angeles 
audit reports, the Times-Mirror County during 1951 are available 


YY masks Seles pitce gag less than 


RETAIL SALES and: BUYING INCOME 
greater than Double Dallas Market 


DOUBLE DALLAS: 


ONLY ELEVEN states, includ- 
ing Texas, bought more at retail 
last year than the Double Dallas 
Market! Thirty-six, plus the District of 


Columbia, didn’t! 


Double Dallas, the 72-county Texas mar- 
ket that looks to Dallas, that buys in Dalias, 
that visits with Dallas each morning through 
the Dallas News, is the fourteenth largest 
“state” in net effective buying income, ac- 
— to Sales Management’s figures for 

952. 


The Dallas News is the accepted, trusted 
family newspaper of this state-size market, 
the only newspaper with the circulation and 
merchandisable coverage to effectively sell 
the Double Dallas Market easily and 
economically. 


THE 72-COUNTY DOUBLE DALLAS MARKET 


(Sales Management, May 10, 1953) 


Poraneeue 6 «6 «6 « « 
39.14%, of Texas’ Total 


EFFECTIVE BUYING INCOME $4,279,323,000 
37.09%, of Texas’ Total 


RETAIL SALES. . . . . . $3,495,233,000 
39.16%, of Texas’ Total 


3,244,000 


DALLAS 


&., TATE 


FOOD SALES. ... . . .$766,425,000 
37.60%, of Texas’ Total 


GENERAL MERCHANDISE. . . $516,047,000 
47.77%, of Texas’ Total 


FURN-HH-RADIO . . . . . $178,915,000 
37.49%, of Texas’ Total 


DRUG SALES. . .. . . .$111,618,000 
39.33%, of Texas’ Total 


AUTOMOTIVE SALES . . . . $733,163,000 
39.64%, of Texas’ Total 


AUTOMOTIVE REGISTRATIONS . 


38.6%, of Texas’ Total 
(Texas State Highway Department, 1952) 


. $1,235,025 


NEWS CIRCULATION 
WEEKDAYS—175,149 . . SUNDAYS—182,397 


(Publisher's Statement, September 31, 1952) 


a ee 
She Sia neh Sek 8 ee: 


ore me hes hee se Den ee a 


ESS Ghe Dallas Morning News 


WR YS; BALANCED BUDGET 


TERMED DOUBTFt” 


CRESMER & WOODWARD, Inc., Notional Representatives 
New York + Chicago + Detroit + Atlanta + Los Angeles +» San Francisco 


RADIO STATION WFAA © TELEVISION STATION WFAA © TEXAS ALMANAC 


/County during 1951 are available 
‘from the Times-Mirror Co. 


No. 3088. Drug Store Product Us-| 


| No. 3091. Los Angeles Times Con- 
| tinuing Home Audit. 


| Data on the movement of 


able from the Times-Mirror Co. 


on a restricted basis to manufac- 


No. 3089. Los Angeles County Food turers of or agencies for any of 


| the brands reported in the audit. 


'No. 3092. 43,200 Interviews. 

A booklet giving details on the 
Los Angeles Times’ continuing 
/home audit and sample findings 
|is available from the Times-Mir- 
ror Co. 


No. 3093. Los Angeles County New 
Passenger Car Registrations. 


_ Passenger car registrations for 
_various makes in each of 16 areas 
'of Los Angeles County are given 
in this tabulation from the Times- 
Mirror Co. 


No. 3094. Los Angeles County Au- 
| tomotive Market. 

A study by the Times-Mirror 
Co. shows comparative figures for 
automobile purchases in Los An- 
_geles County, 11 southern Cali- 
fornia counties, California and in 
the nation as a whole. 


No. 3095. Motor Vehicle Registra- 
tions in 50 Leading Counties. 


This tabulation by the Times- 
Mirror Co., Los Angeles, shows the 
‘number of passenger cars and 
'trucks purchased in the nation’s 
50 leading counties in motor ve- 
hicle registrations. 


No. 3096. Competitive Positions of 
New Imported Passenger Car 
Registrations in Los Angeles 
County. 

The Times-Mirror Co. has this 
report showing the relative stand- 
ing of new imported cars in Los 
Angeles County, by makes, for 
each month during 1952. 


No. 3097. The Nation’s Leading In- 
dustrial Counties. 


This tabulation by the Times- 
|Mirror Co., Los Angeles, gives the 
top 15 industrial counties of the 
nation ranked according to value 
/added by manufacture and num- 
ber of establishments in 16 indus- 
try classifications. 

No. 3098. Los Angeles, America’s 
Third Market. 


| A comprehensive brochure il- 
lustrating the growth of Los An- 
|geles during recent years and a 
|variety of statistics on this ex- 
"panded market is available from 
hens Times-Mirror Co. 

| No. 3099. The Growth of the Bev- 
| erly Hills Market. 

| This report from the Times-Mir- 
_ror Co. compares the expansion of 
| the Beverly Hills market with the 
| over-all growth of the Los Angeles 
County market. 


No. 3427. Advertising Research 
Foundation’s Report on Los 
Angeles Transportation Adver- 
tising. 

Conducted by Alfred Politz, this 
30-page report deals with Los An- 
geles transportation riding habits 
and readership of specific car 
cards. Facts and figures on riders 
and readers by sex, age, income 
groups, etc., are contained in this 
report. Copies are available from 
|California Transit Advertising at 
$1 each, postpaid. 


Use the Coupons 
in Requesting Data 


Ad 
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COLORADO which it is published. | 
No. 3025. KKTV Fact Sheet. No. 3033. Travel Quiz for °5 
A collection of data sheets giving A folder studying the trav a and 
information on the area served by tourist market in the greater Mia-. 
KKTV, Colorado Springs. mi area. Published by the Miami 
Herald. 
No. 3026. KKTV File Folder. 
A special file folder with popu- No. 3034. Sales Folder for South 
lation, retail sales and other sta-| Florida Retailers. 
tistical information on the Colora- A circulation breakdown along 
do Springs and Pueblo markets. with a breakdown of population 
Published by KKTV, Colorado|and retail sales by counties in 
Springs. ‘south Florida. Published by the 
| Miami Herald. 
No. 3027. You and the Rocky) : 
Mountain Empire. No. 3035. Daytona Beach Guide for 
A market and newspaper study National Advertisers. 
giving basic data on the Denver, A folder containing maps of the 
market’s population, buying in-| City zone and part of the retail 
come, retail sales, etc., with com-| trading zone, with route list and 
parisons with previous years and| newspaper estimates of 1953 pop- 


with other markets throughout the|Ulation, business statistics — and 
country. Published by the Denver | other local market data. Published 


Post. by the Daytona Beach News-Jour- 

nal, 

No. 3100. America’s Arsenal Be- No. 3036. Palm 
longs Inland. Story. 


Information supplied by the/ 4 pictorial story of the agricul- 


Beach County 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


Please send me the following market data (insert number of each item wanted): 


RSS» + 445245 4.05 «5 90d 06h a eek Oe Re ee Vitle 
RIED 54.49 5-55 405.0 6 <.6.a,0:4 0 0 copenp alee aia § Slenenine ena 

| enn oA ae ee er ty See EN 
a | AEP EEPTPTETeT OTT re ee oe oe ee State 


This coupon not valid after July 10, 1953. 


Pueblo Chamber of Commerce on 


the city’s physical, population and 
industrial characteristics is avail- 
able in a brochure published by 
the Pueblo Star-Journal and 


Chieftan. 
CONNECTICUT 
No. 3028. Fifth Connecticut Market. BS 
A four-page folder including a wid 
map and brief market data on the a As 


New London market. Published by “ 
the Day Publishing Co. 


_~ 


A collection of data sheets giving 
buying power, population of Ital- 
ian speaking audience in the 
WHAY service area, together with 
program and listening data. Pub- 
lished by WHAY, New Britain. 


No. 3030. Again! You Can’t Cover 
Connecticut Without the Cour- 
ant. | 


No. 3029. The WHAY Italian Story. 7 | IMI 
| 
| 


A folder which includes popula- 
tion and sales data indicating 
Hartford’s position among the 200, | 
leading counties in the U. S. Pub- HII 
lished by the Hartford Courant. | Hi} 


—— 


HII 
No. 3101. Business Review. | | 
Banking, manufacturing and 
building figures for 1952 in New 
London and Windham counties are 
available from the Bulletin and 
Record, Norwich, Conn. 


No. 3102. A Market Analysis of the 

Hartford Trading Area. 

A comprehensive 44-page bro- Hull 
chure detailing characteristics of | 
the Hartford market in terms of i} 
population, sales of a variety of \\| / 
commodities, retail establishments, 
etc., is available from the Hartford 
Times. 


DELAWARE 


No. 3031. Wilmington—The Most 
*' Important Food Market. 
A brochure comparing popula- 


If you want to know-- 


and if you’re test-minded 


tion, retail sales, circulation cov- 
erage and advertising linage in the 
food classification for the city of 
Wilmington and New Castle Coun- 
ty, Del., with other cities in the 
Tri-State wholesale area. Pub- 
lished by the Wilmington News- 
Journal. 


DISTRICT OF COLUMBIA 


No. 3103. New Passenger Car Reg- 
istrations in Washington, D. C. 
Passenger car registrations in| 
each county, independent city and 
census tract of the District of Co- 
lumbia are given in this report 
from the Washington Times-Her- 
ald. 


 AMERlehs TEST MAEKET 


FLORIDA 


No. 3032. Let’s Put a Tape Measure 
on St. Petersburg. 

An analysis of marketing data 
for the St. Petersburg market, plus 
circulation coverage information 
ou the St. Petersburg Times, by 


WHAT, WHERE AND 
WHEN THEY'RE BUYING 


in Columbus and _ 


central Ohio 


The new 1953 Dispatch Consumer Analysis 
is ready now—for national manufacturers 
and their agencies. Wt reveals the buying 
habits, brand preferences, and purchase 
plans of people in Ohio's third largest and 
fastest growing city. It’s a thoroughly re- 
liable indicator for the booming 12-county 
Columbus Retail Trading Area. Over 200 
consumer items surveyed—drugs, toilet- 
ries, foods, soaps, beverages, appliances, 
automotive and general, Yearly brand 


comparisons, too, 


There’s a new 4-page folder 
that tells how Columbus meets 


every requirement for good 
testing. And remember, Bur- 
goyne Grocery and Drug In- 
dex Service is available in 
America’s Test Market now— 
for store audits of test results. 


My 
YF, 


| Please address your request to the 


Be pers «l the ¢ 


— General Advertising Department. 


Che Columbus Dispatch 


National representatives; O'Mara & Ormsbee, Inc. 


4 ca 008 bres 5 Warten 


New York Chicago Detroit Los Angeles Sen Francisco 
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|tural, industrial and resort re- 


sources of Palm Beach County. 
TO OBTAIN MARKET DATA USE THIS COUPON | Published by the Palm Beach 


‘County Resources Development 


‘Board, and available from Pal 
Readers’ Service Dept., ADVERTISING AGE onsen goo yeaa 


Beach Post Times. 


A set of three file-size cards 
containing maps of Florida which 
| show (separately) total retail sales 
by counties; total retail food sales 
by counties; and wet and dry 
counties, number of bars and num- 
ber of package stores. Each map 
also shows population. Published 
by Publishers Representatives of 
Florida, Jacksonville. 


Please send me the following market data (insert number of each item wanted): 


NN is ccc ne pb ad ecvn tee. AM TY RR? ete OP Sees Wea i. No. 3038. Tampa Facts. 
A detailed report on Tampa and 
| SE ESS ee ea Sptathen shone tne ae Hillsborough County, listing sta- 
aN tistics on population, ~ > 
i S r ata, m 
EN SEROMA 5. a a LSS ae ATM LOND a a ea oe Bhar pwd i Meee 
Chamber of Commerce, and avail- 
This coupon not valid after July 10, 1953. a through the Tampa Daily 
imes. 


| ‘Trade Paper of the Air 


Big Aggie Land—the countrypolitan market spread over 


. y Minnesota, North Dakota, South Dakota, Nebraska and Iowa— 
~f- a is in the farm business. Its important industries largely 
a. ¢ derive from farming. A great segment* of its 24% million 
Y sy persons hears news, market reports and farm service 
ne programs from WNAX-570. These are actually trade programs, 


helping the farmer conduct more profitable farm operations 
in the same way that this trade paper helps you. With an 
important difference: There are sufficient listeners to constitute 
two markets—businessmen-farmers and consumer-farmers. 
You reach both simultaneously on top-rated WNAX-570. 


*80% of Big Aggie Land’s homes hear 
WNAX-570 3 to 7 times a week. 


WNAX-570 
Yankton-Sioux City 
A Cowles Station 
Represented by The Katz Agency 
CBS Radio 


re 
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| No. 3039. If Gasparilla Could See 
It Now! 

| Four-page file-size folder listing 
major industries, and giving popu- 
lation and sales figures for the 
Tampa area. Published by the 
Tampa Daily Times. 


No. 3104. WLAK Market Data 
Sheet. 


WLAK, Lakeland, Fla., has this 
data sheet giving general informa- 
tion on its coverage area and de- 
tailed information on the Lake- 
land-Polk County region. 


No. 3105. Honey of a Market. 


This folder is available from 
John H. Perry Associates, giving 
data on the Pensacola, Ocala, De- 
Land, Jacksonville, Palm Beach, 
Panama City and Melbourne mar- 
kets. 


No. 3106. Are You Missing Some- 
thing? 
A folder from the Panama City 
News and Herald gives informa- 
tion on the city’s major businesses. 


No. 3107. Black Gold, White Sands. 


A folder available from the Pen- 
sacola News-Journal gives popula- 
tion, effective buying income and 
retail sales for the Pensacola area 
during 1951. 


No. 3108. The DeLand Sun News 
Story. 


A folder published by the De- 
Land Sun News gives effective 
buying income and estimated re- 
tail sales for the DeLand area. 


No. 3109. The Ocala Star-Banner 
Story. 


The Ocala Star-Banner has this 
folder giving effective buying in- 
come, retail sales, counties and 
population figures for the Ocala 
area. 


No. 3110. What You Should Know 
About Jacksonville. 


A folder published by the Jack- 
sonville Journal contains infor- 
mation on the female shopping 
population of Jacksonville. 


No. 3111. A Quick Picture of the 
Important North Florida Mar- 
ket, Jacksonville. 


Information on the population, 
industry and market characteris- 
tics of Jacksonville are contained 
in this folder published by the 
Florida Times-Union. 


GEORGIA 


No. 3040. A Chain Grocery Study. 


A series of four-page four-color 
folders containing factual informa- 
tion on the five grocery chains 
operating in the Macon area. In- 
cluded is information on the loca- 
tion of the buying office of each, 
plus pictures of the general office 
personnel, store managers, etc. 
Published by the Macon Telegraph 
and News. 


No. 3041. Augusta Market Data. 


A four-page file folder contain- 
ing a circulation map of local 
newspapers; retail sales by main 
subdivisions for the city, metropol- 
itan area and trading zone; num- 
bers and lists of leading merchants 
and wholesalers, etc. Published by 
the Augusta Chronicle-Herald. 


No. 3042. Columbus Market Data. 
A folder giving details on pop- 
julation, retail sales, buying in- 
|come, etc., along with a map of 
| the retail trading zone and person- 
‘nel information on retail outlets. 
Published by the Columbus Ledg- 
er and Enquirer. 


No. 3043. Macon Market Data. 

A folder giving details on popu- 
lation, retail sales, buying income, 
etc., along with a map of the retail 
trading zone and personnel infor- 

mation on retail outlets. Published 
‘by the Macon Telegraph and News. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3044. WSB-TV Data Sheet. Includes data on income levels, 

A single data sheet giving a make of sets owned, etc. Published 
quick picture of the market cov- by TV Guide, a division of Tri- 
ered by WSB-TV, Atlanta. Pro- angle Publications. 
duced by Edward Petry & Co. 


| 
No. 3056. Consumer Buying Habit 


No. 3045. Atlanta TV Profile. Survey. 


A brochure giving a detailed | : 
picture of the market and listen-| Results of a study of buy 2ng | 
ing pattern of WSB-TV, Atlanta | power, brand preference, number | 
Produced by Edward Petry & Co. °% families, car ownership, income 

"| levels, dwelling units, home own- | 
No. 3046. Deliveri ‘ ership, etc., in the audience of the 

Pre on gaaai Gees te Chicago Defender. Published by | 

A circulation coverage report, | Robert S. Abbott Publishing Co. | 
city by city and county by county, | 
which also gives data on popula- No. 3057. WMAY Station and Mar- | 
tion and families. Published by| ket Data. 
the Atlanta Journal and Constitu-| A collection of sheets and fold- | 
tion. /ers giving market and coverage | 

'data on the area covered by | 
HAWAII 


LINN 
COUNTY, 


Metropolitan CEDAR RAPIDS ( ‘souNt 
POPULATION 104,274——-SECOND LARGEST IN IOWA 
100% Coverage Daily and 99.8 % Coverage Sunday by 


Che Cedar Rapids Gazette 


Only one newspaper—The Cedar Rapids Gazette-—can give you both daily and 
Sunday coverage of occupied dwelling units in the CEDAR RAPIDS RETAIL TRADING 
ZONE like this: Jones county 72%; Benton county 60%; Cedar county 41%; Dela- 
ware county 42%; lowa county 66%; Buchanan county 20%; Tama county 22%; 
and eight other eastern lowa counties with both daily and Sunday coverage up to 
15%. (Population 1950 U.S. Census. Circulation coverage from ABC March 31, 1952) 


Che Cedar Rapids Gazette 


Practical Merchandising Cooperation for National Advertisers 


Represented Nationally by 
ALLEN-KLAPP COMPANY 
New York, Chicago, Detroit 


1OWA'S 1952 
LOCAL—RETAIL 
LINAGE LEADER 


_WMAY, Springfield, Ill. 
No. 3047. Hawaii. 


A four-page folder reprinting, 
with additions, the market and. 
media data on Hawaii which ap- | 
peared in the 1952-53 Consumer 
Markets. Published by the Hono- 
lulu Star-Bulletin. 


No. 3048. Honolulu—Top Third of 
Nation’s Markets. 


A reprint, with numerous addi- 
tions, of the entire Hawaiian data 
section, from the 1953 edition of | 
Editor & Publisher’s market guide | 
edition. Published by the Honolulu 
Star-Bulletin. 


ILLINOIS 


No. 3049. Questions That People in. 
Sales and Advertising Ask Most | 
Often About the Quad-Cities. | 


An unusual folder that carries | 
the answers to ten questions asked | 
by marketing men about Rock | 
Island-Moline-East Moline, IIl.,| 
and Davenport, Ia. Published by | 
the Rock Island Argus and the 
Moline Dispatch. 


= 


No. 3050. Illinois Consumer Analy-| 
sis. | 


Cooperative study among 32 IIli- 
nois daily newspapers covering 
consumer brand preferences of 
specific classifications of grocery | 
products, drug items, home appli- | 
ances. It also includes data on 
shopping habits. Published by the 
Moline Dispatch and Rock Island | 
Argus. 


No. 3051. Illinois Consumer Analy- | 
sis. | 


A study similar to that men-, 
tioned above, with special empha- 
sis on brand popularity and buy-_| 
ing habits in Freeport. Published 
by the Freeport Journal-Standard. 


No. 3052. Illinois Consumer Analy- 
sis. 


Same as above, with information 
particularized to the Springfield 
market. Published by the Spring- 
field State Journal and Register. 


No. 3053. Retail Sales in the Free- 
port Market. 


Contains a breakdown of retail 
sales in all types of stores, taken 
from the retail sales tax figures 
of the state. Also includes a map 
of the trading area. Published by 
the Freeport Journal-Standard. 


No. 3054. Springfield, Illinois’ Cap- 
ital City. 

An illustrated brochure giving 
data on the Springfield area, in- 
cluding retail sales, occupied dwel- 
lings, etc. Published by the Spring- 
field State Journal and Register. 


No. 3055. The Great Chicagoland 
TV Family. 

A brochure giving details of a 
survey made by Market Facts Inc., 
to determine reading, buying and 
listening habits of TV set owners. 


HEAD 
ROOSTER™ 


on the nation’s BIGGEST farm! 


KNBBH sells your product to 
farm-rich, industry-rich 
Southern California 


Plant your advertising seeds in fertile 
ground, and they’re sure to sprout profits, 
Los Angeles County has the highest 
farm income in the U.S. 
And KNBH gives you widest TV coverage of 
this great spending area. 
Yes, more of your potential customers 
watch Channel 4. Of the first 
15 top-rated shows in Southern California 
8 are televised by KNBH! 
Retail sales in Southern California 
are leaping ahead — have quadrupled 
since 1939. Use KNBH and watch your 
sales grow, too! Consult KNBH, Hollywood, 
or your nearest NBC Spot Sales Office for details. 


NBC HOLLYWOOD 


KNBAH Channd P| 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


“CENTRAL 
FLORIDA 


~~ COVERED ONLY BY . 
ORLANDO SENTINEL-STAR 


- MORNING. EVENING SUNDAY 
ORLANDO, FLORIDA — 
| BURKE KUIPERS G MAH 


fy 


,No. 3112. Directory of Wholesale 
& Retail Establishments. 

The Peoria Journal Star has this 
listing of major distributors and 
retailers in the Peoria area, in- 
cluding names of managers, buy- 
ers and lines carried. 


No. 3113. Peoriarea Facts & Figures 
Folder. 

A recently published folder 
available from the Peoria Journal 
Star includes a coverage map for 
the newspaper, plus wholesale and 
retail sales, buying income, popu- 
lation, payrolls, savings deposits 
and other figures for the Peoria 
market. 


No. 3300. Buying Power & Daily 
Newspaper Home Coverage. 


(24 Chicago and suburban areas 
/are tabulated in this folder issued 
by the Chicago Daily News. 


No. 3301. The 3-in-1 Market. 


sales and industria] data on Joliet, 


News and the Aurora Beacon- 
News. 


No. 3434. 1952 Illinois Consumer 
Analysis. 
Illinois Daily Newspaper Mar- 
kets Inc., Springfield, makes this 
annual study of consumer prefer- 


ing grocery and baking products, 
appliances, toiletries, meats and 
other items. 


INDIANA 


No. 3058. WTTV’s Market Data by 
Counties. 


Data on total households, medi-| 


an income and per cent home the coverage area of WTTV, 
| coverage by daily newspapers for Bloomington, showing population, ence and buying habits and brand 


A breakdown of 36 counties in 


This folder contains population, | 


Elgin and Aurora, Ill. It is is-| 
sued jointly by the Joliet Herald-| 


ences in 32 Illinois cities, cover-— 


number of families, retail food, 
drug, hardware and lumber sales 
and number of dealers, and a TV 
set count by counties. 


'No. 3059. Trading Area Folder. 


A French-fold broadside on 
heavy stock giving family income 
and retail sales for each of the 45 
/counties in the trading area of the 
‘Indianapolis metropolitan market, 
with breakdowns by type for the 
|retail sales figures. Published by 
| the Indianapolis Star and News. 
No. 3060. Retail Planning Calen- 

dar. 


tising guide for retailers, this 
monthly calendar gives sales fig- 
ures and Neustadt advertising fig- 
ures of value to marketers. Pub- 
lished by the Indianapolis Star and 
‘News. 

| 


|No. 3061. Consumer Analysis, the 
Indianapolis Metropolitan Area. 


A study of consumer prefer- 


This question is answered for you in the 


1953 Duluth Herald and News-Tribune 
DULUTH-SUPERIOR CONSUMER 
ANALYSIS. 


The Duluth-Superior Metro- 
politan Area is the Nation's 


75th Sales Market ... The 


Duluth Herald and News- 


fective 
market. 


DULUTH HERALD e 


newspapers which offer ef- 
coverage of this 


Tribune are the only daily 


This research report gives you an 


up-to-date picture of brand preference, 


ownership and buying habits. 


Write today for your copy . . . it covers 


more than 140 major product 
classifications, including: foods, soaps, 
toiletries, appliances, beverages, 
automotive and general shopping habits. 


News-Tribune 


A RIDDER NEWSPAPER— PUBLISHERS SINCE 1880 


79,075* TOTAL DAILY 


*Audit Bureau of Circulations 66,898" TOTAL SUNDAY 


RIDDER JOHNS, INC., GENERAL ADVERTISING REPRESENTATIVES — NEW YORK ® CHICAGO ® DETROIT © ST, PAUL © MINNEAPOLIS 


Designed primarily as an adver- | 
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distribution for nearly 200 prod- 
ucts. Sections cover food, soaps 
and cleansers, toiletries and cos- 
metics, beverages, appliances, au- 
‘tomotive and general products. 
Published by the Indianapolis Star 
and News. 


No. 3062. WSBT, The Voice of Test 
Town, U.S.A. 


A folder including coverage map 
and figures by counties on popu- 
lation, radio families, retail sales, 
| food sales, drug sales, etc., for the 
territory covered by WSBT, South 


| Bend. 


| No. 3063. Market and Media Sum- 
mary. 

A four-page folder summarizing 
the statistics on the Lafayette 
market, with added data on the 
coverage of the Lafayette Journal 
and Courier. Published by Shan- 
non & Associates. 


No. 3064. Now Is the Time. 


A folder describing the market 
covered by WLBC-TV, Muncie, 
and comparing it with other Indi- 
ana television markets. 


No. 3065. Indiana’s “Golden Zone” 
Market. 


A handsome brochure giving 
factual data on Fort Wayne and 
the surrounding 13-county area. 
Includes maps and statistics on 
population, retail sales, buying 
power, industry, agriculture, dis- 
tributing outlets, etc. Published by 
Fort Wayne Newspapers Inc. 


| No. 3066. WWCA Information File. 


A file folder which gives basic 
information on population, sales, 
etc., plus coverage map of WWCA, 
Gary. 


No. 3067. Terre Haute Market 
Data. 


A folder expanding on the es- 
sential market data which was 
prepared for the Editor & Publish- 
er 1953 market guide. Gives basic 
statistical information on the Terre 
Haute market. Published by the 
Terre Haute Tribune-Star. 


No. 3068. The “B” Line to Better 
Business. 


A standard market file folder 
supplied with a variety of data, 
including population, retail sales, 
leading industries, etc., of the 
areas served by the Bloomington 
Herald-Teiephone and the Bedford 
Daily Times-Mail. 


No. 3302. Bulletin of Current Mar- 


ket Conditions. 


This monthly bulletin issued by 
the South Bend Tribune lists bus- 
iness indexes and compares them 
with the same month in the pre- 
vious year. It also carries com- 
ments on business news which 
‘can affect the market in South 
Bend. 


| No. 3303. One of the Most Import- 
ant Food Markets in North 
Central U. S. A. 

In this brochure by the South 
Bend Tribune, the city is compared 
in buying power, retail sales, food 
sales, and other market factors 
with those of other cities of 100,- 
/000 to 250,000 population. 


No. 3304. Current Market Data, 
“Test Town, -V.8.A," 

This 44-page booklet lists qual- 
ifications of South Bend as a 
leading test market. Included are 
figures on population, buying pow- 
er, income, home ownership and 
agricultural data. It is issued by 
the South Bend Tribune. 


IOWA 


No. 3305. Carroll, Iowa, Market 
Data. 
This three-sheet report pre- 
pared by the Carroll Daily Times 
‘Herald contains data on retail 
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outlets, households, farm output, 
manufacturing, population, bank 
deposits and retail sales break- 
down. 


No. 3607. One Million People. 


Produced as a follow-up to the | 


movie of the same name, this book- 
let reviews the circulation of the 
Des Moines Register and Tribune 
and gives marketing data, with 
emphasis on the farm market, and 
product use from brand inventory. 
Readership information based on 
the Advertising Research Founda- 
tion study of newspaper reader- 
ship based on total circulation. 


No. 3608. A Look at KQTV Chan- 
nel 21 in Historic Fort Dodge, 
Ta. 


This study contains market data 
on Fort Dodge, Webster County, 
the 14 counties in the KQTV mar- 
ket, together with coverage maps 
and the number of sets in the 
KQTV markets at the present time. 
It also contains a copy of The 
Iowan for March, which carries a 
story on Fort Dodge. 


No. 3609. Waterloo, la., First in 
Family Food Sales. 


Gives comparative figures for 
population, buying power, etc., be- 
tween Waterloo and other cities in 
Iowa. Distributed by the Waterloo 
Courier. 


No. 3610. Marshalltown Market 
Folder. 


Newspaper coverage map plus 
‘market data on city and county, 
with grocery route list. Issued by 
the Marshalltown Times-Republi- 
can, 


No. 3611. Cedar Rapids Trade Area 
Is Top Market in Iowa. 


This report, distributed by the 
Cedar Rapids Gazette, includes a 
state sales tax report on Iowa, the 
merchandising cooperation offered 
by the paper, metropolitan popula- 
tion, a map showing percentage 
coverage in 16 eastern Iowa coun- 
ties and the circulation in Linn 
County along with the six leading 
magazines. 


No. 3612. The Des Moines Sunday 
Register Brand Inventory in 
the Homes of Iowa Subscribers. 


Designed to determine brands in 
homes on date of questionnaires, 
the report contains sections on 
groceries, drugs, appliances and 
miscellaneous. It shows the per 
cent use by town, farm, total and 
families using, also brand posi- 
tions. The results are compared 
with the 1950 study. General in- 
formation section includes compre- 
hensive farm market data and 


statewide results indicating recent | 
sales patterns and trends. The) 


complete inventory, or any section 
of it, is available. 


No. 3624. Circulation and Market 
Analysis Book. 


The book contains marketing 


data of all Iowa by counties; anal- | 


ysis of Des Moines Register and 
Tribune circulation by city popu- 
lation groups, daily and Sunday; 
daily and Sunday coverage and 
per cent coverage alphabetically 
by counties, broken down to city, 
farm and total, based on ABC au- 
dit; population of all Iowa cities 
and towns, and circulation map. 


No. 3752. KVTV Channel Nine 
Fact File. 


Market data on 31 counties 
served by KVTV, Sioux City tele- 
vision station, with figures on pop- 
ulation, retail sales, television set 
circulation, buying income. Sales 
volume for each county ranges 
from food stores to filling stations. 
Market sheet shows 12 months of | 
business in Sioux City for 1952. 


This Midwest Partnership 
Means BUSINESS 


EARS ago, The World-Herald and its readers in Nebraska 
and Western lowa began an enduring partnership dedicated 
to public service. 


Through the years, whenever disaster has struck, or a need 
has arisen for a park, a playground, or a hospital, the “Partners” 
have joined hands to answer the call for help. 


In dollars and cents, the results have been impressive. Dur- 
ing the past ten years, for instance, the balance sheet shows — 


Contributions Krom Additional Contributions 


Our Readers: From The World-Herald: 
$1,397,073.20 $844,151.81 


But, there’s more to the story than the funds contributed 
or the benefits purchased. This “partnership in good will” 
reflects the strong community pride and concern shared by those 


who produce The World-Herald and those who read it. The 


newspaper and its readers are bonded in mutual confidence. 
pap 


It also reflects the ready acceptance World-Herald adver- 
tisers can expect when their sales messages are read in this 


atmosphere of confidence. 


Omaha World-Herald 


al 
ee = READ IN 3 OUT OF 5 HOMES 


IN NEBRASKA AND WESTERN IOWA —= 


with 2 billion dollars to spend 


250,172 Daily 260,205 Sunday 
Average paid circulation for March 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number ef each item wanted): 


a EE ee eee oye ee fey eo POEU Es Fe Pe SE Peer Te a Pe oe Ee eee 
I “SER OTA Dicc'ae's cei ee ea Po kd Saeed aby de 

on cys OB TR ETE Pes ee Pee Pee 

2 | Seer re erer AE seth .. ., Stote 


This coupon net vulid efter July 10, 1953. 


No. 3310. Standard Market Data, 

Wichita. 

This booklet by the Wichita 
Eagle contains a description of the 
city and its retail trading zone, 
and includes a statistical break- 
down of population, labor forces, 
housing and other data. 


No. 3311. KFH Market. 

Maps and tables of data on 
Wichita and the Kansas-northern 
Oklahoma area population and re- 
tail sales are included in the six- 
|page brochure issued by KFH, 
| Wichita. 


No. 3312. KFH Talent Sheet. 

Figures for Wichita retail sales 
volume and non-agricultural em- 
ployment are included in this 
sheet issued by KFH. 


No. 3313. KFH Sales Volume. 
This bulletin is issued weekly 
by KFH, Wichita. Each issue 
highlights a different phase of the 
Kansas market, such as employ- 


A close look at the latest avail- 
able figures point up the fact that 
metropolitan Louisville is a fast- 
growing, diversified and prosper- 
cus market. The figures to the 


right do not include such recent VALUE ADDED BY 
additions as General Electric's MANUFACTURE 
huge new “Appliance Park” 

which will employ 16,009 . . . or 

other new industries and expan- —- POPULATION 


sions totaling over $375,000,000. 


LOUISVILLE’S NEWSPAPERS 
HAVE GROWN EVEN FASTER 


During the same ten-year period combined daily circulation showed 
a gain of 50%, and Sunday's gain reached 48 %. Lovisville's 
newspapers still keep pace with Lovisville’s growth. The March 
1953 ABC statement shows a daily circulation of 374,753, a 
Sunday circulation of 302,401. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


's. i. 


-Zournal 


AND THE RECORD PROVES IT... 


1940 CENSUS 
INDUSTRIAL WAGES $35,829,877 $193,674,000 440% 


452,073 


a 


Lous, 
SVILLE Times 23x 
Pet han ing = oon 


"Yes, sir... Louisville has really grown” 


SO SAY OUR OUT-OF-TOWN FRIENDS... 


Almost daily visitors remind us of a fact we are likely to overlook, “You just 
don’t realize Louisville’s amazing growth in the last ten years!” So we decided to 
take a look at the “forest’’, tree by tree. The market was bigger, much bigger . . . 


1950 CENSUS = GAIN 


$119,246,473 $488,956,000 310% 


576,889 27% 
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|ment, industrial production, agri- 
cultural production, construction 
and retail sales. 


No. 3314. Kansas Radio-Television 
Audience. 


Use of radio and TV in Kansas 
homes and automobiles with 
breakdowns of survey data are 
included in this 100-page booklet 
issued by WIBW, Topeka. 


No. 3613. Retail Sales. 


Data on annual retail sales in 
Kansas City and Wyandotte Coun- 
ty, and relative standing among 
the 200 largest cities in the U.S., 
prepared by the Kansas City Kan- 
san. 


KENTUCKY 


No. 3600. Louisville—Preferred 
Test Market. 


This Courier-Journal and Louis- 
ville Times ten-page booklet lists 
the advantages of Louisville as a 
preferred test market. It contains 
market information on industrial 
expansion and includes compari- 
sons of consumer spendable income 
of Louisville families vs. national 
average. 


No. 8315. Hazard Perry County 
Kentucky. 


Facts and figures about the 
Hazard coal field area in Kentucky 
are given in this folder issued by 
WKIC, Hazard. 


No. 3614. Something New Has 
Been Added in Louisville Tele- 
vision. 

A comparison of WAVE-TV’s old 
coverage area on Channel 5 with 
the new coverage area on Channel 
3. The map is printed in color on 
hard covers. 


No. 3615. A Tale of Two Cities. 

Gives population, income, etc., 
figures for Lexington, Ky. Com- 
piled by the Lexington Herald- 
Leader. 


No. 3616. Lexington Market Data. 


Complete market data in con- 
|densed form, including listing of 
wholesale outlets, compiled by the 
Lexington Herald-Leader. 


No. 3617. Ashland, Ky.—Most Pros- 
perous Daily Newspaper Mar- 
ket of the Blue-Grass State. 


An analysis of the tri-state 75- 
mile radius of Ashland by median 
family incomes, with area maps 
and an analysis of the Ashland 
market by retail volume outlets, 
circulation of magazines and news- 
papers in the area. Published by 
the Ashland Daily Independent. 


No. 3618. The Impact of Industrial 
Expansion on Louisville and 
Kentuckiana. 


| A compilation of new and ex- 
panded industries established in 
Kentucky and southern Indiana 
during 1950-51-52, representing in- 
vestments of $2 billion or more. 
There are chapters on General 
Electric’s new Appliance Park in 
Louisville and Louisville housing 
developments. Pictures, maps, 
charts. Issued by the Courier- 
Journal and Louisville Times. 


LOUISIANA 


No. 3436. Market Data for Monroe. 

The Monroe News Star and 
World offers a market data folder 
_on the Monroe trade area, cover- 
_ing population, retail sales, buying 
income, information on retail and 
_ wholesale outlets, with a map of 
retail trading zone and other de- 
tails. 


No. 3619. Area Map of the Arkan- 
sas-Louisiana-Texas Market. 

| This map, prepared by the 

Shreveport Times, shows the cities 

and counties falling within a 100 

mile radius of Shreveport. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


| 


No. 3620. Baton Rouge—The 
South’s Fastest Growing Mar- 
ket. 


This brochure consists of all per- 
tinent market data regarding 
Baton Rouge, such as geographic 
location and economic basis, in- 
come and buying power, popula- 
tion and growth, employment and 
wages, trade area, jobbing and dis- 
tributing area, business indexes, 
1951 retail sales, industrial growth, 
Baton Rouge’s rank among Louisi- 
ana cities, and its relation to other 
markets. Distributed by the Baton 
Rouge Chamber of Commerce, 
Baton Rouge Broadcasting Co., and 
the State Times & Advocate. 


MAINE 
No. 3680. 1952 Consumer Analysis 
of Portland, Me. 


A survey of brand preferences, 
buying habits and merchandise 
distribution in Portland, a primary 
New England market. Consumer 
analysis, 1953, containing compar- 
ative data, published by the Port- 
land Press-Herald, Evening Ex- 
press and Sunday Telegram. 


MARYLAND 
No. 3681. Market Guide for Balti- 
more. 


A statistical picture of Balti- 
more, the country’s sixth largest 
city and its second seaport in for- 
eign trade tonnage; prepared by 
the Baltimore Sunpapers. 


No. 3682. Cumberland, Maryland 
Market Data Book. 


Contains a detailed description, 
easily arranged, of the Cumberland 
market, population and family in- 
formation, income and_ buying 
power, together with general in- 
formation on meters, telephones, 
auto registration, banks and stores; 
prepared by the research depart- 
ment of Story, Brooks & Finley for 
the Cumberland News-Times. 


No. 3606: Baltimore Afro-Ameri- 
can Subscribers Study. 


This is a report in terms of 
characteristics and products and 
brands used by 501 Baltimore Ne- 
gro families who read the Afro- 
American compared with 501 white 
families living in homes of similar 
rent or value. 


MASSACHUSETTS 
No. 3683. Coverage Map of Vital 
Statistics of Springfield-Hart- 
ford Market. 

A coverage map showing Grade 
A and Grade B service areas of 
WWLLP also shows population and 
other figures covering nine coun- 
ties in Connecticut and Massachu- 
setts comprising WWLP’s service 
area. Published by Springfield Tel- 
evision Broadcasting Corp. 


No. 3621. TID’s Commuter Land— 
Boston. 


A description of the suburban 
market and media in the commut- 
ing zone surrounding Boston. Is- 
sued by Transportation Displays 
Inc., New York. 


No. 3684. The Ideal Test Market in 
New England. 


This booklet, issued by Station 
WHAI, points out why Greenfield 
is the ideal spot to test products, 
merchandising, distribution and) 


methods of advertising with a 
minimum of cost. 


No. 3686. Lowell Market Analysis. | 


A market analysis of the Lowell 
trading area, going into compre-| 
hensive treatment of industry, 
family life, buying habits and other 
sidelights on a thriving industrial 
community. Prepared by the Low- 
ell Sun. 


No. 3687. Boston—America’s Fifth | 
Market. 


A market area study of the Bos- 
ton ABC city zone (40 cities and. 
towns within a 15-mile radius), | 
containing statistical data from the | 
1950 census covering population, | 
dwelling units, families and in- 
come in 1949; contains a table for) 
each community. Published by the 
Boston Herald-Traveler Corp. 


No. 3688. Worcester—the Out- 
standing Sales Opportunity in 
New England. 


Four pages of factual data and; 
illustrations on the seven-year. 
postwar growth of Worcester; pub-| 
lished by the Worcester Telegram | 
& Gazette. 


Pe eS te 


oe 


ae 


Get all the facts from 


in the Oregon Country 4 
when:you use Portland’s Bees; a 
LY home-owned newspaper — 


REYNOLDS-FITZGERALD, Inc. the Jj 0 U c a A L 


politan Comic & Pacific Sunday Magazine Groups 


DENVER METROPOLITAN 
POPULATION... 


UP 6% IN LAST YEAR 
UP 11% SINCE 1950 CENSUS 
_ UP 53% SINCE 1940 CENSUS 
_ NOW 625,300* 


Here’s growth that’s both spectacular and consistent. Equally important, you can sell 


this rapidly expanding market with the economy of single medium coverage. In 


Metropolitan Denver, 


CIRCULATION 


Empire Magazine and Comics 380,106 
A. B.C. Publisher's Statement 
September 30, 1952 


*Source: 1953 Survey of Buying Power 


stseeeneeee-. 350,243 


9 out of 10 of your prospects read The Denver Post. 


THE DENVER POST 


The Veter of the Rocky Mountain Empire 
PALMER HOTT COITOR AND PUBLISHER 


Represented Netionally by Moloney, Regan & Schmitt, Inc 


> ists” oes La 
: 1 aa at = Go eas 2 Sage Pag eer ee ys) - 
Snort Wah ee ba af 4 ae : Pile’. Same ter agt 5o ek Moa ty Lu ' ee we fe Ei eb a a 
Ee avn Ae wee anaes) Bea! See as Me eee hs Bae Sacto rane Sri aL abe oe ok in « wren Ce ae A as et eer eed = Pe ee ae 
RAE i SM et A Ree Es Ne Nn te gas St sae a cat | eee eat Sd as TS ti aes: Siete 
“de See Fam ONES Nasir faa aus ego a Rig ate a - Fi ae pn ee Bes Bi gs we Ea Betas Mas ae it er then aa es P ial igi ati ‘Urea ennE Poa eae RSE fae hy ete OK yas seit Saris ie Aa) SP en og ee a eo nil 
, ee ; Pct, ere tg oe ee pee Fi bo! ak Ae a On eet NS paar potas ey Cone ah ore cee: ena ear Near tag hadi bay erp pang iat ee ay Pam oR PS. Sh ta ee eee ‘ieee sp - eT ee a io 20. “ie 
; : : ree, ee * Vie eText ¥. WS per sronn Beth ys Y Semmeee ieee po = ta Ne ea mame 2 ; 3 ibe See ate ans Wak, eer ee rm. folly =. By Foto ea af mS ee td ee Fe y has, sgh Wks enna Speer” WRI os ce a wy 
eee ae : «she eee at ie . We ipa Sas ah A SBS Bes at fn ae pray as He te eM Cp ene yy a Gypaioeies Pores A ings ee a eae a 5 ee gy Bae a ae Seagry Ta rer ae aie © a ay 
oo eX a eet pial aevent ase. Sin 02 See aes BS ce ies : i Mgt peepee ee eh ne Re OE ie ete ek, Pe Ronee Soe ee ag AS Z ae ee UE eng"! Wied ar acia Re Rae acy cs oie Wieete taeeeenie te “cg od ec 
Se ee See ere Be Fr eee ee Ls = a ee ae Bh Ste ence ee ae Pn Gane Beet Sie te Pera SRE ate aS Te ae uae 
PS Reg Nea eR EN TR BRE Se ae ee en eran Reece Ao eM Ale J $s, Grove ae ea ty BS eigen et sie gis : re i a Ue 
FS . a 1 5. aoe Oe Be ee pee A iy oo oe ee eRe as gate one Re Peis een > SNE oes tenga ee ane Fos ta hh ame acl) et eae is “ exe Be ae tsi ice beet E : ae ee ee 3 ae eT: Rae 
a “He PR, a 5 r : ee oi a ae tee Co « a ge; : eS) er eat SS aan ccie uet digidee: i er es VRE ee “ae Se yer age Sged: eeMae a ease. 
gc ' z , : Per , sere weer rare sos. ee Ne tae Be) SES pea eae Sa ra 
‘ ’ ? be = —— oc 
53 ee : 
= ee ? 
on 
| + TA OS ae 
Cee 1 : Ne 
on ! . oe fet aes 
SS ae ; - te SS SAAN 5: 
SRS a _— STS ee oly 
ve S ‘3 S , aS ie) aa . ey ie ‘ oy ee ¢- es 
as ee a \ ao 
: ae a Ss ge Stee? 
? Sor ee oY ca “ae - . oe ey * Sree 
ire Am a. a ce ne» a ‘ é Lhe 9 4, <ov 
Se ~ = ne OR Sar : 
let s ae : at Se. 4yo® 
Bales or | 
o. : Bae a 
a ' 4 ¥ we 
in a “ a anaes 
e. eae ISP Wig te 
nd ss yt Te 
py oe Ee ewe 
ng be ov w sole : 
a : ek i Y F 7 a i. 
n= 7 : — 
Poe oe a bs 
* : 7: ' 
ey Ve 
ye —e te on ee 
SS ves. ' : nt oa 1 
i Da a Fo" . oe , ae 
et theg a ee Dietds so ; Yom? Sea 
2G oy ee | eee 
, Sg ES” hy ee a : aan 
of Ts eee ees 
| rs Pets 
is- eae 
sts | Ss sss sissies = 
S 200% 
3 a ; aa 
. } og oe 
Ins | - oo 
. ‘ Tuten iy! 
ial ] * ‘ . - " a Sia 
a ee mae. ee q - Peers 
ri- | vel £E ey 5 ae Seaeeieiyseaer fe Ste ee ‘ : Fs Z Bg 
| As 8 eee Sie) aes RBI Or us = Sega aera ieee See Ate nape . - Bate eng 
. PENNS ce eee NS te ee REAL Ag ce ph are ee Bich Go a ies EI ay LE nao a i a ale vis, aa cia 
me eS ee yt, hangers hegieen siete a) anasto, |, ae Le eae eae coe Ee VAN Penne 4 are ee ee aie iitiettatas cr hatin 2 onde iat 
Pigeon | yet ae patos eee een eee re rene at eee es a ee eo ee ee pe ia 
nal Be spe ee ee nee ie ok on Jager 8 eeeean ee ‘ a Ni a al als fore 
ee Ie oh ene a eS er en mee rik ye ede Ch a = oe 
fn ee Chan eeen re 0 ee te oe : Poe Aur ie 
ee sear se volon 5 Rist al By tie i eee alee ce eon ctr tama Bae es oe Sf a ee od a ae ere ti ai ad 
Pye ee 1S eR SS mae sc lo aan ce ? Et ery Sa oS ea ee ee COL eee ta SS eke a ae ee 9 ace pee te , 
ieee eR Si Sa aa ERE ar 2? Cr Mee eS ein ene Cet er oo i i accel Po 
it } ar Yee ee ae : = Te sid eit are ach SP yas Si ig pa 
y * 2, pees si a = ie 
by ie ee : aa | 2 8. A : 
‘Bes ~ pag E A He re 2 vi] ar ha oe efi aw a MOO ns , - *. ‘ 
ah eae Pe eves seis ee 4 0 | TEN a Pe 
Bet _ cre Cae Becee ite ekg ce ak te Sees ‘ v3 ® ih ee ee } oor | ee 
F s aa ¢ Bae i ; i Sere © st Pe BA yt ate n° Te : -oe¢ 4 hie 
7 ‘ at oy. ~ ’ an.) Saw. ? ~g Shy 
| ees bea a a Pree rN Bei. tS asa oS A ave 
See uss oe ig aa i fs ey = 2 > "end ust gr > ee aves 4 a 
las ee iii i 2) Res : 
Ss piesaeady a aay es ee) ee ey. ne pe Tay a s ; 
le- Re Pete), 9 ane cia. = Se ide ora eae a Be: oo es Sei hy? Pi OE MG ALD | sasha 
: = os eh ay ee , ius “RY Aa ey Seba ya's a : pe 
sates : ee. ant eee sire Le Ceara a ae SUES ot Sas Ae 
‘ ; bee, : ae * ee sam eae Rie . gas 
old Ete Ba) Eak te : pee Bees a eee 3 sity ot Pe ahin tt see ce ae ee Sees 
. : ean fragilis t toes ase Cees Sete Pyle eit iS 7 hy Sale : ’ ; : ae 
lea MS otal ea PO a a eine) ie “Sees ee _ ae pe paca” 3 ae ae eae 
ith tie ope ree ily a Ss oe ee Pt aes ae itis er id eae ale teat ipetvents ogee co ste 7. 
nel Yet her eug ep ni eeemer Be ee ae nee inh oon e s 2 aes PTR me sot Se Be te 2G ee eee OR Tee eee ae 
e Ses Regine: 1S oT Reap airs ena sea gtber ac, = N ek Peo We Robe Rh emai nea gee As REC Se Fe ie 
We IE me hn. 9 eas =a nF ; ~ aah SRO : ore ar - pay a ee ee hh Cet Poem, rd ' eis 
on ew sai ER wee Ss eat = Ce Feces Beta Sra sO Me he 5 Fs wy ae # aia ae Die re So lena ae ie Mile 
ae : oes is ae UB te en bid: «a ea pees. tone tiers ie: Sei 
spate Pm ce Ear j Rela ; See ie tana eh eee ee Fee eles sights ARE ve ae 2550 ee 
k : ma se 5 w7 Ciene: Cee tee oe aks soa Sif OF 4 Sty pee ane Pee soak BF Fret Be: Dt = ; 
Mobs: ore ae A a Se rey 
7 ¥ Sey ae Pa ie & ole mand taps “Pte v ‘ oy 2 eae cae A ie -* ae. 
weet Fa A eet Sage utr ahirripe aa ZONE. ig Ps Se ey Oo eae i Ae etd 
tc., ger N Pee ie oe ee oe ee (aera SCRE ath eae RL OSes > eh ge es ek ee Me os yee 
ess fn anc a cae Samiti 4 ae (Sas ae Ue et pris ane vost! i ee . Ras POT) yye ° - “pant det dates ate a ges oe, SORA sae 4 - e : 
m- ea CT eT ee Men Ae Bat aad : Se pee ee cel eee (ort Works ee foe eons Shel eee a barman 
ae Ve ee ea Bee a ree ae oan a 
ld- oe - ° ee gS “ies 
Ss OPE hh t Ss See ps | ge ac hl Sia SR Se er a ee eee ee ee ek 
} ~ : DO ag |S Cages a Ree =i ais ALAS Sah? wae Hea sins (tho, tle ts sete ca Sia : ee "Sg tee 
| as 3 a ‘f, _ SY PoTAR ERI Prem p SR ee Sh mle Sac g eae ah oes Sein 3 : 2 ae 
| t . ; aoe aaa) at SES aoe BG oe ey Sia eth gn RC ie eee < ay Re tome? 
Plame : ee 4 ee Ae * SW aint high at ee OS hoe . a 
| oe, elena _ oe Sy Res MS Sg te 4 TA s peeve, ep ng see Fon, 572 te Sabie 
a on /) | i) ese ae : as NE ee oe rer re re ue 
se oe i = San ee Wa ae bay ae Papers ee ay Sees ee ee es 
yn- aos Be ES : ists > . 
ee ree es : ‘ 33 eight "AoE ito Fe x 
of fe ee tet Le es ee carts a 3 fo} 3% SEX » AW = 
oe Bi ake cee ce Ea gas oe ee oat MEAG anes ee 
Sramatecr ' Dhabas Gee ites ete ey : AS <M aibidath ars paso ee ae, 
the - = ia, mes Nye Sage oS bs Se OF Bagoes« ie E 5 ge lilae « > 
ECAR Dae ee Sees eh ae NESE reieeaae 3 a i ee ee Sy, soe aera S 
ig nap A a ht alas es iat MMAR SR LER ia ee ere age t= ca 
sete ee Helis de er , ES) p-= 7 a aes ee ae rs ae ss a ea 
te eee ae er rk ie | fo ea ih eae sae ‘a eae ers a ae AP. ari h ie "a ae e . ce ye a ia eS ae 
sec he een a nate eae 8 Te ae eM ys aah Sh eT? SRS. sake ef ‘fe eee S24 Sere oe oy Ata ea etsy 
OS- a oor.” Eee on tee ee Bi, = {Seep cee ioe Be Ses PTS ae Prog? Ne ae Spee | Sian 
GEG SIMMS Ree LL ike Cah YLT Ly er ee eras EE pit oe ee ai a Rees yy Pesan Se, 2A ae Soe) She kg i ras ee 
Rrattocbe Hace er eae emer esos ree ESS coameamer eetmterrar ate sotoe «3° re ty DS hi Lee “in Ac ya, Tp! See b | eae 4 at ae 
ATr- eet “oars Waeeice s Ceae eg a aE HE PELIRE SU a tb ne pe ye hy AE Sy ae CARR aS POET Xo? Latter awa 
as oe a i. Peete CLR Se HS a cate Pe iain kde et eee - Wh oxy \ "Cae > doval be! et Are ola fags a7, * ee bee +5 
pia aR seat ee a RECN OOS SC at ana eo 9 we 
OSS AR aged Oe eh SB AE Oe eS er WET cys eee TRE Se 8 Se mapa: tig =i ele bx hed Cone ENN CRORE SET BPae ieee: 
Pope 2 we ks ikscve esis ok SNe Peng: oe yy ented Sook Soe ge. alts Sree ihe td & ak A a a ee Deg 
7 PEA ANEGE D Aae Wy PORTIS xyes EN erp RUS. CELE SH EG en i Sea ; pow me io RE td Ard od a ae Fog ert 
- ian art ere ees eae: aoe “o Pe Re TT go ke iy sr eas ay a CeO LSS DAG 2 yh ee Be at oy OP Ce Oe eis. 
oe hee RE Ce RR e iat ee Se Sd ORT PSN TRA ee S82 Sig at h ' WE ELS Bop ey ny Sin Ae fet a ee 
lan es oa ae BO OL aN LP Sse ESAS Le po aes tins, Si aia as oy a = Pai eee: ae Stet Peleg: hgh yuna em, gee a ee 
es ER SUR RE Aa Rae ae ree ERR gL ng Pak OY) Ey MRR BEA SY 3» oe fae ODS Taha De Lael Be oO Cone es 
rig os et 1 ae fz. RI eat OEE Ba Pec ~ pee wy Pa ie a a" 4 aT) RS Ss 2 tar PPA Aa LMA! Pe be 
aps ; ag tee ee 6 Py f. 2° Se Aes SIRE ¢ PK Nel aL OR ery 5 Paty) Afi 24 pie Ah SEES Pee Meetes ag io ae 
pee ee te, seks a ae Se ee BE i Sd og a Es Ni so Cees yh o> f ~ AMA SIE PLL s > Sipe 
d er ee os, 8 : fy Wang St Ng eae OS | ee er aa a SO OSIE EA ee Gn are RG? SARE PT Bd a ae We Pee 
n eh ae | ONT Sr NES, npg ads - = ae” Se sere Se at IR oe 
ae ‘2 424 ath ee ae os % BS at Beane SIS ep pe : “of A Sad IM oe 
ats, see, APRS, SS NS EER Fe eR Bei ‘ey etnie BIG re ae ee 
E bs * : ,, hey adr. “ f : te, Bo Oe Ze . ee 
OT Se ie ite, SO ACeeD, Samermimen ey ay 
VS- . . a Me ty Pee “3, er res Seine. igh A i< , Y's) LA ps Hany = : i 
Ie Mehy Bree a a a ? re Hee 4 tae 
b West e e We Ply OR OP “pI SOAS Yo eee, Re i ; 
y rar, pie : aie on i’ f ft teas “Gee Me - Ay ftett «sau (ae 
iy rh A i, Wt Seok, ola 9 eae FY i OO Cita PAN Ppl 4 ot 
oi ee rb CORE Vin ARE. PAREN, lace 
Fs ate DANE eke io es tke 6° as NE ART RS SE oe 
“so +3 o Ee? ps oh ‘yet a, X44 2 ~29 E nee 
sSitterete ao ey SEE ‘ea Mee A, 44 ee aopamees 
; Wave nite et anieuh NO eG f cy Saar 
i PR oe sty eek, @ Fe S “Ee : - i ode. . S14 yea sae 
ia oY peta oe a eo uu » * a Fx el i sa 
SIGE ae ESE Sah nt a Se ga Re A try een ae ane 
Br AI? h 5 af ee SOs et PRS LEY ce 
ind a ney hiken tagger. 8S nhty ae Beara ni 
ESET AE eae Sage eek. | MR OO ata yh ae 
Boe AS, Matas tS, go eee eke Cee RE Be MORO UTC : 
| SA Wi ICN es 1k. OO en ci 78 
X= | Roya - - SRS "ae Seren asta ame ay, 
eth be REMI Snipa fas og tee 
in | Po Cee ee a pa Pees 3 SS cae mere 
ina Null Day Vinge ae ein alee Coke? Pepe 
er ets Aig eee CLA i | ae 
Wie fs) ee em Age oS pe le ni ae 
in- yee ne Sig ee ¥ pe een Wikies ewe it Be Nati 
re. High berate ea pie et 
6 teas ks oF a 
ral gee Re eae as atin ea She oe 
- Ape ati eas) Bo cit ie: ie ; a ae 
in ae X ea ei a, eee ae 
ing ae ae ay a ees es 
ee po er eer a 
ps, Hg a : st Roti y 
| ae 4 co : ae ae 
| : Whe ron 
eT- Be, pie = 
Be ay ae 
eee ‘ 
tis, ea 
ae ip = 
Bs ere 
: oy 
oe. i 
ind a 
jer 
er- 
, 
ing 
ind 6 
- ae | 
Je- D 
_ ~ 
a seseesecesecnsesesenanesnse 222,134 CA 
aa 
f Fs 4 “ 
in- oes id 
—| é et 
ies ee rs 
gE Pe es ui Ge 4 ‘ . f a 
, ‘ i f 5 ts s 2 : “ 3 ‘ heer gs - : 2 ses 
: : mS ane is t ; F : & ; : » ; F - } ; wy lige Nee E "3 ' pes 2 
be yeas pac PR ate per tt ohn LTE toh git Ke lage 51 e ge ines i fie 2 pone Ao EAE HT SO ey » ae Sy ‘ je eye ae eo er E Po i a Ne : ath: SPS ke Neb natye he Deas OS goats Bere Nie i ; ae: gta ae 
rea ls Pee ‘ : re ae Ef (em Bet dace Seer eee bat oo , Lat eee e ot ted! eae Pa At ad *€ . eit: xan Pier Z ae Oe ea _s fig ak Cala ae br By a) iia ret ne ane ye ty tay Peet ee pe Pr ag ie eee deg cd ge J ‘ (ub ee TNS “33 ene ~ mk ae any 
ae | te Fr Pat ; i fe, an dee cyte nay, ie ace) eats, ae ee a ease FSA ee FI age EI rat ea dg SE Sh 8 SEM 85 oie za) oat FE ‘EP 
os we Use # ERNE IS gets ESTE en et AE Nie Beene ey ee pas LP OR ee coe SNM oe hee ek et is oe pAse Rete s: 


118 


Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


MICHIGAN 
No. 3690. Flint and Dearborn Mar- 
ket Reports. 


Describes briefly the market, | 
population, market rating, earn-| 


ings, retail sales, banking, home| 
ownership, new building, employ- 
ment facts and other pertinent in-| 
formation; published by Walker & 
Co., outdoor advertising company. 


No. 3340. Traffic Flow Maps of Bay | 
City, Saginaw, Flint, Wyan- 
dotte and Dearborn. 

This series of five maps shows 
the number of vehicles traveling 
main routes in each of the cities. 
The maps are based on a basic 
pattern 18-hour traffic count and 
are issued by Walker & Co., out- 
door advertising company. 


No. 3341. WWJ-TV Coverage Map. 

This map issued by WWJ-TV, 
Detroit, shows the station’s view- 
ing area and has a tabulation of 
population, homes and television 
sets. 


No. 3342. News of Detroit. 


This four-page bulletin is is- 
sued monthly by The Detroit News 
and contains current statistics and 
other market information. 


No. 3343. Retail Sales in Wayne 
County. 

This quarterly publication by 
the Detroit News shows retail sales 
by classifications quarterly and by 
months of the current quarter. 


No. 3344. Households in the Detroit 
Standard Metropolitan Areas. 


This report by the Detroit News 
shows 1940, 1950 and 1952 figures 


| on households and per cent growth 


‘by census tract, area groups and 
individual localities in Macomb, 
Oakland and Wayne Counties, 
Mich. 


'No. 3345. Racial Origins in the 
| Detroit SMA. 

| Racial origins of the entire pop- 
ulation of the Detroit standard 
_ metropolitan area are listed in 
this sheet prepared by the Detroit 
News. 


No. 3346. Concentration of Racial 
Groups in the Detroit SMA. 


groups in each of 70 census tract 
Detroit News leaflet. 


No. 3347. Detroit Means Business, 
1953 Edition. 


lected shopping centers in the De- 
chure issued by the Detroit News. 


No. 3348. Number One Vacation- 
land. 

Figures on summer _ vacation 
business in Michigan are contained | 
in this illustrated brochure by) 
WJR, Detroit. 

No. 3349. 
Map. 

This map by WJBK-TV shows 
the area covered by 5.0, 0.5 and 
0.25 MV/M contour lines in the | 
Detroit area. 


WJBK-TV Coverage 


No. 3350. Newspaper Advertising | 
in Detroit, 1952. 
Linage of every advertiser in 
Detroit newspapers is tabulated in 


this 200-page book reproduced 


KNOW 


that sales 
are made 


Oakland Area. 


ADVERTISERS 


That’s why they 


OAKLAND 


Only The Tribune, with the Greatest Home 
Delivered Circulation in Northern California, 


gives complete coverage of the Metropolitan 


concentrate 
in the 


TRIBUNE 


CRESMER & WOODWARD, INC. 


basophil Including Sunday 


Percentages of nine major racial | 


and area groups are listed in this. 


troit area are outlined in this bro-- 


\from Media Records Inc. annual 
/report by the Detroit News. 


No. 3351. The Cookbook Story. 


__ This booklet tells of reaction in | tising and store promotion in the 


No. 3359. Grand Rapids Press Mer- 
chandising Service Plan. 


Details of the Grand Rapids 
_ Press program for tying in adver- 


the Grand Rapids market to a Grand Rapids market are given in 


cookbook promotion conducted for 


this booklet. 


24 weeks by WOOD and WOOD- 


TV cooperating with food stores. 


|The booklet is issued by Grand-. 


wood Broadcasting Co., Grand 


Rapids. 


No. 3352. WOOD Bundle. 

This brochure by WOOD, Grand | 
Rapids, lists details of a product) 
display arrangement between the 
station and 29 A&P stores in the 
'station’s market. 


No. 3353. Salesman’s Map of De- 
troit and Suburbs. 

Included in this map are mer- 
_chandise routes, street numbering 
guides, location of principal for- 
‘eign nationality groups and rela- 
tive income area. It is printed in 
color by the Detroit News. 


Economic characteristics of se- | 


No. 3354. Market Facts on Kala- 
mazoo. 

Data on population, climate, wa- 
ter analysis, industries, per capita 
‘income, retail sales and other mar- 
ket data are included in this bro- 

'chure prepared by the Kalamazoo 
Gazette. 


| No. 3355. Greater Muskegon Con- 
| sumer Shopping Survey. 

Percentage of listenership for 
| radio stations and newspaper read- 
‘ership in the Muskegon area are 
contained in this report by WKBZ, 
Muskegon. 


‘No. 3356. Lansing Market Data. 

Population, labor and industrial 
| statistics plus an audience cover- 
/age map are included in this leaf- 
let of WILS, Lansing. 


‘No. 3357. Grand Rapids Billion 
Dollar Market. 

This brochure of the Grand Ra- 
_pids Press contains basic market 
data for the Grand Rapids metro- 
_politan area, retail trade area and 
‘the 25-county western Michigan 


| 
area. 


No. 3358. Map of Grand Rapids 
Shopping Centers. 


Downtown and outlying primary 


Grand Rapids Press. 


No. 3423. Grand Rapids Liquor 
Sales Report for the Year 1952. | 


Four-page report of 1952 liquor | 
sales in Grand Rapids by the | 
| Herald. Figures show number of | 


bottles by brand name. Report | 


/covers whiskies and gin only. 


No. 3435. The Detroit TV Market. | 


The Katz Agency has published | 
this four-page folder, showing the 


ber of sets and retail sales. 


Grand Rapids Press shows the lo- 
cations of independent grocery | 
stores, supermarkets, chain store | 


quarters in Grand Rapids. 


No. 3378. Drug Store Location Map. 


On this map, the Grand Rapids 
Press has located all retail drug) 
stores in the city. 


No. 3601. A City Honors a Man. 


This folder, issued by WJLB, 
Detroit, tells of the success of E. 
H. Konstantynowicz, director of 
the station’s Polish programs, 


ment of Polish-language listeners. 


families, homes, radio homes, etc. 


Propaganda. 

This brochure on Marion Kretz, 
Polish newscaster at WJLB, De- 
troit, contains data on Detroit’s 
Polish population. 


MINNESOTA 


No. 3360. Standard Market Data 
for Austin, Minn. 


tin Daily Herald contains stand- 
ard market data for Austin and its 
trading area. 


and secondary shopping centers in| No. 3361. Here’s Duluth. 
the Grand Rapids area are indi- | 
cated in this map prepared by the. 
‘tion is contained 


A description of the Duluth-Su- 
perior market and other informa- 
in this folder 


coverage area of WJBK-TV, num-. 


No. 3377. Grocery Store Location 
Map. 
This map published by the 


headquarters and wholesale head- | 


which reach the city’s large seg-| 


It gives figures for the number of 


No. 3602. How to Stop Communist | 


This folder prepared by the Aus- | 


Advertising Age, May 11, 1953 


prepared by the Duluth Herald & 
News Tribune. 


No. 3362. Consumer Analysis. 


The Duluth Herald & News Trib- 
une has prepared this study of 
_ buyer preference for food, liquor, 
/major household appliances, cos- 
metics, auto accessories and other 
lines. It covers the Duluth-Superi- 
| or area. 


| No. 3363. A Study of the Moor- 
head-Fargo Area. 


| This brochure’ prepared by 
| KVOX, Moorhead, Minn., includes 
figures of various market factors 
‘for Moorhead and Fargo, N. D. 
Also presented is a statistical study 
|of sources of retail sales volume. 


No. 3689. 

ysis. 

A brand preference study of St. 
Paul, including 140 product clas- 
sifications; bringing in foods, soaps, 
toiletries, appliances, beverages 
/and general habits. Issued by the 
St. Paul Dispatch and Pioneer 
Press. 
| No. 3419. How We Live in Min- 
| nesota: A Continuing Survey 
of Minnesota Living. 

The continuing survey is a bus- 
iness service consisting of re- 
—. from the Minneapolis Star 
'and Tribune research department 
material published regularly in 
the Minneapolis Sunday Tribune, 
mailed with additional detailed da- 
ta not elsewhere published, cover- 
ing consumer product and service 
purchasing behavior and _ living 
habit and brand preferences. In- 
augurated April 1, 1953. 


1953 Consumer Anal- 


No. 3420. Minneapolis Auto Sur- 
vey. 

Presentation of results of met- 
ropolitan surveys by the Minneap- 
olis Star and Tribune research 
department. Home _ interviews 
with 500 adults as to car-buying 
intentions for the 1951 (last half) 
season. Brand preference rank- 
|ings, mechanical and lubrication 
service data. 


No. 3421. New Facts to Help You 
Sell in the $5 Billion Upper 
Midwest Market. 

A factual analysis of market in- 
formation and circulation cover- 
age, by the Minneapolis Star and 
Tribune, with maps of Minnesota, 
North and South Dakota and 
western Wisconsin. Population, 


° tops. - HEIRALD-TRAVELER 


first again in 1952 
for the 26th consecutive year 


with 


26 


‘in total 
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Represented Nationally by : 
inc., 444 Madison Ave., New York 22, W. ¥.-Philadeiphia-Detreit-Chicage 


lines 


for 26 


,400,388 


The Boston Herald-Traveler 


years has always been 


first choice in Boston for local 
and national advertisers. 


C1) HERALD-Craveler (_) 


ALWAYS FIRST 


AW BOSTON 


Better for You by by For!.. 


— ee 
— 

—— 
—- —_— -—- 
| 


A. MCBEVITT CO., 


HA feo tae sag tod. 6 cy any cpr Eiabes a sean ee) Sie hciige cary el at ca aie 0 pia allele, SMO RR ID, A nee AGA. int ve eth eta, ARES on SPAR MARS Geet gee, Taha) 3 Gre a Nella RMP Os of RE a roo SRDS Oe ae Re ee ae nde AO case Ne Revie OM Salt a ge ka ans Pt 
Beak ae ae Pe dade oT I eS Te ke REN lM op oceans oe Wen: aa Yate (elim Thy ode Drs aime A Io ad ev Spee 0 od take OLS ange CORR ar et Se Bae ane aie by eet SNS ete ith eS i RS tip sets fe ian 1 neges ea” ee aL 2 a an enna Be 
oy RR a iy We eg ee eee ON ee 
bese ey 58 Shvlot AES ogra Pe ee ede ae eee) | ee ee ce OE Qh. Seen ean cee ae ae mee rr ear ok. See ae oe Gs Me ee it tone Bee kg ees eT eae 3. 
Sn ee ee pitiless es ‘ 9 ae ae mee a ue : ea ca nc os Maa Le a ee ea ee nse anal Bree ee Tit: manne me ae ge bh hae 
beng ome ‘ ' , ae a a 
ee Se ee eee : mr 

_ ee Adi 

: ee po rn 

aoe ind 

a eee See = 

- ee eee anc 

a! ° 

| aoneelipigeeereemnnnintrienree ret NII rs thi 

rs i per 

| Fe pec 

a hol 

7 No 

Pe a ( 

: for 

OTT Cit 

ee : 

ee ’ No 
ae ee: 

ae ] 

ah Oa . 
ar at ee Mi 
Bis 
Coase as 

= : 
ca pil 

mas > dia 
at No 
PENS ee I 
a ES tio! 
ie ee oa 
fe rea 
by 
eC | 
: | No 
es 
: en 
Lo 
F ula 
oth 
pie tail 
: No 
gi Iov 
KF 
hvay tiot 
ae oth 
rr hee rep 
oie. 
— | Se 
ea ‘ No 
: ee 
of 
i ma 
the 
ei: inc 
sad | the 
oeee No 
ae I 
ie A — | TES EE TET TE TE the 
all i. oh QA SS" PALACE CE tio 
in the VA —= Lee os St. 
3 y a —>=> ff. ¥ ee plu 
me | HOME | : 
SS *o es 
pis ae: gy" | TT * fem t Be co\ 
ae 2 te 4 ie | oH ~o Bie pai 
oer eet ” t* & t sas f- — | ¥ 
e Wed ( . reed LAW| et a | 
k UWI tot te Ben . or Bae 
% othit, 5 ti y 9 : a rd ae 4 | Bates No 
a Ne ea Mibe ett iad eee oe 9 | ie 
: Wath eee pie? o4 ! Ry %’° r; , - a5 ; 
; ‘as Sa ee Aen Co ro WE} 

re, e ete nye ie | aspen Sic es i: \ 

sii ee | Bae eishate tis ja 
ree ie | s | ie a Joy 
rc | ae oiale “7 

ae | Escenas ees ae ee I urt 
ane Be ten mm 

| | ee : ——S Th 

oe ee lin. 
ie hs - eumt | P | Seite foannes £3 ESS SS ee 
: f2 = @akland» Cribune —" t 4 2S ee ee 7 No 
ni : ENT ca rae [oon AS hae | aa 
Ber ee 2S [at Flo cod ema H) | i 

me Sea el te i ’ * fol 

: | _ : : apegene tra 
| ee : aen — ret 

‘ | Be ee LT Ld ma 
a : a & out 
| 2 | al ing 

| |. a | hf 

: | Sea pais 

: } SES : : 4 set rnpetie 

Bet aa : Bs eg age r 
| ; Si ae 3 
| aes eee me 
-— w pity: > ‘a. : 
bie See ‘ - e ¢ > Bae | Soa as Piao, | 
Pe sea) es | Sees ee — of 
: ¥ LL LT 
: MS, CUNRCURTON FREES Steeemeee sees Saac a Saceee ceeee Aasecee aasie meme Sent Ge SEETIGE te ; | — —— |e sul 
Eanes es. 2 "ee ee eee : ae : eee | \ an 
, ee ne bedae | ee om 
‘ 09 an Nia ye es ' co ite Ne GEC 
: erie ct é; pal ge, = : a te 45, i ck rs fst . + ie y jae! ; os rn as = nS i. mn zi as cs - fb rs pa ; a7 m i. , is ‘ ‘ i oy h P fs 3 MS 7, ew as re bis pu h ae et hae et re ; - = Rg te Es : esi iy: i Sir * oe : Feae as $F oe rs a ie # tse aad mere 4 ee eas f 


953 


Advertising Age, May 11, 1953 


household counts, retailing, tourist | 
industry, natural resources, whole- | 
saling, agriculture, transportation 
and manufacturing are covered in 
this folder for the 224-county Up-) 
per Midwest in which 4,600,000 
people live in 1,300,000 house- 
holds. | 


No. 3625. Your Big Buy Is in 70% 
Country. 
Gives retail sales and other data | 
for five-state area and for Twin| 


Cities and Duluth alone. Published 


by the Northwest Daily Press Assn. clearings and other information. 


No. 1 Market. 


The Montana Standard-Post has 
issued this file folder with statis- | 
tics of the Butte area, including 
data on industries, climate, wages, | 
and other market factors. | 


No. 3382. Missoula, the Distribut-. 
ing Center for Western Mon-' 
tana. 
This brochure’ prepared by 

KGVO and KGVO-TV, Missoula, | 

contains data on western Montana 

wholesale and retail sales, bank | 


FACTS That Really Count 


about Wisconsin’s 


" Market-- 
APPLETON, 
TOTAL ciRcuLa 


New in Encees 
*f 31.500 Damy; 


MISSISSIPPI | 


No. 3365. Southern Test Market. | The List of 


Market data on the Meridian, 
Miss., area and information on it. 
as a test market have been com-| 
piled in this booklet by The Meri- | 
dian Star. 


MISSOURI 


No. 3370. Nielsen Coverage Serv- 
ice Market Area. 

Day and night coverage of Sta- 
tion WIL, St. Louis, including the 
number of homes in each county 
reached, are included in this report 
by WIL. 


No. 3371. This Seven-State Area. 


An over-all picture of the sev- 
en state area reached by WEW, St. 
Louis, plus statistical data on pop- 
ulation, income, retail sales and 
other market information, is con- 
tained in this WIL brochure. 


No. 3372. Facts Concerning the 
Wealthy Agricultural Area 
Served by KFEQ. 


A resume of the value of farm) 
products in the Missouri-Kansas- | 
Iowa-Nebraska area reached by 
KFEQ, St. Joseph, plus popula- 
tion, sales, number of stores and) 
other data make up this KFEQ 
report. 


No. 3373. A Guide to the St. Louis 
Market. 


A county-by-county tabulation 
of retail sales, auto sales, quality 
market and other market data of 
the St. Louis metropolitan area is 
included in this booklet issued by 
the St. Louis Globe-Democrat. 


No. 3374. An Analysis of the St. 

Louis Radio Market. 

Figures showing the increase in 
the number of radio stations na- 
tionally and within 150 miles of 
St. Louis from 1920 through 1951, 
plus analysis of Pulse figures to 
show cost-per-1,000 radio home 
coverage are in this brochure pre- 
pared by KWK, St. Louis. 


No. 3685. The Joplin the Census 
Forgot. 

Within 20 minutes of downtown 
Joplin are 12 towns of 1,000-and | 
over population, making Joplin an | 
urban unit of more than 85,000. 
This informative tract is published 
by the Globe & News-Herald, Jop-. 
lin. 


No. 3437. Market Data for Spring- 
field, Mo. 


The Springfield News and Lead- 
er & Press offers a market data 
folder for Springfield and its 
trading area, covering population, 
retail sales, buying income, infor- 
mation on retail and wholesale 
outlets, with a map of the trad- 
ing zone and other market facts. 


MONTANA 


No. 3380. Great Falls Market Data. | 


This economic report of the state 
of Montana includes detailed study | 
of the 20-county area around Great 
Falls and stresses population, con- 
sumer buying power, payroll data 
and industrial information. It is is- 
sued by KFBB, Great Falls. 


No. 3381. Basic Data on Montana’s | 


Available Market Data | 
Begins on Page 78. | 
Use the Coupon 
in Replying 
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| ALLIANCE 
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44839 


CANTON 
ANNUAL AVERAGE 
$3382 STAMILY 
NATIONAL 
ANNUAL AVERAGE 


SALES PER 
FAMILY 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


_ 
_. 


Families in Canton, Ohio spend an additional 
$1457.00, or 43% more than the national average 
on all classes of merchandise. Consequently, 
the advertising dollar you invest in The Canton 
Repository reaches a market 43% richer than the 
average. On a cost-per-sale basis, then, every 
advertising dollar invested in The Canton 
Repository does 43% more work. By the same 
token, it costs 43% less to secure national 
average sales through Canton’s only daily news- 
paper—The Canton Repository. Get 43% 

more for your advertising dollars—be sure your 
schedule includes The Canton Repository: 
100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 
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be right 
in Pittsburgh 
to the letter 


Pittsburghers have watched 
television so long they think it’s 
a natural phenomenon. 


Just as natural—and just as 


phenomenal—is the way they buy products 
and services advertised on TV. 


Which must be why so many advertisers, 
national and local, have found television on WDTV 
so letter perfect for selling in Pittsburgh market. 


And it will always be in the nature of things that 
for phenomenal results, you just can’t be more 


right in Pittsburgh than on 
Station WDTV. 


Pittsburgh's int 
Television Station 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


NEBRASKA | Bayonne Times contains lists of 
._ | Wholesale and retail establish- 
No. 3122. 1953 Consumer Analysis.. ments, a census report of the 
Buying habits in the greater city and data on industrial and 
Omaha market showing brand recreational facilities. 
standings and store distribution of | 
more than 100 grocery and drug No. 3141. A Billion Dollar Market. 
items are tabulated in this con- Figures on buying power, retail 
sumer buying habit survey by the | sales ard wholesale activities in 
Omaha World-Herald. It includes | fyudson County, New Jersey, 
figures on ownership of homes and | make up this brochure prepared 
home appliances by the 84,000 by The Jersey Journal, Jersey 
families in the area. | City. 


'No. 3123. A Two Billion Dollar No. 3142. Grocery Store Inven- 

Market—A Thrifty Way to Sell tories. 

3. This study by the Bayonne 
| Current data on the Nebraska- Times is based on a series of ten 
_western Iowa market, including week surveys conducted in a 
formation on agricultural and in- | sample of 20 grocery stores in 1950 
dustrial production, population, re-| through 1952 covering retail 
tail sales, industrial plants and re- movement of margarine, instant 
tail outlets are given in this Omaha coffee, soap and tea. Shown are 
World-Herald report. weekly sales, per cent of distribu- 
| tion, total sales and brand prefer- 
No. 3124. 1952 Circulation Anal- ence in the Bayonne market. 
ysis. 
| Data on retail sales, buying in- No. 3143. Test Market for Metro- 
| come and circulation of the Oma- | politan New York. 
| ha World-Herald are contained in| Population and income data and 
| this booklet. | information on advantages of Bay- 
| /onne, N. J.; as a test market are 
‘No. 3128. KOIL 0.5 Millivolt Area | contained in this brochure by the 
| and MD Summary. | Bayonne Times. 
| This summary by KOIL, Central | 
“States Broadcasting Co., Omaha,| No. 3144. 1% Billion Dollars. 
| contains a complete breakdown of| This map, prepared by George 


counties in Nebraska, Iowa and 
Missouri included in the station’s 
_ primary coverage area. Also shown 
'are population, retail sales, num- 


|A. McDevitt Co., establishes the 
location and extent of industrial 
| expansion along the Delaware Val- 
_ley within the markets of Trenton 
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| tening habits and comparative rat- 


ings and cost of all radio and tele- 


vision stations in northern New 
| Jersey and the metropolitan New 


York area compose this brochure 
by the Bremer Broadcasting Corp., 
operator of WAAT, Newark. 


No. 3147. Standard Market Data 

for Bayonne, N. J. 

This Bayonne Times _ booklet 
lists data on population, home, 
auto, TV and appliance owner- 
ship, plus the number of retail 
and wholesale outlets in the Bay- 
.onne area. 


No. 3148. The Bergen County Mar- 
ket. 

Maps, graphs and charts show- 
ing population, buying power, in- 
come, transportation facilities, in- 
dustry, school enrollment, retail 
sales and other data are included 
in this folder issued by the Ber- 
gen Evening Record. 


NEW YORK 


No. 3150. TDI’s Commuter-Land, 

New York Area. 

Transportation Displays Inc. 
describes the new York suburban 
area in this illustrated folder. It 
contains a map of commuter 
routes within a 50-mile radius of 
the city. 


No. 3151. Staten Island, New York. 


This 46-page booklet, accom- 
panied by a map, street guide and 
transportation directory, contains 
commercial, 
and retail activities. It is pub- 
lished by the Staten Island Ad- 
vance. 


data on _ industrial, 


| ber of homes, radio homes and as- and Camden. 

| sumed auto radio coverage. | 

No. 3145. Market Data. 

No. 3129. Fremont as a Retailand Asbury Park Press has prepared 

Wholesale Center. this folder showing retail sales, 

The Fremont, Neb., Chamber of | vehicle registration and other mar- 

| Commerce has prepared this bul- ket indications in the Monmouth 

letin explaining the retail terri- County area. 

| tory covered from the city and an. 

explanation of the wholesale mar- No. 3146. The Truth About Radio 

| ket. and TV in North Jersey. 

| Figures on set ownership, lis- 

No. 3130. Retail Trade. 


No. 3152. New York Market Anal- 
ysis, Retail Trade, 1952. 


| A detailed analysis of retail 
| trade for 29 types of business in 
_the New York market makes up 
'this booklet prepared by the New 
| York News, New York Mirror and 
/New York Times. Primary and 
/secondary shopping areas within 
each district are shown and there 
is a breakdown of the five bor- 


Industry in Fremont, Neb., an 
economic prediction and census 
figures for Dodge County are in- 
cluded in this Fremont Chamber 
of Commerce report. 


ONE OF THE 


/No. 3131. The Fremont Business 
Barometer and Retail Trade 
Territory Map. : 
| Shown in this report by the Fre- ‘ Lak ee 
'mont, Neb., Chamber of Commerce is 
are centers of retail trade and a 
‘comparative index of Fremont 
business for 1950, 1951 and 1952. 

| 


MARKETS IN 


No. 3132. Data Sheet on KMTV, 
Omaha. 

| This report by KMTV, Omaha, 

includes figures on population, 

families, retail sales and other data 

| within the 0.1 MV/M contour. | 


No. 3133. Buffalo Bill’s Wild West. | FROM 
| Radio station KODY, North. 
| Platte, has prepared this four- | 
-page folder describing the area} 
around North Platte, including 


-audience and market statistics. 


No. 3134. Highlights of Current R 

| Market Data. 
| Population, retail sales, num- 
‘ber of families, vehicle registra- i? 
‘tion and other data of the metro- | 
| politan Lincoln market and the | . 
20-county ABC market of the, i 
Lincoln Journal-Star are included 
in this leaflet. 


No. 3135. Town and Farm Fair. 


ANNUAL 
pag he dy AS REPORTED 


MOST PRODUCTIVE 


THE 


UNITED STATES— 


Here’s A 1952 
Advertising Linage 
Record the Productive 
DAILY 


VALLEY 
TIMES 
is Proud of! 


, TOTAL LINAGE 


9,814,776 


s NATIONAL DISPLAY] LOCAL DISPLAY 
1,028,096 


4,190,592 
CLASSIFIED 


on eas 


CHAMBER OF COMMERCE BLDG., PITTSBURGH 19, PA. 


Owned and Operated by ALLEN B. DU MONT LABORATORIES, INC. 
HAROLD C. LUND, General Manager 


This brochure of KFAB Broad- . 40.416 
casting Co., Omaha, contains data 40 % 
/on morning farm-slant program- | - oa VALLE Y i IM ES 
ming and data on performers on) Valley Times 
: | readers re: 
the early morning show. ne other 11109 Magnolia Blvd., North Hollywood, Calif. 
NEW JERSEY neweseoer For Complete “Sales” Coverage of San Fernando Valley 
Pen Study) 
es? “5 nag oe Data reederahio ® Represented Nationally 
or ayonne, . ‘ advertisi Hawle 
This brochure prepared by the. secevtance by Doyle & Y 


5) A Lig: COO Set Sd SPU. ag Rm greg ama ee mee: Hapbetee 3% eG i te Ra rn Sean aah carmen 28h aoa at ek gem eee ey crea! {AL oe Se 8S cs) A gee ASO op cee Oe See Pe 
WO I ge eames oats cee ge aR Re! MRR open. leet hE 5 ane id Na ae ae em es ES Bp RAR AMIR We, | Sg Ge i tal a ae OR SMS SEM Ss ah ee a hy a aks aa eee 
im Ce ae =. ee - gel alae ate fae SE ean ieee Sica amen eer Se Net ET OARS ae aaa eam ns 2 td -— a ot ee pee Pe oe ee ee 
a eee Ae oe Pfr. are ony ice Se sie 4 ee Fe “gee ee ce : : . re ie ee i mage he 
Sa ES ge oreo Cioran Pe ace oe RRR, a ae, ee ee a ie IA Salis Sa ah ih ae me as ah. ate eer SSN eRe ua EEA Cs Soa, ye gE SO a ee 
. ~ re Rei ot, a - . as 
wn a 
Adi 
‘ € 
oor | and 
oe ee en fo 
‘ and 
ee pe for 
; No. 
Z C 
‘ clue 
: pov 
folc 
nin 
No. 
| 
¢ 
Sch 
figt 
gro 
ae, and 
oo Cor 
ed fae 
Se tivi 
ee ” 
wey 
ee | 2 
= _ | as Cer 
el —- e- sale 
mae area nor 
en ~ . late 
: _ i és © | this 
Fo Ene \ 
ve ‘ 4 | No. 
— 4 
2 = 
| Le “as - 
| ; — con 
e Kit 
= ee tele 
yee No. 
~~ | 
pais vie =\f = Won 
e Fai ; rf r % 
2 — cha 
; . =z = list 
He . . ta | 
ne Na) 4 
ee > ( vie’ 
— SS a1 No. 
my , T 
a tior 
ee spe 
apg ft : 4 7 
aa ao T/ ALG “ 
5a peti SF ; — $ Cc 
= ae ° - 
Ae : \ ow! 
H ber 
: / oO (a) fun 
aoe o TEESE SENS A SINS R SES ETRE this 
oe = | Pee = oe ee ™ 
lg? = dg ee 
eee a ae SR IS and 
: MS: BF ! — UU 
ay S sg ae No. 
fae ‘ ‘4 me SE Shorea V 
3 = ; set ss oe — ¥ ’ ee s «+ 0's" 0 aa ate t o's ReMeuhe Aes whe 
a | oe wai@y: — 
essen SUSE See eater ee heed: 5. a vey 
Riccio aston ess. < cf e eae Jey anes 
. i —— No. 
bys ems che: 
ea ST con’ 
ae ISSUE OF WH 
‘ : 2 Zt. 1953— | 
ae , No. 
_~ . Roc 
a cou 
a. tion 
fact 
| , 
— ee T 
Sos =©6©60CCLEGAL neludePROCERY sore 
pn Si NNN io cate J @ in Focal Display) zon 
sho 
thre 
falo 
ie lies, 
ie foul 
ee ee me 
( 
: 03 ee . 
i ee tow 
eee ARs hei 8 Yeh SCT aOR Sep Hee ek pn OE, whe RN Gogo been ani oe eR Ahn ds ok ead ti cree Bae se ape ih Ee Se eh ist albeme iS bases eae 5 fh Gepost bes Mee 


Advertising Age, May 11, 1953 


oughs. Data includes retail outlets the Buffalo market area. The map | 
and sales in 21 suburban counties. indicates ABC retail trading zone 
The booklet is free to advertisers and ABC Buffalo city zone and. 
and agencies and is sold to others complete metropolitan area break-| 
for $10 a copy. down of population and families 
for above areas. 

No. 3153. Meet Jim Foster. 
Corning, N. Y., market data, in- No. 3165. The New York Negro 
cluding retail sales and buying Market. 
power, makes up this four-page This survey of the Negro market 
folder issued by the Corning Eve- in the New York area was made 
ning Leader. by WOV and includes a population 
breakdown and product prefer-. 

No. 3154. Schenectady, an Essen-| ence. 
tially Urban Market. | 
This brochure published by the No. 3166. New York Metropolitan | 
Schenectady Union-Star, contains Italian Language Market. | 
figures on 1952 linage in retail| The size, character and buying 
grocery and drug store items, beer | habits of Italian-speaking consum- | 
and ale advertising. Chamber of | ers in the New York metropolitan 
Commerce figures on business ac- | area are covered in this WOV re- 
tivity are included. port. 


No. 3155. Retail Sales by Mer-\ wy 4 . 
chandise Lines in the New York ~s = sranteré Barket Date. 
Market. | Contains complete breakdowns 
Compilations based on the 1948. of all retail sales of Rochester and | 

Census of Business showing total | trade oe a farm data in 

sales of 33 groups of merchandise | S‘@tistical form. Issued by Market 


in 80 product line groups and re- | Data Associates. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


ald le A ae a Para PGP eSrecer esr ee eho es ar Pal thy Ad ea aes Title 
ees oe 

Address 

i ere Pee ener er ce ig tea 6S 6 


This coupon not valid after July 10, 1953 


lated detailed information are in 
this New York Times booklet. 


No. 3156. Biggest Kitchen in Cen- 
tral New York. 

This folder by WHEN, Syracuse, 
contains information on “Kay’s 
Kitchen,” a 15-minute morning 
telecast, and its audience. 


No. 3157. Purchase of Boxed Can- | 
dy. 

Brands of boxed candy pur- 
chased in a two-week period are 
listed in this report by WQXR. Da- | 
ta was collected in personal inter- | 
views by Pulse Inc. | 

| 


No. 3158. Record Player Owner- | 
ship. 
This WQXR report is a tabula-| 

tion of record players listed by | 

speeds owned in the New York) 


area. | 
| 


No. 3159. Investment Survey. 
Comparisons of 1952 and 1950. 
ownership of investments, num-| 
ber of issues, trading and mutual | 
fund participation are covered in| 
this WQXR survey of the New. 
York area. 


No. 3160. Survey of Banking Hab- 
its. 
Banks used for checking and) 
savings, the number of loans made. 
and which banks made them were | 
studied in this New York survey 
by WQXR. 


No. 3161. Vacations. 

Where a sample of New York- 
ers spent their 1952 vacations, 
when they left, the length of time, | 
cost and transportation are sur- 
veyed in this report by WQXR. 


No. 3162. Pulling Power. 

The results of an Advertising 
Research Bureau survey in Ro- 
chester, on the radio market, is 
contained in this booklet by 
WHAM, Rochester. 


No. 3163. Market Analysis of Up- 
state New York. 

This report, published by 
WHAM, contains current data on 
Rochester and the surrounding 23- 
county area. Included is informa- 
tion on area, population, farm 
facts and other market factors. 


No. 3622. New—Buffalo ABC City 


Zone. 

The report by the Buffalo Cour- 
ier-Express compares new city 
zones with old city zones and 
shows relationship of city zone to 
three other commonly used Buf- 
falo market areas. It also gives 
summary data on population, fami- 
lies, retailing, etc., for each of the 
four market areas described. 


No. 3623. Map of Buffalo and Eight 
Counties of Western New York. 


This 17x22” map shows counties, 
townships, villages and cities in 


One of the Nation’s 
Top Test Markets | 


- SPRINGRFIELD’S - 
_ Newspapers Cover 
the Market 
at Low Cost 


SPRINGFIELD, ILLINOIS 


“WEST-HOLLIDAY CO. INC. _ National’ Representatives | 
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Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market data (insert number of each item wanted): 
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This coupon not valid after July 10, 1953. 


No. 3164. Survey of the New York 

City Negro Market. 

Brand preferences, extent of 
product purchases and buying 
power are covered in this survey 
conducted by Fact Finders Asso- 
ciates Inc. for the Amsterdam 
News, from which copies are 
available. 


NORTH CAROLINA 


rolina. 


This file folder describes the 
Kinston area market in the 22 east- 
ern counties and includes statis- 
tical tables on number and kinds 


SS 
= 
— 
~.) 


ca 
WONS TV courmoos pono 


the Television Station to receive the 


ALFRED I. du PONT AWARD for 1952! 


WBNS-TV is proud of this honor, and wishes to ex- 
press their sincere gratitude to the industries, churches, 
schools, universities, civic groups and service organ- 
izations for their fine cooperation in.developing our 
many public service features. 


The same staff whose efforts contributed to the 
winning of the DuPont award ig responsible for all 
of WBNS-TV’s programing. 

We are inspired to renew our pledge to make every 
continued effort to maintain the high standards of pro- 
graming and promotion which have won us such heart 
warming recognition, 


It is our constant aim to bring our viewers a better 
understanding of their own community and material 
resources, and thereby enrich their lives and way of 
living. 


To this we pledge our services... 


COLUMBUS, OHIO 
CHANNEL 10 


CBS-TV NETWORK © Affiliated with Columbus Dispotch ond 
4 WENS-AM © General Sales Office: 33 North High Street 
: REPRESENTED BY BLAIR TV 


| of retail outlets, dollar volume and 


circulation breakdowns. It is is-| 
No. 3388. Kinston, Largest City sued by the Kinston Daily Free | No. 3397. WBTV-Charlotte Nielsen || 
Market of Eastern North Ca-| ‘ian 


Press. 


No. 3389. Facts About the Top 

Buy in Charlotte, N. C—WGIV. 
Information on urban and rural 
| population, 1951 spending totals, 
|a coverage map and other data of 
the Charlotte market have been 
compiled in this folder prepared 
by WGIV, Charlotte. 


No. 3390. Winston-Salem Monthly 
Grocery Inventory. 
This monthly bulletin published 
by the Winston-Salem Journal and 
Sentinel reports monthly sales 
movements and shows total units 
sold, per cent distribution and total 
units on hand for 500 brand names. 


No. 3392. Standard Newspaper Da- 
ta. 


History, management, editorial 
program, contents, circulation and 
linage data are included in this 
presentation by the Winston-Sa- 
lem Journal and Sentinel. 


No. 3391. Winston-Salem, Pied- 
mont, N. C.’s Favorite Shopping 
Center. 

This 12-page color brochure by 

the Winston-Salem Journal and 
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| Sentinel outlines the Winston-Sa- plus county-by-county data on 
‘lem trading area and includes a| population, radio homes and retail 
‘coverage map, territory data on sales have been compiled in this 
construction, tobacco, postal re- brochure by WSJS, Winston-Sa- 
| ceipts, bank resources, income, | lem. 
population and other data. 

No. 3387. Raleigh and the Golden 


No. 3394. Retail Digest. | Belt of the South. 

This four-page report is pub- | This folder by the Raleigh News 
‘lished monthly by the Winston- & Observer includes information 
Salem Journal and Sentinel and ° population, households, retail 
‘shows local trends and ideas in and food sales, plus other market 
retailing within the market. | Gata. 

No. 3395. You Can’t Cover North N°. agg Market Data for Ashe- 
; * ville. 

eg a0 i lat the saritaad The Asheville Citizen-Times of- 
; fers a market data folder for 
_ This four-page color coverage | Asheville and its trade area, in- 
map by the Winston-Salem Jour- cluding a map, with figures on 
nal and Sentinel shows population population, retail sales, buying 
and coverage of the nine-county jncome, information on retail and 
trading area. | wholesale outlets, etc. 

| 
| No. 3396. WBTV Coverage Map. No. 3439. Market Facts for Wil- 
| This coverage map issued by| mington, N. C. 
| WBTYV, Charlotte, includes dataon, Market data for Wilmington and 
‘population, retail sales, other sales, its trading area are provided in a 
buying income and other market folder issued by the Wilmington 
information. |Star-News. It covers population, 
| |retail sales, buying income and 
/many other details about the mar- 


| 1952 Data. 


| Data for the WBTV, Charlotte, | 


| market as determined by the 1952, NORTH DAKOTA 


Nielsen coverage survey shows No. 3410. Bountiful North Dakota. 


[Per cent of families owning TV) this color booklet tells the story 
oo d by WBTV of North Dakota agriculture, in- 

. dustrial development, commercial 
| expansion, mineral resources de- 


velopment and other activities. It 


is issued by the Grand Forks Her- 
ald. 
reached by WDNC, Durham, N. C., OHIO ‘ 
plus a breakdown of the popula-| 
‘tion are reported in this WDNC No. 3626. Retail Planning Calen- 
booklet. | dar. 
| This calendar, issued monthly, 
| No. 3399. WDNC Market Data. includes Neustadt figures for U. S., 
and Cincinnati, Federal Reserve 


Market data, including a map. , 
showing 0.5 millivolt ee ge, ro sales indexes, retail sales planning 


, sna : | chart, weather and other local in- 
dio families covered, retail drug | ° ae . 
and food sales by counties are con- | pr megs Produced by the Cin- 
tained in this WDNC, Durham, “""@" “"quirer. 


brochure. ; 
| No. 3627. The Fifth Annual Report 


Your Product’s Out of the Cleveland Consumer 
Panel. 

A report of the food purchases 
by type and brand name made by 
500 typical Cleveland families from 
October, 1951, through September, 
1952, on a quarterly basis. It af- 
No. 3386. Coverage Data. \fords an annual trend comparison 

A map of the 4% millivolt serv- | since 1949. Compiled by the Cleve- 
ice area, day and night coverage, | land Press. 


|No. 3398. County Coverage of 
WDNC. 


Total radio families in counties | 


No. 3385. 


Front on WPTF. 

Coverage of WPTF, Raleigh, and 
details of its merchandising plan 
are included in this brochure. 


* Look Ahead 
* Think Ahead 
* Be Ahead 


® Yes, your retailers will be 


Huntington. . . 


(Evening) 


© 1952 Populatien 87,500 


LISTEN TO THOSE RE-ORDERS! 


quantities as a result of your advertising in the choice market of 


The Huntington Advertiser and The Herald - Dispatch 


in West Virginia’s largest city — Huntington 
Represented by The Katz Agency, Inc., 


LOOK AT THE FACTS 


© A. B. C. City Zone over 100,000 
Trading Center for 615,000 people © Industrial Powerhouse 
© Merchandising Minded Newspapers 


PLAN A CAMPAIGN 


* Make your advertising dollars 
buy the coverage you want.. 
the coverage you need... in the 
Tri-State empire, where W. 
Va., Ky. and Ohio meet. 


reordering your product in evan bigger 


WHEN YOU USE 


(Morning) 


488 Madison Avenue, New York, N. Y. 
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No. 3628. One Year Makes A Big;tive booklet describing Toledo’s | No. 3642. Try Testing Toledo. 


Difference in Columbus. 


A sheet by WBNS-TV showing 
1951, 1952 and 1953 comparisons of 
population, sales, income and cov- 
erage. 


No. 3629. Economic and Marketing 
Map of Columbus. 


This is a map of Columbus 
showing streets, principal shopping 
areas, stores in those areas, aver- 
age rental values by census tracts, 
population of census tracts and 
economic groups. Published by the 
Columbus Dispatch. 


No. 3630. Columbus Dispatch Cir- 
culation Book 1952. 


Contains population, families 
and distance from Columbus for 
all central Ohio counties served by 
the Dispatch. 


No. 3631. America’s Test Market. 

A four-page folder, 8%x11”, de- 
scribing the Columbus market and 
how it meets or surpasses the ten 
major requirements of a good test 
market. Issued by the Columbus 
Dispatch. 


No. 3632. Consumer Analysis 


(1952). 

This report shows the result of | 
a 2.75 sampling and survey of) 
Columbus families prepared by the | 
Columbus Dispatch. It shows buy- | 
ing habits, brand preferences, and | 
yearly comparisons of brand popu- | 
larities. 
No. 3633. Canton, O., Basic Market | 

Facts. | 

A 12-page booklet containing | 
population, income, retail sales, 
buying power statistics for the 
Canton market area. The report 
gives statistics for Canton and its 
metropolitan and trade area. In- 
dustrial and farming information, 
plus the picture of competition in 
the area are given as well. Pro- 
duced by the Canton Repository. 


No. 3634. What Kind of People. 


A breakdown of circulation by | 
suburban territories, class of peo- | 
ple and buying habits, also earn- | 
ing power in Lorain. Issued by the 
Lorain Journal. 


No. 3635. And Pulled Out a Plum. | 


A breakdown of the Lorain mar-_ 
ket buying power, employment, 
income brackets, circulation by) 
city and suburban areas—break- | 
down of city population by racial | 
groups, produced by the Lorain 
Journal. 


No. 3636. The Zanesville Market. | 

A single sheet, giving a thumb-. 
nail outline of Zanesville and 
southeastern Ohio, with a map of 
Zanesville trading areas and circu- 
lation of the Zanesville Times Rec- 
ord and Signal. 


No. 3637. Industrial Firms and 
Employes. 

A single mimeographed sheet 
containing principal industrial and 
manufacturing firms and the num- 
ber of employes in Zanesville, 
compiled by the Zanesville Cham- 
ber of Commerce and produced by 
the Zanesville Times Recorder. 


No. 3638. Retail Sales—Muskingum | 
County, O. 

A mimeographed sheet giving 
kind of business, number of out- 
lets, retail sales in 1948 and 1951 
in Muskingum County, O. Pre- 
pared by the Zanesville Times Re- 
corder. 


No. 3639. Zanesville Fills the Gap. 


A tag stock folder which can be 
filed gives city and trade area data 
plus the circulation of the Zanes-. 
ville Times Recorder and Signal. 


No. 3640. Toledo Today. 
A comprehensive and informa-. 


‘home ownership, size of homes, | 


family income, size of Toledo mar- 
ket and trading area. Produced by 
the Toledo Blade and Times. 


The extent to which Toledo 
meets all the necessary require- 
ments for a good test market ac- 


cording to standards laid down by 


agencies as found through a survey 


No. 3641. The Toledo Blade Market 
Map. 

A market map showing Toledo’s 
ABC city zone. Toledo’s ABC re-| 
tailing zone, population and daily 
Toledo Blade coverage of cities and. 
towns over 1,000 in the Toledo. 
trading area, also retail sales for) 
the Toledo trading area and retail | 
sales for Ohio’s eight major mar-| 


kets. | 


No. 3643. WHK .Market Data. 


by WHK, Cleveland radio station, | 
contains combined day and night 
contour maps for WHK, also pri- 


mary counties, percentage of coun- | 


ties covered, total population cov- 
ered, net effective buying income 
and retail sales (total sales, food 
sales, drug sales and merchandis- 
ing sales). 


conducted by sales managements. 


Issued by the Toledo Blade and 


Times. 


‘No. 3644. Sales, Sales Sources, 
Sales Penetration in the Cleve- 
land Market. 


Details for Cuyahoga County, | 


the relative volume of purchases| 
by economic levels and geographic | 
area. Also, for the remaining 29) 
counties of the market, it details | 


Cleveland wholesaler penetration | 
This market data folder issued of the area and also reports rela- | 


tive volume by counties of major 
sales categories. Issued by the 
‘Cleveland Plain Dealer. 


No. 3645. 1952 Food Facts of the| 


Compact Cleveland Market. 
Detailed essential information 
about those channels through 


which all food store products flow | 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


to the consumer, prepared by the| by makes and totals for the indi- 
Cleveland Plain Dealer. 


cated geographic areas of ABC 
Cleveland, compiled by the Cleve- 


No. 3646. New Car Sales—ABC land Plain Dealer. 
| Cleveland. 

This semi-annual report indi-| No. 3648. Food Continuing Survey. 
cates the sale of new passenger cars| 


This report by the Sidney Daily 


sc Motel 


MAGAZINE 
5 So. Wabash Ave., Chicago 3, Ill. 


tural-industrial 


Frank P. Fogarty 
General Manager 


WOW-TV's NEW 100 K. W. 
“MAXIMUM POWER” envel- 
ops thousands of potential 
new television viewers in Ne- 
braska, Iowa, and Missouri— 
in the heart of the rich agricul- 


MAXIMUM POWER’ 


100,000 Watts Video - 50,000 Watts Audio 


MAXIMUM COVERAGE 


Midwest. 


WOW-TV 


OMAHA - CHANNEL 6 


*As Powerful As ANY Station In Its Range Is Or Can Be! 
A MEREDITH STATION — BASIC NBC & DUMONT AFFILIATE — Represented by BIAIR-TY, Inc. 


STi MLL LEADING 
HE PARADE! 


Continuing a lengthy 
tradition of notable 
television “FIRSTS’— 
WOW-TV, Omaha, was 
the FIRST television 
station in the massive 
Midlands to offer adver- 


tisers and viewers— 


NOW! Your advertising 
message reaches the larg- 
est potential television 
audience possible in the 
Omaha market area ex- 
clusively on— 


Fred Ebener 
Sales Manager 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


News put out four times a year is 
based on a panel of representative 
stores giving distribution and rela- 
tive sales data on nine selected 
classifications of foods. The sur- 
vey shows the distribution by 
brands and the relative sales posi- 
tion of each brand for each of the 
classifications. 


| 
| 
No. 3649. New Car Sales and Lin-| 
ages in Shelby County, O. 

Issued the first of each month) 
_by the Sidney Daily News, this | 
_records sales of new cars taken di-| 
| rectly from the county clerk’s rec- | 
ords. New car advertising linage | 
for each make of car is also in-| 


‘cluded in the report. | 


| 


““T’’ is for Teacher 


and you can have her 
rooting on your side 


Much of what teacher says and does in 
classes and in rsonal talks with 
26,000,000 school kids eventually reaches 
10,000,000 homes. And many of her 
ideas and philosophies are gleaned from 
the pages of her own State Teachers 
Magazine. 


The advertising menage of your prod- 
uct, business, or association in State 
Teachers Magazines will reach 866,000 
regular subscribers. No other medium, 
regardless of cost, can reach this vast 
influence group. 

You can advertise to one state, a 
group of states, or the entire country 
with the 44 State Teachers Magazines. 
For details, write Miss Georgia C. Raw- | 
son, Executive Vice-President, State 
Teachers Magazines, 307 N. Michigan | 
Ave., Chicago 1, Illinois. | 


State 
TEACHERS 


Magazines 
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No. 3647. 1952 Liquor Sales by|17th newspaper to join the Con-! firms in the Canton area. The fold- 


Counties of Northeastern Ohio.| solidated Newspaper Research|er shows how many people are 


A report on the number of stores, 
sales volumes, and maps showing 
distribution of state liquor stores. 
Printed by the Cleveland Plain 


| Dealer. 


No. 3650. Beer and Ale Continuing 
Survey. 


Published by the Sidney Daily 
News four times a year, this report 
is based on a pane! of retail beer 
permit holders. It gives data on 
all brands of beer and ale in stock 
or regularly carried, plus relative 
sales position of each. The com- 
pleted study is a compilation of 
all permit holders’ data to show 
the sales positions of all brands 
of beer and ale sold in the market. 


No. 3651. WERE Market Data. 


Complete market information by 
this Cleveland radio station, in- 


cluding population breakdown ac- 


cording to foreign language groups; 
chain food and drug stores; radio 
houses, and other pertinent infor- 
mation. Published by Cleveland 
Broadcasting Co. 


Times-Star 
the 


No. 3652. Cincinnati 
Consumer Analysis of 
Greater Cincinnati Market. 

The Cincinnati Times-Star is the 


NOW! You can sell a 


FLORIDA'S Billion Dollar GOLD COAST 


* Airline Tour Sales up 50% 


Airline tours selling 50% ahead of last 
year — more hotels and motels open — 
reservations heavy and heartening — 
Chamber of Commerce inquiries soaring! 
These and other reports point to a record- 
smashing summer season. Yes, even big- 
ger than last summer, which drew over a 
million tourists — more people than popu- 


JOHN S, KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Reps 
Affiliated Stations -- WQAM, WQAM-FM 


cost, 


, p 
“Vere FLOR? 


* Hotel Bookings show Big Gain! 


late the entire city of Cleveland! 

Why not boost your budget to really blast 
this potent summer market? You can 
make every dollar tell and sell thru The 
Miami Herald, which blankets all of this 
booming Gold Coast market at one low 


iamii Herald 


project and this report, much of 
which will also appear in the con- 
solidated report, gives brand pref- 


ping habit information, income and 


mation and other market statistics. 


No. 3653. The Metropolitan Cin- 
cinnati Market. 


A four-page folder that sum- 
marizes important statistical data 
about the Cincinnati market. 
Shown are population, dwelling 
units, newspaper circulation, in- 
dustrial significance of Cincinnati, 
including leading types of manu- 
facturers, market indexes, number 
of stores and outlets in eight clas- 
sifications, principal cities, towns 
and villages in the primary three- 
county trading area, etc. Published 
by the Cincinnati Times-Star. 


No. 3654. Market Facts About 
Cleveland. 


Ten pages of data on greater 
Cleveland, compiled by the Cleve- 
land News, showing population 
characteristics, industry, transpor- 
tatien, retail trade, etc. Revised 
from a similar brochure produced 
last year so that most of the data 
is no later than 1951. 


No. 3655. Air Trails Network Pro- 
motes Sales. 


Coverage maps for WING, Day- 
ton; WIZE, Springfield, and 
WCOL, Columbus. Also, popula- 
tion, radio families, retail sales and 
income figures for Dayton, Spring- 
field and Columbus, both individ- 
ually and combined markets in 
the Air Trails Network, Dayton. 


No. 3656.- Dayton Market Data 
Folder. 


Complete market study by Day- 
ton Daily News. Includes payroll 
information, types of industry. 


No. 3657. Trade Area Map. 


Primary market, secondary mar- 
ket, zone of influence and con- 
servative ABC market for Dayton 
and the Miami Valley are shown 
in a map produced by the Day- 
ton Daily News. 


No. 3658. Canton Payroll Data. 


Published monthly by the Can- 
ton Repository is this four-page 


erences, retail distribution, shop-_| 


rentai data, home ownership infor- 


_ paid each day of the month and 
| what manufacturing firms pay on 
'that particular day. 

| No. 3659. Canton, O., Basic Market 
Facts. 


Basic market data booklet con- 
taining population, housing, buy- 
ing income, retail sales figures, 
|}manufacturing, farming and de- 
scriptive information abeut the 
Canton market, broken down by 
city, metropolitan area and retail 
trading area zones. Issued by the 
Canton Repository. 


No. 3660. WHK Market Data. 


Includes coverage contours for 
WHK, Cleveland, and sales and 
income figures for primary coun- 
ties. 


No. 3661. Akron Beacon Journal 
Coverage of Cities and Towns 
in Trading Area. 


Gives coverage of cities and 
towns in the newspaper’s trading 
area, number of families and the 
newspaper’s circulation. 


No. 3662. Census Tracts. 

Census tract for Akron, Barber- 
‘ton, Cuyahoga Falls population 
and approximate number of fami- 
lies. Issued by the Akron Beacon 
Journal. 


No. 3663. Akron Beacon Journal 
Trading Area Map. 
This map shows the various 
zones of Akron’s trade area in dif- 
ferent colors. 


No. 3664. Set of Four Maps. 


A set of four maps on Cincin- 
nati newspaper coverage, popula- 
tion of cities, towns, counties and 
also families. Covers 21-county tri- 
state area. Issued by the Cincin- 
nati Enquirer. 


No. 3415. Beer Buying Habits in 

Columbus. 

A report on beer buying habits 
in the Columbus area issued by 
Crosley Broadcasting Corp. based 
on a telephone survey of 490 fam- 
ilies, showing brand preference, 
how many families buy beer for 
home use, who makes the pur- 
chase, who drinks the beer and 
where the beer is bought. 


No. 3416. Beer Buying Habits in 


multigraphed piece _ containing) 
payroll data for manufacturing | 


Cincinnati. 
A report on beer buying habits 


— LAKE SHORE ELECTROTYPE DIV. 


ELECTROGRAPHIC CORPORATION 
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in the Cincinnati area based on a 
telephone survey of 494 families 


showing brand preference, how) 
many families buy beer for home| 


use, who makes the purchase, who 
drinks the beer and where the 
beer is bought. Published by 
Crosley Broadcasting Corp. 


No. 3417. Bread Survey, TV Areas. 
A report on bread purchases by 


brands and by socio-economic 


groups in the WLW television 
areas, based on a survey among 
368 families in the Cincinnati TV 
area, 242 families in the Dayton 
TV area and 244 families in the 
Columbus TV area. Published by 
Crosley. 


No. 3418. The WLW Consumer 
Market for Soaps and Deter- 
gents for Clothes and Dishes. 
A report based on a survey of 

buying habits among 2,061 fam- 

ilies in the WLW, Cincinnati, area. 

This report contains the relative 

brand position by districts and by 

socio-economic groups of various 
soap and_ detergent products. 

Brand positions are reported sep- 

arately for their use in washing 

dishes and in washing clothes. 


No. 3429. Beer Buying Habits in 
Dayton. 


The research department of 
Crosley Broadcasting Corp. has is- 
sued this report on beer buying 
habits in the Dayton area, based 
on a telephone survey of 500 fam- 
ilies. Shows brand preferences, 
how many families buy beer for 
home use, who makes the pur- 
chase, who drinks the beer and 
where it is bought. 


No. 3430. Payroll Dates. 

The Canton Repository pub- 
lishes a monthly tabulation of in- 
dustrial payroll dates in Canton 


and vicinity. Lists of paydays of 
the month and names of compa- | 
nies paying on those days, with | 


number of employes paid. 


No. 3431. Sixteenth Cincinnati 
Times-Star Annual Payroll. 
A survey of day-to-day pur- 

chasing power in greater Cincin- 

nati, based on actual payrolls of 


288 manufacturers. Shows when) 


employes are paid and how much 
they receive. 


No. 3432. Merchandising in Action. | 
WGAR, Cleveland, has issued | 


this material describing details of 
its chain store display plan, with 


illustrated result stories from the 


first year’s operation. 


| OREGON 
No. 3666. Sales Study of Portland | 
Grocery Stores. | 


| Released by the Portland Ore- 
'gonian, this study details grocery 
stores in the Portland ABC city 
‘zone by chain and independent, | 
volumes, private brands, merchan-| 
dise specialties, advertising and 
busiest days. 


No. 3667. Where Families Buy | 
Your Grocery Store Products 
in Oregon. 


Oregon and southwestern Wash- 
ington counties are listed by fami- 
lies, the number of food stores, 
average store volumes, food sales, 
family food sales and newspaper 
coverages in this report by the) 
Portland Oregonian. | 


| 

No. 3668. Market Coverage in the | 
Oregon Market. 
Newspaper coverages of families | 
by counties are given in this sur- 
vey made by the Portland Oregon- 
ian. It reports population, families, 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


Please send me the following market data (insert number of each item wanted): 


NS OES ERE ERESERERES OE re ee oer roe Gree mt eer erOnerTe Ter ery re rere 

IGS 946655 0's 0 600d + csp wna eeaig hs MAME eee ladraels wee eet een ee ae ee 

GUGER DS 80 cece ec ere nsw snnwab ep havWKeele ed bean ees a adale me Berea bak Ge tei aaieeee tiene Eee 
. 

INC ios '6 5.445 640505 93s deS ee eae eer eee 


This coupon not valid after July 10, 1953. 


putitin 


| 


No. 3433. Cincinnati Retail Trad- | 


ing Zone and Metropolitan 
Area. 


Two maps printed on a file 
folder, which also contains tables 
of urban population of counties 
in terms of percentages, number 


of households, incorporated areas 
of 2,500 or more population, etc. | 
Published by the _ Cincinnati 


Times-Star. 


OKLAHOMA 
No. 3665. KOTV Market Data 
Sheet. 


Contains population, sales, in- 
come and coverage figures for the 


area of this Tulsa television sta-| 


tion, KOTV. 


No. 3440. Muskogee Market Data. 


Population, retail sales, buying 
income and many other facts 
about Muskogee and its trading 
area are shown in this booklet 
issued by the Muskogee Phoenix 
and Times-Democrat. 


No. 3441. Tulsa Market Data. 


The Tulsa Tribune and World 
offers a market data folder on 
Tulsa and its trading area. It 
covers population, retail sales, 
buying income, retail and whole- 
sale outlets and other details. 


/ 


PS Cowwenciat Appcat —Press-Scimitar 


fence 


We Cannot Find Another 


eee Can You? 


Can you find another 2'/2 billion dollar market where two 
newspapers offer 65.5°% family coverage in the impor- 


tant cities of the trading area ... outside Memphis... 


where buying power is concentrated? 


To sell Memphis . . . and the market Memphis serves . . . 


put it in CAPS. And 88% of all general advertisers do 


put it in CAPS. This is overwhelming endorsement of a 


voluntary combination rate. 


THE = AM e” MEMPHIS Press Nhsame 


Two dailies and The South's Greatest Sunday Newspaper 


SCRIPPS- HOWARD NEWSPAPERS 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


retail sales, food sales, drug sales, 
and automobile registrations for | 
all Oregon counties plus seven 
counties of southwestern Washing- | 
ton. 


No. 3669. Beer Sales by Brands. 


This Portland Oregonian report 
lists beer brands by volume for) 
each year from 1936 through 1951. 
for Oregon from records of the | 
—- Liquor Control Commis- 
sion. 


No. 3671. Appliances.and the Men' 
Who Sell Them. 

This report is based on 11,188 
interviews of Oregon and south- 
western Washington homes made 
by Dan E. Clark II & Associates 
for the Portland Oregonian. It lists 
buying plans for 12 major appli- 
ances. 


No. 3670. Shopping Study of Port- 
land Independent Grocery Store 
Customers. 

A report on shopping habits sur- 
vey conducted by Reed College for 
the Portland Oregonian at 14 in- 


dependent stores in the Portland 


AEC city zone. 


No. 3672. Payday Sales Card. 


This lists percentages of em-' 


ployes paid by dates in Multno- 


mah County for three-month peri-. 


ods. Prepared by the Portland Ore- 
gonian, 


No. 3673. How the Oregonian Mer- 
chandises Your Products to 
Women. 


This brochure illustrates mer-| 


chandising services offered by the 
Portland Oregonian. It also details 
responses by women to types of 


, n€wspaper-sponsored programs, 
| patterns and activities. 


No. 3675. KERG Market Data. 

This reports retail sales com- 
parison of Eugene-Springfield twin 
cities market with other compar- 
able markets. Prepared by KERG, 
Eugene, radio outlet. 


No. 3676. Lane County—Oregon’s 
Second Market. 

A pictorial description of Lane 
_County communities, industry and 
recreation facilities, prepared by 
_the Lane County Publicity Com- 


mittee. 

No. 3677. Map of Eugene-Spring- 
| _ field Metropolitan Area. 

| This is a map of the Eugene- 
Springfield, Ore., metropolitan 
-area listing the Register-Guard 
ures for Lane County and Eugene. 
No. 3678. KERG-CBS Map. 

| Contains coverage map, retail 
,and wholesale figures covering Eu- 


a Seattle Food Broker 
Sells This | entire market | 


not t 


aybost 


a 


Lone ebace 


t ~.. 


HE WANTS top visibility, outstand- 


ing readership and mass market penetration. 


g in the PICT ORIAL REVIEW 


HE GETS IT by advertisin . 
Sunday Seattle Post-Intelligencer. = 


SECTION of the 


THE SUNDAY P-I reaches an 
urban families in the cities an 


entire market area. 


THE SUN 


the greatest circulation in the 


... but also the 


ment in every city and town in t 
on market... at the lowest cost! 


Gg SERINE 


Washingt 


best show place 


le 
ce 


POST-INTE 


* Stars represent key 
cities and towns with 20% 
and greater family coverage. 


TRA PASCO 


average of 53% of all 
d towns throughout this 


DAY POST-INTELLIGENCER offers not only 
state of Washington 


for your advertise- 
his great Western 


aie * 
a 


aN 
. 


| cgverage and sales population fig- | 


gene-Springfield twin cities and 
information on this Eugene radio 
station’s service and promotion. 


No. 3674. KEX Bulletins. 


| These bulletins are released 
about 25 times a year by this Port- 
land Westinghouse radio station. 
Each refers to specific KEX pro- 
gramming, analyzes the market, 
results obtained by advertisers, 
mail response, etc. 


PENNSYLVANIA 


No. 3320. Market Data for Allen- 
town, Pa. 

Retail trading zone population, 
industrial and income _ informa- 
ition for the Allentown area is 
'contained in this folder prepared 
by the Call-Chronicle Newspa- 
pers Inc. 


No. 3321. Pittsburgh Market Map 
of Allegheny County. 

Included in this folder by The 
Pittsburgh Press is an economic 
level map of Allegheny County 
showing 1950 census information 
for all boroughs, wards and town- 
ships. 


No. 3322. Circulation and Cover- 
age—by Towns and Counties. 
Data included in this report by 

the Philadelphia Bulletin consists 

of population, family, counties in 


area, towns of 1,000 or more popu- 
lation in the area, and other in- 
formation. 


No. 3324. The Philadelphia Daily 
Newspaper Story, 1952. 
Market facts on _ population, 
families, retail sales, industrial ex- 
pansion and other merchandising 
factors are included in this book- 
let by the Philadelphia Bulletin. 


No. 3325. Circulation Coverage 
Charts. 

This Philadelphia Bulletin fold- 
er shows comparative coverage in 
number of families, circulation 
and per cent family coverage of 
the three Philadelphia daily news- 
papers. 


No. 3326. Williamsport, Pa., Trad- 
ing Map. 

This map prepared by the Wil- 
liamsport Sun Gazette Co. shows 
the trading area around the north- 
central Pennsylvania city. 


No. 3327. Williamsport, Pa., Data. 
This reprint from the Editor & 


the ABC city and retail trading | 


Advertising Age, May 11, 1953 


Publisher 1953 market guide con- 
tains data concerning Williams- 
port, Pa., and is issued by the Sun 
Gazette Co. 


No. 3323. Food and Grocery Trade 

Directory. 

This 1953 directory gives basic 
information on officers, buying 
and advertising personnel, inter- 
viewing hours, area covered, mer- 
chandise sold and other data for 
chain groups, wholesaler and vol- 
untary groups, retailer-owned 
warehouses, brokers and manu- 
facturers, manufacturers’ local 
offices and frozen food whole- 
salers in the Philadelphia area. 
It is issued by the Philadelphia 
Bulletin. 


No. 3328. This Is WCAU-TV. 

Coverage area, audience figures 
and program data are included in 
this booklet issued by WCAU-TV, 
Philadelphia. 


No. 3329. They Do Follow Penn 

on 1210. 

Audience figures for periods 
that Penn football games were 
broadcast in 1952 make up this 
folder issued by WCAU, Philadel- 
phia. 
No. 3330. The Easton Express 
Brochure. : 

Market data on the Easton Ex- 
press portion of the Allentown- 
Bethlehem-Easton metropolitan 
area, including newspaper circu- 
lation breakdowns and area maps 
are contained in this brochure by 
the Easton Express. 


No. 3331. To Help You Sell the 
York, Pa., Market. 

Effects of decentralization on 
retail sales of York by geograph- 
ical regions, relative expenditures 
by national advertisers in the area 
as compared with neighboring 
metropolitan markets, plus other 
data are in this Gazette & Daily 
brochure. 


No. 3332. Ever Wonder? 

ABC figures on magazine sales 
in Lycoming County are com- 
piled on this sheet by the Wil- 
liamsport Sun Gazette and Bulle- 
tin. 


No. 3604. 1952 Allegheny County 
New Passenger and Commer- 
cial Car Sales. 

This is an analysis of new pas- 
senger and commercial car sales in 

Allegheny County (Pittsburgh 


COSTS LESS 


Supplies, Services. 


THESE PLUS-FACTORS! 


ALL-Buyers . . . 

ALL-Packagers .. . 

Up to 67% more 
Space per 


ad dollar... 


HAYWOOD PUBLISHING CO. 


22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 
1O1 PARK AVENUE 


NEW YORK 17 
West Coast . . McDonald- 


WITH MORE PACKAGERS 


The 15,000 every-month rcaders 
of PACKAGING PARADE make 
70% of the $7,500,000,000 annual 
purchases of Packages—Packaging 
Materials, Packaging Machinery, 


ONLY 1 MAGAZINE GIVES YOU 


97% U.S. Circulation... 


PER CONTACT 


PACKAGING PARADE 
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market) for the year 1952, pre- 
pared by the Pittsburgh Press. 


No. 3605. Liquor Sales in Pennsyl- 
vania—Last Six Months of 1952. 
An analysis of liquor sales in 
Pennsylvania for the last six 
months of 1952. Issued semi-an- 
nually by the Pittsburgh Press. 


No. 3333. Man at Work. 


This booklet describes three as- 
pects of the Pittsburgh market, 
Allegheny County, the 15-county 
area and the tri-state area, with 
market figures for each. It is pub- 
lished by KDKA, Pittsburgh. 


No. 3334. In Philadelphia, WCAU 
Radio Delivers the Groceries. 


Local sales figures and details of 
local merchandising campaigns are 
in this folder by WCAU, Phila- 
delphia. 


No. 3335. Traffic Survey. 


Charts showing results of study 
of traffic flow into central Phila- 
delphia by auto, public transpor- 
tation and railroads plus estimates 
of the number of persons arriving. 
WIP, Philadelphia, published the 
report. 


No. 3336. What Is the Real Story 
of Merchandising in Philadel- 
phia? 

Programs for food and grocery 
product advertising by major 
Philadelphia radio stations are out- 
lined in this WIP booklet. 


No. 3428. Scranton Today. 


This brochure tells the story of 
Scranton’s growth in population, 
commercial establishments, and 
new industries. It includes em- 
ployment characteristics, buying 
power and other market indexes. 
Published by the Scranton Times. 


RHODE ISLAND 


No. 3700. Providence Journal-Bul- 
letin Almanac 1953. 


This booklet includes a 25-page 
section on the Rhode Island popu- 
lation, housing, trade, employment, 
income and business, and a 21- 
page section giving the names of 
all Rhode Island manufacturing 
plants employing five or more per- 
sons, principal officers, number 
employed and number of ma- 
chines. Price: 40¢. 


No. 3701. Beer and Ale, Gasoline 
and New Passenger Cars Na- 
tional Advertising Linage Re- 
port. 

This report by the Pawtucket 
Times gives complete linage fig- 
ures for the year previous to issue 
date. The book is brought out in 
February or March. It covers each 
brand product on the subject of 
the report. This report is made in 
connection with the New England 
Newspapers Advertising Bureau, 
which has data available for all 
of the New England states in bro- 
chure form. 


No. 3702. Retail Distribution of 
Grocery Products. 


A distribution survey of nation- 
ally-known food products made 
yearly by the Pawtucket Times. 
This is the 15th annual survey. It 
is made in cooperation with the 
New England Newspapers Adver- 
tising Bureau. 


No. 3703. Retail Distribution of 
Automotive Products. 


A complete distribution survey 
of tires, batteries and automotive 
accessories with contacts among 
gasoline service stations, indepen- 
dent repair shops, automotive 
stores and new car dealers. The 
survey is made by the Pawtucket 
Times in cooperation with the New 
England Newspapers Advertising 
Bureau. « 


No. 3704. Beer, Ale and Wine Bev- 
erage Yearly Distribution Sur- 
vey. 

This survey covers all nationally 
known and local beer, ale and 
wine products. It covers package 


stores and other outlets which No. 3442. Columbia Market Data. lumbia and its trading area is|and State. It contains figures on 


handle these products. Compiled 
by the Pawtucket Times in coop- 
eration with the New England 
Newspapers Advertising Bureau. 


SOUTH CAROLINA 


No. 3706. Greenville, South Car- 
olina’s First Half-Million Mar- 
ket. 

This is an analysis of the nine- 
county ABC Greenville city and 
retail trading zones of 494,212 peo- 
ple; and comparison of same with 
similar ABC markets of Columbia 
and Charleston, S. C., in income, 
retail sales, covered employment, 
covered wages and automotive 
registration. Prepared by the 
Greenville News and Piedmont. 


No. 3707. The State Magazine 

Readership Survey. 

This consists of a copy of the 
Columbia State Locally-Edited 
Magazine, issue of Sunday, Nov. 
2, 1952, studied by Publication Re- 
search Service, Chicago, and an 
explanatory brochure. 


A market data folder for Co- offered by the Columbia Record) population, retail sales, buying 


21 Farm-Rich Northwest Counties 


A rich rural market with a 


> . 
suite oo 7 $340,179,000 gross farm income 2.f2.n income of $12,146 
. . . 82% above the national 


mre $297,158,000 retail sales average. There’s buying 


‘alti power here ... and the 


yj a. $404,244,000 spendable income ARGUS-LEADER, with its 


ie Sold through .. . 


coverage in the area, has 
: SIOUX FALLS | d 


s. pan. |“ i) 


miner | LAKE 


(Plus) 3 coun- 
ties in central 
s. D., not 


shown. 


98% Family Coverage 
of City Zone 


66% Family Coverage 
Retail Trading Zone 


the selling power. 
South Dakota's Leading Daily Newspaper 
Represented by GILMAN, NICOLL & RUTHMAN 


if 


your advertising schedule 


in the Detroit Market 


does not include 
The Detroit Times 


you are missing 
“HALF’ 


of your Detroit 


customer potential— 
“HALF’ 


of your Detroit 


prospects. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


income, retail and wholesale food | No. 3713. Aberdeen—The Hub of 


outlets and other data. 


SOUTH DAKOTA 


Tuna Survey. 


This study is compiled to show | 


the number of cases of canned tuna 


(all brands combined) that whole- 
sale grocers expected to sell during | 


1952. 


No. 3709. Revised WNAX, Yankton, 


S.D., Fact File. 

The file includes information on 
population, families, total retail 
sales, food store sales, drug store 
sales, effective buying income, 
statistics on farm income, motor 


vehicles on farms and other 

selected items. 

No. 3710. WNAX, Yankton, S. D., 
Coffee Distribution Survey. 


Results of a survey conducted 
to determine the best selling cof- 
fees in the station’s area. Per- 


centage of distribution and sales) 


rank is shewn for the area’s 12 
leading brands. 


No. 3711. KOTA, Rapid City, S. D., 
Data Map. 


A coverage map and descriptive | 


information and figures on market. 


No. 3712. Rapid City, S.D., 1953) 
Business Survey and Market. 
Guide. 


A review of 1952 activities, 25-) 


vear progress statistical chart, 
departmentalized factual informa- 
tion upon western South Dakota. 


Published by the Rapid City Daily | 


Journal. 


a Rich Farm Empire. 


This is a market brochure con- | No. 
taining farm income, farm house- | 
circulation of 
No. 3708. Yankton, S. D., Canned |\the Aberdeen American-News and | 


holds, retail sales, 


‘other pertinent information. 


'No. 3714. Market and Media Data 
for Sioux Falls, S. D. 


This brochure put out by the 


Sioux Falls Argus-Leader has a 
map and contains pertinent infor- 
'mation broken down into counties. 


| TENNESSEE 


No. 3443. Jackson Market Data. 

The Jackson Sun has available 
a market data folder covering 
population, retail sales, retail and 
wholesale outlets, buying income 
with a map of the retail trading 
zone. 


No. 3444. Nashville Market Data. 

A data folder issued by the 
Nashville Banner and Tennessean 
contains a map of the retail trad- 
ing area, with figures on popula- 
tion, retail sales, buying income 
and other details. 


No. 3715. Grocery Distribution in 
Knoxville. 

A distribution check of selected 
| grocery items in a 10% cross sec- 
‘tion of Knoxville grecery stores. 
|Not a sales check, but a distribu- 
'tion check by brands. Published 
| by the Knoxville News-Sentinel. 


No. 3603. Memphis Consumer Pan- 
el Study. 


This report is published in three | 


parts: grocery, drug and clothing 
and house furnishing, and supplies 


demands the utmost skill and 


constant application of a wide vari- 


every 


ety of techniques: here at WASHINGTON 


job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


data on brand purc!.:ses and point | 
of purchase by families. Put out | 
by the Memphis Publishing Co. 
(Commercial Appea' and Memphis 
ene Scimitar). 


3716. WSM-TV. Nashville, 
Market Data Si:cet. 

Carries information on popula- 
tion, income, sales. 
| Nashville area. Issued by WSM- 


No. 3717. Percentage 

Market Folder. 

A folder incorporating special 
market map, giving percentages 
of coverage figures for the Com- 
mercial Appeal and Memphis 
Press-Scimitar in the 62 cities 
(plus Memphis) of 2,500 or more 
population where buying power is 
concentrated in the $2. billion 
Memphis market. Also, county and 
city populations and number of 
families. 


No. 3718. Exclusive 
Story. 

A folder introducing the 24,125 
city of Memphis families who read 
the Press-Scimitar exclusively in 
the daily newspaper field. Yearly 
average expenditures for food, 
clothing, drug _ products, _ etc., 
given for one typical family. 


No. 3721. We’re Bustin’ Our Mar- 
ket Buttons in Memphis. 

A comparison of 1942-1952. 
growth in the Memphis market 
area showing percentage of in- 
crease over 10-year period 
population, radio homes, effec- | 


Circulation 


| by WMC, Memphis. 
|No. 3722. The Memphis Market. 
A brief general survey and anal- 
ysis of the growth and buying 
habits of Memphis and the sur- 
|rounding territory; comprehensive 
‘coverage of sales data in varied 
fields. 
Chamber of Commerce. 


| TEXAS 


| 
No. 3723. Automobile Sales by Dis- 
tricts. 


San Antonio is divided into dis- | 


'tricts according to their character- 


year of 1952. Released by 
San Antonio Express. 


No. 3724. Waco—The Hub of Tex- 
as. 
Pertinent market data on Waco 


merce. 


coverage for) 


of Coverage | 


tive buying income, retail sales, | 
food sales and drug sales. Put out | 


Put out by the Memphis 


istics and by registrations of new | 
passenger cars by districts for the, 
the | 


put out by the Chamber of Com-| 


No. 3725. Wichita Falls in Brief. 

This booklet includes historical, 
‘factua! and statistical data about 
Wichita Falls and its main econo- 
|mic arteries. 
Wichita Falls Chamber of Com- 
merce. 


No. 3726. Wichita Falls Magazine. 


This quarterly publication fea- 
tures one major industry or eco- 
‘nomic factor and includes general 
|information about Wichita Falls 
'and how it lives, progresses and 
changes. Issued by the Wichita 
Falls Chamber of Commerce. 


No. 3727. Wichita Falls Buyer’s 

Guide. 

This guide includes listing and | 
cross-index of all wholesalers, | 
jobbers and manufacturers in) 
Wichita Falls and the products of | 
each. Put out by the Chamber of | 
Commerce. 


This includes facts and figures 
on Wichita Falls and its market 
area; plus pictorial coverage on 
the major economic arteries and 
way cf life in Wichita Falls. Re- 
‘leased by Times Publishing Co. 


No. 3426. Texarkana-Shreveport 
Channel Six TV. 

Four-States area, Southwest, 
market data; northeastern Texas; 


northwestern Louisiana; south-| 


Published by the. 
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KFRO, Longview. 


No. 3733. WOAI-TV, San Antonio, 
Market Data Sheet. 
Pertinent data on _ population, 
sales, income in the coverage area 


‘of WOAI-TV, San Antonio. 


No. 3734. WFAA-TV, Dallas, 
ket Data Sheet. 
This carries data on population, 


Mar- 


' sales, income in the coverage area 


| 


western Oklahoma and southwest-_ 


ern Arkansas. Issued by KCMC- | 
TV. 


in | 


| No. 3729. Big Package for 1952. 
A complete market data on the 
Southwest, 12 counties in West 
Texas and 12 counties in southern 
New Mexico. Issued by the El 
Paso Times and Herald-Post. 


No. 3730. 1952 Grocery Distribu- 
tion Survey. 

A distribution check of 72 food 
classifications in the city of El 
Paso made by the El Paso Times 
and Herald-Post. 


No. 3731. Fort Worth Star-Tele- 
gram 1952 Market Map. 

This map contains analysis of 
family coverage by counties and 
cities—Fort Worth and the 100- 
county trading area of West Tex- 
as. The map also shows retail sales, 
food sales, drug sales, etc., net ef- 
‘fective buying income, population 
for this area. Released by the 
|Fort Worth Star-Telegram. 


| No. 3732. KFRO Market Data. 
Map of coverage, audience, mar- 
ket and farm market, issued by 


and brief characteristics in the 

KWBC, Ft. Worth, coverage area. 

No. 3742. Lubbock—Hub of the 
South Plains. 


/in Corsicana-Navarro County 


of WFAA-TV. 


No. 3735. KPRC-TV, Houston, 
Market Data Sheet. 
Data on population, sales, in- 
;come in the coverage area of 
| KPRC-TV. 


| No. 3736. Formula for Harder Sell- 
ing in San Antonio. 
Market data figures, charts, and 
_ graphs for the area covered by 
| WOAI- TV, San Antonio. 


: tated | No. 3737. Let’s Clear Up the Sales 
No. 3728. Progressive Wichita Falls. | 


Picture 

and TV. 

A brochure of comparative fig- 
ures, maps and charts on the two 
Texas markets. Issued by WFAA- 
TV, Dallas. 


No. 3738. 1953 Map and Figures. 
A map of East Texas, including 
oil and gas areas, with market sta- 
tistics. One page illustrated. Re- 
leased by KFRO, Longview, Tex. 


No. 3739. 1952 Progress Report. 

This pamphlet lists construction 
in 
1950-51. Issued by the Corsicana 
Chamber of Commerce. 


No. 3740. Corsicana Market Data. 
This card, issued by the Corsi- 
cana Daily Sun and the Light, a 
semi-weekly, contains pertinent 
market data on Corsicana. 


of Dallas-Fort Worth 


No. 3741. Negro and Spanish Lan- 
guage Market in North Texas. 


Gives size of market, location 


The research department of the 
Federal Reserve Bank of Dallas 
has published this pamphlet giv- 
ing a complete picture of the city’s 
economic life, its history and 
growth and the cultural and rec- 
reational activities. Available from 
Station KSEL, Lubbock. 

No. 3743. Lubbock, Tex.—Market 

Data 1952. 


This gives population, retail 
sales, radio homes, per capita buy- 


A new national consumer promotional 
service for the manufacturers of home 
products, furniture, plumbing, heating, 


| 
| furnishings, building 


HERE'S HOW TO PLACE YOUR 
LITERATURE IN CUSTOM-HOME 


materials .. . 


PLANNERS’ HANDS — WHEN THEY WANT IT MOST! 


Here’s a brand new 


od ever 


own occupancy! 


ning needs. 


Each home planner receives a Dodge 


idea for 
advertising managers—the best direct meth- 
devised for getting your existent 
sales literature into the hands of families— 
“documented by Dodge”—who are definitely 
committed to build a custom home for their 
Whether they decide on 
your products or a competitor’s, depends on 
your cultivation at the peak of their plan- 


sales and 
while still a 


tial market. 


PLANNING KIT FOR OUR NEW HOME 
“planner”. 
signed to deliver your consumer literature 
promptly, directly—most economically—to 
the heart of this $2% billion custom residen- 


The “Kit” is de- 


Let us start delivering YOUR literature 
today to this outstanding group of custom 
home-building prospects via PLANNING 


KIT FOR OUR NEW HOME. Endorsed by 


leading national advertisers. 


| For further details: Consumer Services Dept. a 
F. W. DODGE CORPORATION I 
Dept. AA-511 119 West 40th Street New York 18, N. Y. . 
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ing, income, basic economy of the 
south plains of Texas. Issued by 
KFYO, Lubbock radio station. 


No. 3744. Hands Off. | 
A descriptive analysis of the 
five-county Temple “Dollar Shed.” 
Its value to the separate national 
classifications and the primary 
method of moving this market to 
responsive action is shown. Pub- 
lished by the Temple Daily Tele- 
gram. | 
| 
No. 3745. The Strangest Street in’ 
America. 


was made. Thirty-six retail gro- 
ceries were checked. 


No. 3450. Housewives’ Brand Pref- 
erence Survey, Beaumont. 
This survey of brand preferences 


of Beaumont housewives was con-| 
ducted so as to cover all sections, 
of the city and all income brackets | 


in proportion to the total popula- 


tion. It shows per cent of pref- 


erence, and the tables show 
changes, 1942-1952. Published by 
the Beaumont’ Enterprise 
Journal. 


and | 


City, contains millivolt and audi- 
ence coverage Maps showing retail 
sales and income market data 


No. 3501. KSL-TV...Highest TV 

Transmitter in America. 

A coverage map and market 
data updated to Feb. 1, 1953, are 
included in this folder by KSL- 
TV, Salt Lake City, announcing its 


'new transmitter. 


No. 3502. Consumer Analysis of 
Greater Salt Lake. 

| Published by Newspaper Agen- 
ey Corp., Salt Lake City, this is 


Data on Rio Grande Valley and ,No. 3451. Houston Market Data. a brand preference study of prod- 


its four counties which is the 65th 
metropolitan market area of the 
U. S. Issued by the Rio Grande. 
Valley Newspapers, Harlingen. 


No. 3746. Sales Through the Air. 
A condensed description of 

WOAI-TV, San Antonio, facilities, 

coverage, market and talent. 


No. 3747. Corpus Christi, Rio 
Grande Valley and Gulf Coast 
Coverage Including Latin 
American Market. 

A compilation of market data, 
charts, maps, etc., in a folder is- 
sued by KWBU, Corpus Christi. 


No. 3748. 1952 Market Information 
on Corpus Christi. 

Contains population figures on 
market, retail sales, effective buy- 
ing income and farm income, in- 
cluding barometer showing vari- 
ous gains over an l1l-year period. 
Put out by Corpus Christi Caller- 
Times. 


No. 3749. Standard Market Data) 


for Abilene, Tex. 

A description of city, retail trade 
zone and historical background for | 
eight principal cities. A | 
breakdown on Abilene and trade 
area including population, homes. | 
utility meters, buying income, | 
sales (retail and wholesale) and 
other matter pertinent to the econ-_ 
omy of the area. Released by the 
Abilene Reporter-News. 


No. 3750. Standard Market Data! 
(Dallas). 
This report, issued by the Dal-| 
las Morning News, covers popula- | 
tion, families, effective buying in-| 
come, retail trade, etc., for the Dal- 
las area. 


No. 3751. Greater Texarkana. 

Circulation, population, sales 
and industrial statistics condensed 
to a 4x5” mail folder. Released by 
the Texarkana Gazette and Daily 
News. 


No. 3445. Beaumont Market Data. 

The Beaumont Enterprise and 
Journal has available a market 
data folder on its trade area, with 
figures on population, retail sales, | 
buying income, a map of the area | 
and other details. 


No. 3446. Dallas Metropolitan Area. | 

The Dallas metropolitan area is 
charted by income area groups for 
ownership of automobiles, refrig- 
erators and central heating, and 
by age, education and occupation 
in this study issued by the Dallas 
Times Herald. 


No. 3447. Dallas Market Data. 
In this folder, the Dallas Times ) 


Herald gives figures on population, | 
retail sales, buying income, num- | 
ber and names of wholesale and | 
large retail stores in the city. 


No. 3448. Dallas ABC Retail Trad- | 
ing Zone. 


A data sheet by the Dallas Times 
Herald listing economic facters | 
indicating the market potential in. 
the newspaper’s retail trading | 
zone. 


No. 3449. Grocery Store Distribu- 
tion Survey of Beaumont. 


The Beaumont Enterprise and 
Journol has available a survey of 
grocery items (by brand) in num-| 
erous. classifications found on 
grocers’ shelves when the study 


The Houston Chronicle has a- 
vailable a market felder containing 
data on population, retail sales, 
retail and wholesale outlets, a map 
of the trading area and other de- 
tails. 


UTAH 


No. 3500. KUTA “Marketips.” 
This booklet by Utah Broadcast- 
ing & Television Co., Salt Lake 


_ ucts, plus basic market data, on 
Salt Lake City and the Great Salt 
Lake Intermountain market. 


VERMONT 


No. 3510. Burlington, Vt., Standard 
Market Data. 


Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


towns and cities in six Vermont 
counties served by the paper. 


VIRGINIA 


No. 3520. WROV-TV Coverage 
Map. 
Published by 
Inc., this folder contains summary 
market data on the Roanoke mar- 
ket, plus a 


WROV-TV. 


No. 3521. WROV, Roanoke, Va. 


This is similar to the above, but 
Shows a coverage map for WROV- 
'AM, Roanoke. 


No. 3522. WTAR-TV, Norfolk. 
This is a data sheet by Edward 


by the Burlington Free Press gives by WTAR-TV, Norfolk. 
“market data and circulation cov-| 
/erage for Burlington and the 70|No. 3523. The Miracle Market. 


Radio Roanoke 


coverage map on, 


Issued by WTAR, Norfolk, this 
brochure covers the growth of the 
Norfolk - Portsmouth - Newport 
News metropolitan area, 1940-51. 


No. 3524. The Good Earth Makes 


Good Customers for You. 

This is a_ series of statistical 
/broadsheets on each county of the 
/24-county Virginia farm market 
served by the Roanoke Times, 
which publishes it. Figures on each 
‘county show the number of farms 
which do not have specific items 
of farm equipment. 


No. 3525. Portrait—of the Roanoke 
| Newspaper Market. 
This 36-page brochure, in color, 


| This file-size folder published Petry & Co. on the market served with maps, charts and photographs, 


is a detailed study of the Roanoke 
'market, including a comparison 
with other Virginia major mar- 


Tubeless Tire in action 


@ Motorists who see the B. F. Goodrich LIFE-SAVER 


6 TV Review 
©) Master Marxman 


&) 250,000 Answers 
4) Five-cent Wonder 


ge 
a 


E 


Sfubeless Tire | 


on the Burns & Allen Show get a 


morning-after follow-up while still in buying mood. This 
BBDO Cleveland campaign, adapting TV techniques to 
newspapers, is under test in Florida. It will be available to 
dealers in a co-op program. Say Burns & Allen: “You saw 
it on TV.” Von Zell: “Here’s where you can buy it today.’? 


© Last year the National Panel of Consumer Opinion 
supplied BBDO clients with about a quarter million helpful 
answers to questions on their products, packaging, services 
and advertising. Supervised by our Consumer Research 


Department, the Panel 


has members in all 48 states. is a 


cross section of the American market. BBDO prepares 
questions, translates answers into sales-building data. 


@ Rapid-fire 
Groucho Marx Show—You Bet 
NBC Radio; Thursdays, NBC-TV) 


gags, questions and ad libs make “The 


our Life” (Wednesdays, 
the nation’s most highly 


rated quiz program, On radio for five years, on TV for four, 


it has consistently ranked in the ‘ 


‘top ten.” De Soto-Plym- 


outh Dealers get a chuckle out of the number of enthusi- 
astic motorists who now greet them with, “Groucho sent me!” 


—— 
— 


7 hdd — 


4) “What this country needs is a good cake of toilet soap 


... for five cents!” That's the headline in this new campaign 
for Swan Toilet Soap. Lever Brothers Company makes news 


(via newspapers, radio and TV) 


by offering a completely 


new floating toilet soap with a new fragrance, Even greater 


news is the new low price: “It's 
be better soap uf it cost five dollars 


only five cents —couldn’t 


yo? 


BATTEN, 


NEW YORK 


* BOSTON « 


BARTON, DURSTINE 


BUFFALO © CHICAGO + CLEVETAND * 


PITTSBURGH * 


& OSBORN, INC. 


MINNEAPOLI£ * SAN FRANCISCO + 


Advertising 


HOLLYWOOD + 


LOS ANGELES * DETROIT 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


kets, a section on Roanoke as a 
test market and a statistical ap- 
pendix. Published by the Roanoke 
Times and Roanoke World-News. 


No. 3526. Circulation Profile—90 
Newspapers in 30 Cities. 

Published by Richmond Newspa- 
pers Inc., this brochure analyzes 
city zone coverage and outside cir- 
culation by morning, evening and 
Sunday newspapers in 30 “medi- 
um-size” cities, including Rich- 
mond. 


No. 3528. WLVA-TV Market Data. 
Published by WLVA-TV, Lynch- 
burg, this brochure includes re- 
tail and wholesale data and a cov- 
erage map, and shows TV coverage 
duplication in the area. 


No. 3529. WBTM-TV Market & 
Technical Data. 

Prepared primarily for repre- 
sentation to agencies, this folder 
includes a coverage map for 44 
Virginia and North Carolina coun- 
ties, plus market, farm and techni- 
cal data. It is issued by Piedmont 
Broadcasting Corp., Danville. 


No. 3527. How to Rank the: First 
168 Retail Markets. 


U. S. metropolitan areas are 
ranked as markets, first in order of 
per cent of shopping store sales to 
non-residents, second in order of 
daily newspaper circulation, in this 
development of a news circulation 
theory of metropolitan retail mar- 
ket rank. The brochure is pub- 


lished by Richmond Newspapers 
Inc., Richmond. 


WASHINGTON 


No. 3535. Yakima Valley. 

This Yakima Chamber of Com- 
merce booklet incorporates pro- 
duction, geographic, population 
and financial information. 


No. 3536. Sales Eye View of Wash- 
ington State. 

This brochure of the Seattle 
Times tells of the population, in- 
come and sales by counties and re- 
tail trading zones in the state of 
Washington. Included are break- 
downs of food, drugs, automotive, 
appliance and liquor sales. 


No. 3537. Liquor Brand Sales. 
This Seattle Times report ana- 

lyzes liquor sales by market areas 

and type of liquor in Washington. 


No. 3538. Consumer Analysis. 


A study of consumer brand pref- 
erences and buying habits of Seat- 
tle families and distribution in 
grocery, drug and department 
stores are in this Seattle Times 
booklet. 


No. 3539. In Washington State 2 
Gets You 50. 

Two of the four major markets 
in Washington are outlined in this 
Tacoma News Tribune brochure. 
Figures show that Tacoma repre- 
sents an important segment of the 
lower Puget Sound market area. 


sumer buying habits and brand 
preferences for the last 7 years. 


If your goods are sold in the 
St. Paul area and you wonder 
how they compare with your 
competition—or if you are think- 
ing of marketing your product 
for the first time in this area— 
contact your Ridder-Johns rep- 
resentative for a free copy of 
the 1953 Consumer Analysis 
Survey of the St. Paul mar- 
ket, or write Consumer Anal- 
ysis, Dept. B. 


St-Pan 


WHAT MARKET? WHICH MEDIA? 
COMPETITION? POTENTIAL BUYERS? 


The 1953 Consumer Analysis Survey of 
the St. Paul Market is now available. 
comprehensive, factual study reveals con- 


NEWSPAPER 


Diepatch 


This 


RIDDER-JOHNS, INC. 
REPRESENTATIVES 


NEW YORK 


Pioncer Press 


CHICAGO 
DETROIT 
MINNEAPOLIS 
ST. PAUL 


WEST VIRGINIA 


No. 3550. Population and Retail 
Sales in the Wiceling Market. 
This sheet issued by WTRF, 
Wheeling, contains 1952 popula- 
tion, household, retail sales, food, 
and drug sales in the six-county 
Wheeling market. 


No. 3551. Wheeling Market Facts 
Bulletin. 

Another WTRF publication, this 
bulletin includes a compilation of 
radio homes in the Wheeling-Steu- | 
benville area. 


No. 3552. 1952 Radio Set Sales. 

Radio set sales last year in the 
20 counties covered by WSAZ, 
Huntington, are included in this 
survey. 


No. 3553. Vital Facts Affecting the 
Sales of Alcoholic Beverages in 
West Virginia. 

The Charleston Daily Mail is- 
sues this breakdown on retail liq- 
uor sales, with breakdowns on 
types, bottle size, county and per 
capita consumption. 


No. 3554. Vital Facts Affecting the 
Sales of Food and Drugs in 
West Virginia. 

A county breakdown of West 
Virginia retail sales in food and 
drugs and other market data is 
shown in this booklet by the 
Charleston Daily Mail. 


No. 3555. The West Virginia Story. 
A description of the West Vir- 
ginia market as covered by Ogden 
newspapers makes up this booklet 
issued by George A. McDevitt Co., 
newspaper representative. 


WISCONSIN 


No. 3560. Market Memo. 

This two-page report lists data 
on the population and characteris- 
tics of the Madison market. It is 
issued by Madison Newspapers 
Inc. 


No. 3561. 

Trends. 

In addition to information on 
Madison grocery and drug retail 
sales, this booklet by Madison 
Newspapers Inc. has data on uni- 
versity and juvenile population, 
farm income, bank savings and in- 
dustrial payrolls. 


Madison Retail Sales 


No. 3563. The Milwaukee Journal 

Consumer Analysis. 

This annual publication of the 
Milwaukee Journal reports on 
population, housing and brand 
preferences of Milwaukee area 
consumers in food, soap, toiletries, 
beverage, appliance, automotive 
and general lines. 


No. 3564. Standard Market Data 
for Manitowoc and Two Rivers, 
Wis. 

This folder by the Manitowoc 
Herald-Times and Two Rivers Re- 
porter contains data on population, 
housing, labor, retail and whole- 
sale trade in the Manitowoc-Two 
Rivers area. 


No. 3565. Facts and Figures About 
Sheboygan. 

Market information and general 
characteristics of Sheboygan are 
contained in this brochure issued 
by the Sheboygan Press. 


No. 3566. Standard Market Data. 

Population, labor, housing and 
wholesale and retail sales figures 
are combined in this folder issued 
by the Oshkosh Daily Northwest- 
ern. 


No. 3567. Highlight Market Facts. 


This series of data sheets issued 
by the Janesville Gazette contains 
figures on population and buying 
power of the Janesville area. 


No. 3316. WIPA Coverage and 
Market. 


This four-page data folder con- 


Madison area. It is published by 
WIBA, Madison. 


SOON TO BE PUBLISHED 


No. 3168. 1953 Consumer Analysis 
of Honolulu. 


Ready for release in June will 
be the first consumer analysis of 
the Honolulu market, to be issued 
by tne Honolulu Star Bulletin. It 
will contain a tabulation of product 
popularity, brand positions, prefer- 
ence percentages, family count and 
characteristics, income, ownership 
of homes and durable goods and 
other data. 


No. 3169. Siouxland Salesman. 


This report, to be distributed in 
June by Journal-Tribune Publica- 
tions, gives complete market data 
concerning Sioux City, Ia., and the 
49-county, four-state retail market 
served by the Sioux City newspa- 
pers. 


No. 3170. 1953 Iowa Radio-Televi- 
sion Audience Survey. 

To be published late this sum- 
mer, the 1953 survey will be the 
16th consecutive study of listening 
habits in the state of Iowa by Dr. 
Forrest L. Whan and published by 
Central Broadcasting Co. The last 
two studies have included the 
viewing habits of television. The 
survey is based on over 9,000 inter- 
views, scientifically selected. The 
sample will reach one out of every 
86 homes in the state. 


No. 2171. Los Angeles Market Data 
—Continuing Study. 

The Los Angeles Herald-Express 
is readying for publication Aug. 1 
a new series in its continuing study. 
It will contain separate brochures 
on population characteristics, hous- 
ing, retail trade, industry, income, 
passenger car sales, liquor distri- 
bution—with a market map in col- 
or. 


No. 3172. Toledo as a Grocery Mar- 
ket. 

This study, to be published in 
June, is a compilation of extensive 
data revealing Toledo markets 
stature in the grocery field. Market 
data and marketing facilities are 
discussed and illustrated. Put out 
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by the Toledo Blade and Times. 


No. 3173. Census Tract Map. 

A map of the Toledo ABC city 
zone indicating all census tracts 
and average incomes in each, major 
streets, city shopping centers and 
descriptions, suburbs and descrip- 
tions of retail activity. Will be pub- 
lished in June by the Toledo Blade 
and Times. 


No. 3174. Beer Imports into Lucas 

County (Toledo). 

A study of beer and ale imports 
into Lucas County, in 1952, com- 
pared with other Ohio markets. 
Will be released in June by the 
Toledo Blade and Toledo Times. 


No. 3175. The Cincinnati Enquirer’s 
Market Data Book 1953. 

A 48-page, 812x11” volume, out 
about June, with accompanying file 
folder containing up to date adver- 
tising and market data including 
population, housing, media cover- 
age and retail sales as well as other 
indexes of market activity. Illus- 
trated with photographs, charts 
and maps. It covers the 19-county 
tri-state Cincinnati retail trade 
zone and principal divisions. 


No. 3176. Analysis of Wet, Dry by 
Glass, Dry Areas in Ohio Coun- 
ties. 

Newspaper coverage (Cincinnati 
newspapers) in wet, dry by glass 
and dry areas in the Ohio counties 
in the Cincinnati market. To be 
released about July 1 by the Cin- 
cinnati Enquirer. 


No. 3177. Canton Market Data File. 

Scheduled for June 15 publica- 
tion is a loose-leaf file made up 
of individual folders, each per- 
taining to a different area of Can- 
ton market information. The data 
will be printed and color keyed as 
it becomes available, and mailed 
to all persons having a copy of the 
master file. Being prepared by the 
Canton Repository. 


No. 3178. Product Surveys. 

The Press, Sheboygan, Wis., will 
issue reports on distribution and 
sales—based on work with its 
“Laboratory of Stores,” a group of 
retail groceries representative of 
the area. The studies will be made 


tains figures on population, radio 
homes, number of farms, total re-| 
tail sales, vehicle registration and | 
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upon request of national adver- 
tisers, and released on completion 
of each survey. 


No. 3179. Brand Preference Study 
(Foods). 

The Post, Salisbury, N.C., is 
readying for June release a report 
on foods used in local homes. Ques- 
tionnaires for the study were dis- 
tributed to school children, who 
took them home for parents’ an- 
swers. 


No. 3180. Kalamazoo Market. 
Highlights of business conditions, 
products, bank clearings, census 
data, population, industry, etc., will 
be issued in June or July by the 
Gazette, Kalamazoo, Mich. 


No. 3181. Grocery and Drug Data 
and Coverage Map for Western 
Michigan. 

Some time before September the 
Grand Rapids Press will release a 
county map of western Michigan 
indicating number of grocery stores 
and retail grocery sales, number of 
drug stores and retail drug sales, 
and Press coverage for each 


No. 3191. Market Study of Johnson 
City, Tenn. 

A complete market analysis 
brochure which will be available 
on or prior to Sept. 1, 1953, from 
the Johnson City Press-Chronicle. 


No. 3192. The WLW Consumer 
Market for Lighter Fluid. 

A report based on a survey of 
buying habits among more than 
2,000 families in the WLW, Cin- 
cinnati, merchandise area. This re- 
port contains the relative brand 
position by districts and by socio- 
economic groups of various lighter 
fluids. Available by July 1. 


No. 3193. The WLW Consumer 


groups of various baby food prod- 
ucts. Available by July 1. 


grat ae 
ose) Rew 


No. 3194. The WLW Consumer 
Market for Smoking and Chew- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number ef each item wanted): 


Market for Baby Food. Nome ....--- 
A report based on a survey of 
buying habits among more than Company ...- 
2,000 families in the WLW mer- 
chandise area. This report con- Address 
tains the relative brand position 
by districts and by socio-economic City & Zone... 


ecmeaesseeeeseteseocesesveese eos? 


This coupon not valid after July 10, 1953. 


county. 


No. 3182. Farm Market Data. 

A folder describing the Pitts- | 
burgh tri-state farm market will | 
be released soon by Station KDKA. 


No. 3183. The Philadelphia Market. 


A complete and detailed analysis 
of Philadelphia, the eight-county 
standard metropolitan area, and 
the 14-county retail trading area 
will be issued this summer by the 
Philadelphia Bulletin. 


No. 3184. Sixth Annual Consumer 

Buying Habit Survey. 

The Post Crescent, Appleton, 
Wis., will issue a new edition of 
its annual survey next month. It 
will cover buying habits, owner- 
ship report and a five-year trend 
comparison. 


| 
No. 3185. 1953 Iowa Radio-Televi-_ 
sion Audience Survey. 


This fall Central Broadcasting 
Co.—Station WHO (Des Moines) 
will publish its 16th annual survey | 
of listening and viewing prefer- | 
ences of Iowa listeners. The survey 
is based on more than 9,000 inter- 
views selected by Dr. Forest L. 
Whan. 


No. 3186. Coverage Map Market 
Data Revisions. 


Station WSAZ, Huntington, W. 
Va., is readying revised figures for 
its coverage map, including data 
on radio families, effective buying 
power, retail sales, food, drug and 
general merchandise sales and 
farm income. To be_ published 
about June 1. 


No. 3187. West Virginia’s Top Mar- 
ket. 

Scheduled for July 1 is a study 
of population, families and retail | 
sales for the Charleston metropoli- | 
tan area, classified county by | 
county. To be issued by The Tier- 
ney Co., Station WCHS, Charles- 
ton. ; 


No. 3188. Virginia Peninsula Tri- 
Cities. 

Population, retail and wholesale 
sales analysis of Virginia’s tri-city 
market (Newport News, Hampton, 
Warwick) will be reported July 1 
by the Daily Press and Times- 
Herald. 7 


| 
| 
| 


No. 3189. Market Data and Fact | 
Book. 
Market data for Station WOW- | 
TV’s service area will be released | 
June 1 in a booklet by WOW-TV, | 
Omaha. 


No. 3190. Texarkana, USA. 

To be published in August, this 
is a statistical presentation of the 
four-state area served by the 
Texarkana Gazette and Daily 
News. It will provide the latest 


sales and population figures, as 


well as income and other vital 
facts. 


produced inquiries at 
the cost of other leading 
publications,” sn 


Note that 
House Beautiful 


produced overwhelming reader 
response even on a product 
given secondary emphasis. 
More evidence that it 


pays to be a REGULAR 


House Beautiful advertiser! 


@ sells both sides of 
the counter 


House Beautiful 


DAVID BOGEN Co. 


SR all 
i ey A ee 


4 


Cable Address “wocensrsor 


_ INC. 


29 NINTH AVENUE, NEW YoRK 14, 0.Y 


March 2, 1953 


tir. Richard a, 
HOUSE BKAUTIFUL nace Publisher 


572 Madison - 
New York 22, N.Y, 


Dear Mr. Hoefer: 


We decided to ine 
lude 
turing the former and 


Well, sir, the results are more 


Phone, but -- here! 
« re 
reader response to ~tey payoff: 


both products in the cane 
“fi. 
than satisfac 


advertisin 


dvertisings ft and this 


Very truly yours , 
DAVID BOG ai Q., Ine. 
David Bogen 
President 


* Telephone: ORegon 5 6545 


giving less emphasis to Mie eret tisenent fea- 


tory on the C 
ommunc< 

how HOUSE BEAUTIFUL 

product given only Second- 


RESEARCH 
DEVELOPMENT 
PRODUCTION 


ELECTRONICS 
Soumo 


572 Madison Avenue, New York 22, N. Y. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Company 


Address 


This coupon not valid after July 10, 1953. 


ee wero 


ing Tobacco. 
A report based on the buying 
habits of 2,000 families in the 


WLW merchandise area. Contains) 
brand positions as in the above) 


reports. Available July 1. 


No. 3195. The 
Market for Cleansing Tissues. 
Report similar to the above 

WLW reports based on same size 


and type of market. Available on) 


July 1. 

No. 3196. The WLW Consumer | 
Market for Furniture Polish | 
and Wax. 


Same as above reports. Avail-| 
able July 1. 


No. 3197. The WLW Consumer 
Market for Paper Napkins. 
Same type of report as above. 
Available July 1. 


No. 3198. The 


| 
WLW Consumer | 


WLW Consumer' 


| Market for Tea. 
Same kind of report as the oth- 
ers. Available July 1. 


No. 3199. The WLW Consumer 
Market for Coffee. 

| Report with the same basis as 
the above. Available July 1. 


No. 3200. The WLW Consumer 
Market for Toilet Soap. 
Same as above. Available July 1. 


3201. The WLW Consumer 
Market for Shampoo. 
| Similar to above reports. Avail- 
jae July 1. 


| 


No. 


3202. The WLW Consumer 
Market for Laundry Starch. 
Same as the above. Available 
| July 1. 


| No. 


No. 3203. The WLW Consumer 
| Market for Bleaches and 
Cleansers. 


* Follow the example of these na- 
tional advertisers shown above. They e 
have Burgoyne test the strength of ue 
their appeals in today’s changeable 


market. 


* Burgoyne’s store panels . . 


cery and drug... can tell you in 
advance the probable success you can 


expect from your new product, 
age, price or promotion. 


* In one or more of these represent- 
ative test cities, actual movement of 
your product and your competitors 
gives Management the facts it wants. 


* Tell us what you want pretested. 


Burgoyne Grocery & Drug Veh. 


FIRST NATIONAL BANK BUILDING 


pretest in 
these key cities 


OMAHA 


A two billion dollar market 
that has a thrifty way to sell 


@ Recognized as one of Amer- 
jica’s basie markets with its 
healthy combination of both 
agricultural and industrial 
wealth, 


@ Meat, grain, manufacturing 
and transportation are big 
business in Omaha. 


. gro- 


@ Net effective buying income 
per family in town $6,154... 
per farm $8,822! 
pack- 
@ Clean-cut test... a homo- 
geneous market with its own 
wholesale units . . . 500 miles 
from Chicago. 


@ Dependable test data from 
Burgoyne panels of grocery 
and drug stores... city and 
country. 


@ One newspaper . . . the 
OMAHA WORLD-HERALD 
blankets the entire market 
and reaches three out of five 
homes in Nebraska and West- 
ern lowa. 


CINCINNATI 2 


Same as above reports. Avail- 


able July 1. 


No. 3204. The WLW Consumer 
Market for Vegetable Shorten- 
ing. 

Based on same figures as the 

above reports. Available July 1. 


No. 3205. The WLW Consumer 
Market for Table Salt. 
Same as above reports. 

able July 1. 


No. 3206. The WLW Consumer 
Market for Prepared Cake Miz. 
Same as above reports. Avail- 

able July 1. 


Avail- 


No. 3207. The WLW Consumer 

Market for Oleomargarine. 
Similar to the previous reports. 

Available July 1. 

No. 3208. The WLW Consumer 

Market for Frozen Foods. 


Same as the above. Available 
July 1. 
No. 3209. The WLW Consumer 
Market for Dog Food. 
Same as the above, Available 
July 1. 
No. 3210. The WLW Consumer 
Market for Headache Rem- 
edies. 


Same as above. Available July 1. 


No. 3211. The WLW Consumer 
Market for Shaving Cream. 
Similar to above. Available 
July 1. 


No. 3212. The WLW Consumer 
Market for Razor Blades. 
Same as above. Available July 1. 


No. 3213. The WLW Consumer 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


Wave Kits. 


No. 


Oil. 


Market for Cigarets. 


Akron, Canton. 


west TV Co., available June 15. 


ROUTE LISTS 


price by the publishers. 


nal-Bulletin. 


No. 6001. 


nal-Bulletin. 


spas, Providence 


nal-Bulletin. 


Cleveland, 


Cleveland Plain Dealer. 


in central and southeast Alabama. 
Published by the Montgomery Ad- 
vertiser and Alabama Journal. 


No. 6005. Grocery list, Sioux City, 
Ia., trading area. Published by the 
Sioux City Journal-Tribune. 


No. 6006. Drug list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6007. Grocery list, Sioux Falis, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6008. Grocery list, Zanesville, 
O. Published by the Zanesviile 
Times Recorder. 


No. 3214. The WLW Consumer | 
Market for Home Permanent 


Same as above. Available July 1. 


3215. The WLW Consumer 
Market for Gasoline and Motor 


Same as above. Available July 1. 


No. 3216. The WLW Consumer 
Same as above. Available July 1. 
No. 3217. WMAC-TV: Massillon, 


This data covers the 11l-county 
area serviced by WMAC-TV. 
Compiled from 1952/1953 Stand- 
ard Rate & Data Service consumer 
data. Largest markets are Canton 
and Akron areas. Issued by Mid- 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears 
a price will be billed at the stated 


No. 6000. Grocery list for Provi- 
dence, R. I., and surrounding area, 
published by the Providence Jour- 


Liquor outlet list for 
Providence and surrounding area. 
Published by the Providence Jour- 


No. 6002. List of druggists and 
trading area. 
Published by the Providence Jour- 


No. 6003. Grocery list for greater 
in a series showing 20 
separate routes. Published by the 


No. 6004. Grocery and drug list 
for Montgomery and leading towns 


and World-News. 


No. 6010. Drug list, Roanoke, Va. 
Published by the Roanoke Times 
and World-News. 


No. 6011. Liquor list for the Toledo 
trading area. Published by the 
Toledo Blade. 


No. 6012. Grocery list for the La- 
conia, N. H., trading area. Pub- 
lished by the Laconia Evening Cit- 
izen. 


No. 6013. Grocery list for the Nor- 
folk, Va., trading area. Published 
by the Norfolk Virginian-Pilot and 
Ledger-Dispatch. 


No. 6014. Paint-hardware dealer 
list for the Norfolk, Va., trading 
area. Published by the Norfolk 
Virginian Pilot and Ledger-Dis- 
patch, 


No. 6015. Drug list, Norfolk, Va., 
trading area. Published by the 
Norfolk Virginian-Pilot and Ledg- 
er-Dispatch. 


No. 6016. Drug list, greater Cleve- 
land. Published by the Cleveland 
Plain Dealer. 


No. 6017. Liquor, wine, beer list, 
greater Cleveland. Published by 
the Cleveland Plain Dealer. 


No. 6018. Grocery list, Waterloo, 
Ia., trading area. Published by the 
Waterloo Daily Chronicle. 


No. 6019. Grocery, drug and beer 
permit holder list, Cedar Rapids, 
Ia., trading area. Published by the 
Cedar Rapids Gazette. 


No. 6020. Drug list, Sidney, O., 
trading area. Published by the 
Sidney Daily News. 


No. 6021. Grocery list, Sidney, O., 
trading area. Published by the 
Sidney Daily News. 


No. 6022. Liquor outlet list, Schen- 
ectady, N. Y., trading area. Pub- 
lished by the Schenectady Union- 
Star. 


No. 6023. Grocery list, Schenec- 
tady, N. Y., trading area. Pub- 
lished by the Schenectady Union- 
Star. 


No. 6024. Drug list, Grand Rapids, 
Mich. Published by the Grand 
Rapids Press. 


No. 6025. Grocery list, Grand 
Rapids, Mich. Published by the 
Grand Rapids Press. 


No. 6026. Beer distributor list, 


Market for After Shave Lotion. No. 6009. Grocery list, Roanoke, Va.|Grand Rapids, Mich. Published by 
Same as above. Available July 1.| Published by the Roanoke Times the Grand Rapids Press. 


in HAWAIl TODAY. . 


an average family buys more American foods than 


in 47 States.t For example .. 


99%* use Catsup — a typical American condiment. | ! 


Many other American products, universally used j Si 4 


in Hawati homes, reflect its 


Gouolulu Star- 


in OLD HAWAIl.. . 


PO! (ca paste of pulverized taro 
root) was used in every home. 


represented nationally by 


O'MARA & ORMSBEE 


New York — Detroit — Chicago — San Francisco — Los Angeles 


all-American taste. IE 
Bulletin 
*19 
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tSwrvey of Buying Power— 1952 


| 


Deaehes =~ 


EY 


Se 


: 4" 2 eR Ne. ee i gest ae mics: aha ..) 5 ahn aeednees + oa i r ay * ae tS ae ve ee i ae. es ed SEG SETA ton eke ihe esa eh tia eek Ey (ae oe as Met ay eco 72 eke tale Sek, nse EAs Silay eet Peis ek a LORS ak SC RAAL ‘pioeyS, Gated 8 eee * eg yl ie e Ripe cel 
eC Adve 
: 132 i] 
| ee - Se. 
kt tradi 
ss | | 
i No. 
: Com 
a 
, Pree 
: 
‘ : No. ¢ 
iz ’ 
| a PC vs 
Alle 
Senet ™ No. 
: } Fa. 
! Alle 
; No. 
| Pa., 
aa ies Sa tee EG ie a ae a anaes eaas haa het ee oO salen ed dccvcstvvevs-csenoeete ie 6 Alle 
st ee 
ib ‘ No. 
es a Ee eRe SATS Re ae re ; meee ; ; tenes teac 
ea & Pub 
oa eae Vebsabakiawas cave’. Me es nee pn 
ra. ae oe pea dae ese rnas AT SR aoe ee | Pe 
sues the 
ra No. 
Lae ee 
see | a8 
fs Fe beta 
a | No. 
Put 
eC | 
cere | | No. 
peer | AB 
| a No. 
— a | Ore 
=a , the 
eee No. 
a Tat 
BEt.. Pu 
ry Ee Tri 
Tee a 
No 
; Fo! 
a Pu 
re i} Co 
— [= | No 
acer Fo 
eae a a 27 | pre 
: : sit |) et dame) et A Pas tas No 
| ‘ ep OR Ee! eee IF | Ar 
ha fe 4s a i 4 ye Seas ‘ ; oe bis: et ee err ? Stadia ees | | 
; bee abc yo : ® + es - secu a lis! 
: pe ae epee ee st Mey os ake foe pee : 
ieee , BS A A oe ala Bry ees Vik Te Se ee aieans 2 ee ea Mile 
i= nah SO ee - jrocurons}— © | CANTON Bera 
eva OMAHA pace _| SOUTH BEND © e ees ° pets | Sta 
aes i - a tig wR i coe Ra | 
ee \ SGA 2.2.,.  wounarous, © 2 Dont \S art ee { Re 
—- a eo eS Be 
Roe Sw Pe aD eee eas ae: Cf | th 
pia wo ee Cee Lee eee Set on ae th 
gina ’ Sonera Sepge meee 20 Gee eee Aree EE by 
at pal naa Teen ae ey Se enemas Ee , y 
od e oat Gees ee . vig xe age, uN — 2) » | ett 
- bia ow” ~ ee Bide 2 et - a ae ie es * 

é i pam # eo ‘Soa, ie el ia esta hays He 5 mA a Ne 
yee oa 25 Dy hte eee oe ee = oe eee: zs ni 
ee Ne De © gant us ; H lis 

| Sed | an 
ea Soilex os) ee ee 

| S ate emcee ee | Zz 

9 

aa FR Movie 1H _ Te 
: ' ar 
oe c Cen o_ i Gi 

| a 1 SO } 
oe ss: ll (| oN 
a $ ee ~ 
be Ae e ae = j ar 
ae | es ‘gt li 
dees Tg 2 ; 3 ats Ss _—— HS { N 

as a ® M _ ig a im 
(ae 5 pe eae & to 
ies 4 .) ; zs j 

| es oo ee <5) GP i > 

| Bn nc , 1 
zs Mi : Tar — - ¥, = ‘ . N 
a OS —-~ O 
. Frc ett“(‘(‘:CSCSCSC‘;‘SRR ~* 
ee TTT Ss 
es noon i 
VE 4 a, \} an N 
\ if Dy} > 
tt 

; Me 1H} i e) 
| a h BET, aaa Hi | : 
LA TENMES 2 My | 1 (6S 

: i= Pos ¥ “67 hi { 

| ‘ b, Le ‘ l | 
| ee ee Yb we iy | N 
° ge \\\ 
bed | \ Fee : a 
Es ee | | os 
uaa iz 
; oy TA) ») g mo 

- SCA | 
| | x 
Bes TS ST = 3 
; | | «i 


ON eR Me A 


TH teem 


Advertising Age, May 11, 1953 


No. 6027. Liquor list, 
trading area. 


Memphis | No. 6052. Liquor store list, exclud-| Paul Dispatch and Pioneer Press, 
Published by the ing grocery and drug stores, Santa | 


Commercial Appeal and Memphis Barbara city and county. Published | No. 6060. Grocery list, Shreveport, 


Press-Scimitar, 


trading area. 


Press-Scimitar. 
| 


No. 6029. Drug list, Allentown, Pa.,|trading area. 


trading area. 
Allentown Call and Chronicle. 


No. 6030. Liquor list, Allentown, 
Pa., trading area. Published by the 
Allentown Call and Chronicle. 


No. 6031. Grocery list, Allentown, 
Pa., trading area. Published by the 
Allentown Call and Chronicle. 


No. 6032. List of home economics 
teachers, Allentown, Pa., area.) 
Published by the Allentown Call 
and Chronicle. 


No. 6033. List of garden clubs of 
the Lehigh Valley. Published by 
the Allentown Call and Chronicle. 


No. 6034. Grocery and drug list, 
metropolitan Lincoln, Neb. Pub- 


lished by the Lincoln Journal- 
Star. 
No. 6035. Drug list, Flint, Mich. 


Published by the Flint Journal. 


No. 6036. Drug list, Portland, Ore., 
ABC city zone. Published by the 
Portland Oregonian. 


No. 6037. Grocery list, Portland, 
Ore., ABC city zone. Published by 
the Portland Oregonian. 


No. 6038. Grocery and drug list, 
Tacoma, Wash., and suburban area. 
Published by the Tacoma News 
Tribune. 


No. 6039. Grocery and drug list, 
Fond du Lac, Wis., trading area. 
Published by the Fond du Lac 
Commonwealth Reporter. 


No. 6040. Grocery list, Grand 
Forks, N. D., trading area. Pub- 
lished by the Grand Forks Her- 
ald, 


No. 6041. Grocery list, Phoenix, 
Ariz., and Salt River Valley. Pub- 
lished by the Phoenix Republic 
and Gazette. 


No. 6042. Grocery list, Arizona 
state. Published by the Phoenix 
Republic and Gazette. 


No. 6043. Drug list, Phoenix and 
the Salt River Valley. Published 
by the Phoenix Republic and Gaz- 
ette. 


No. 6044. Drug list, outside Phoe- 
nix and Salt River Valley. Pub- 
lished by the Phoenix Republic 
and Gazette. 


No. 6045. Grocery and drug list for 
Texarkana, Tex., and its trading 
area. Published by the Texarkana 
Gazette and Daily News. 


No. 6046. Grocery and drug list 
for the South Bend metropolitan 
area (St. Joseph County), pub- 
lished by the South Bend Tribune. 


No. 6047. Grocery list, Abilene, 
Kan., and 15-county trade terri- 
tory. Published by the Abilene Re- 
porter News. 


No. 6048. Grocery and drug list, 


No. 6054. Grocery list, Cincinnati 


Published by the | Cincinnati Enquirer. 


_by the Santa Barbara News-Press. bh trading area. Published by the 


No. 6028. Grocery list, Memphis| No. 6053. Grocery list, Santa Bar- | 


Published by the bara city and county. Published by No. 6061. Drug list, St. Petersburg, ton, O., trading area. Published by No. 6073. Brokers, wagon jobbers 
Commercial Appeal and Memphis the Santa Barbara News-Press. 


Shreveport Times. 


Fla., trading area. Published by the 
St. Petersburg Times. 


Published by the No. 6062. Grocery and market list, 
|St. Petersburg, Fla., trading area, 


Petersburg Times 
No. 6055. Liquor list, Cincinnati | | by the St. Pete g fim 


trading area. Published by the. No. 6063. Drug list, Des Moines, 
Cincinnati Enquirer. ‘la., trading area. Published by the 
No. 6056. Drug list, Cincinnati Des Moines Register and Tribune. 


trading area. Published by the 


Cincinnati Enquirer. ‘No. 6064. Grocery list, Des Moines 


Ta., trading area. Published by the 
No. 6057. Grocery and drug list, Des Moines Register and Tribune. 
Macon and Bibb County, Ga. Pub-_ 
lished by the Macon Telegraph and 
News. 


No. 6065. Grocery list, Dayton, O., 
‘trading area. Published by the 
Dayton Daily News. 

No. 6058. Drug list, St. Paul trad-| 

ing area. Published by the St. Paul 
Dispatch and Pioneer Press. 


No. 6059. Grocery list, St. Paul ; 
trading area. Published by the St.' No. 6067. Beer and liquor list. Day- 


No. 6066. Drug list, Dayton, O., 
trading area. Published by the 
| Dayton Daily News. 
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To secure copies of data listed, use the handy coupons 


the Dayton Daily News. and food representatives, Detroit 
‘and suburbs. Published by the 


|No. 6068. Large volume outlets, Detroit News. 


Detroit and suburbs, Published by 
\the Detroit News. No. 6074. Grocery and meat store 
list, Detroit and suburbs. Published 
No. 6069. All specially designated by the Detroit News. 
distributors of liquor off the prem- 
ises in Detroit and suburbs, Pub- 


lished by the Detroit News. 


No. 6075. Drug list, Detroit and 
suburbs. Published by the Detroit 
News. 


No. 6070. Household appliances, | 

radio and furniture outlets, Detroit No. 6076. Beer outlets, Detroit and 
and suburbs. Published by the suburbs, Published by the Detroit 
Detroit News. | News. 


No. 6071. Wholesale distributors of No. 6077. Gas station list, Detroit 
major household appliances, De- and suburbs. Published by the 
troit and suburbs. Published by Detroit News. 

the Detroit News. 
No. 6078. Specially designated dis- 
No. 6072. Hardware and paint tributors and _ liquor-by-glass 
outlets, Detroit and suburbs. Pub-/| outlets in Michigan (outside met- 


lished by the Detroit News. ropolitan Detroit). Published by 


ve he nv 


You command MORE ATTENTION from MORE 
KEY EXECUTIVES in AUTOMOTIVE NEWS 
than in any other automotive publication. 

Of the key men in automotive manufacturing 
plants, 73% read AUTOMOTIVE NEWS .. . 
more executives prefer it—4 times higher than 
any other publication. 


There are more car dealers subscribing to 


Orlando, Fla., trading area. Pub- 
lished by the Orlando Sentinel-| 
Star. | 
No. 6049. Drug list, Winston-Sal- | 
em, N. C., trading area. Published | 
by the Winston-Salem Journal and | 
Sentinel. 


No. 6050. List of groceries, meat 
markets, hotels and restaurants 
and other establishments, Win- 
ston-Salem, N. C. Published hy the 
Winston-Salem Journal and Senti- 
nel. 


No. 6051. Drug list, Santa Barbara, 
Cal., city and county. Published by 
the Santa Barbara News-Press, 


ONLY AUTOMOTIVE NEWS 
REACHES BOTH — 


ti OEE ES 


The Car Dealer Market Is Bigger Than Ever! All car 
dealer records for sale of parts, accessories, and service 
are being shattered. The car dealer—long a major link in 
the sale of parts and accessories—is rapidly becoming the 
greatest single factor in the SERVICE market. A survey 
completed in 1952 showed the average annual dollar 
volume per dealer to be $57,708 for parts . . . $22,813 
for accessories . . . $44,115 for labor. Are you getting 
YOUR share? 


CAR DEALERS 


MANUFACTURERS 


The Manufacturer Market Is Bigger Than Ever! Here's 
a multi-billion dollar market—year in and year out. You 
can cash in on this big market by putting your message 
before the executives who actually DECIDE on automo- 
tive products—products like your own. 


Top Attention from 40,000 Subscribers, Over 120,000 Readers, EVERY WEEK Means: 


AUTOMOTIVE NEWS than any other publica- 
tion in the industry — over 28,000! 


Y ABC audited circulation: 40,000. 
Readers per issue: over 120,000. 


W Subscription price: $8.00 per year — highest in 
the industry. 


v Renewal rate: 88.3% (ABC audited) — highest 
in the industry. 


A MUST FOR YOUR ‘54 SCHEDULE... 


AUTOMOTIVE NEWS ALMANAC — the Year Book of the Industry 
— is the year ‘round reference and buying guide for America’s key 
automotive executives. It’s delivered to all subscribers in April. 


New York 


Automotive. News 


Member “ 
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rich 8-county 
_ Western New Y 


BUFFALO 
COURIER 
EXPRESS 


Western New York’s 
Only Morning and Sunday Newspaper 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


| the Detroit News. 


No. 6079. Liquor-by-glass outlets, 
|Detroit and suburbs. Published by 
ithe Detroit News. 


No. 6080. Department, variety, dry 
goods stores and gift shops in De- 
troit and suburbs. Published by 
the Detroit News. 


No. 6081. Women’s apparel outlets, 
Detroit and suburbs. Published by 
the Detroit News. 


No. 6082. Major shopping centers 
in metropolitan Detroit. Published 
by the Detroit News. 


No. 6083. Grocery, drug and de- 
partment store list, Moline, Rock 
Island, East Moline, Davenport and 
Illinois trading area. Published by 
the Rock Island Argus and Moline 
Dispatch. 


No. 6084. Grocery list, greater Lit- 
tle Rock, Ark. Published by the 
Arkansas Democrat. 


No. 6085. Drug list, greater Little 
Rock, Ark. Published by the Ar- 
kansas Democrat. 


No. 6086. Drug list, New Ulm, 
Minn., trading area. Published by 
the New Ulm Daily Journal. 


No. 6087. Liquor list, New Ulm, 
Minn., trading area. Published by 
the New Ulm Daily Journal. 


No. 6088. Grocery list, Norfolk, 
Va., trading area. Published by 
Norfolk Newspapers Inc. 


No. 6089. Drug list, Norfolk, Va., 
trading area. Published by Norfolk 
Newspapers Inc. 


No. 6090. Paint and hardware 
dealer list, Norfolk, Va., trading 
area. Published by Norfolk News- 
papers Inc. 


No. 6091. Grocery and drug list, 
metropolitan Macon, Ga. Published 
by the Macon Telegraph and News. 


No. 6092. Liquor and malt bever- 
ages list, Philadelphia. Published 
by the Philadelphia Inquirer. Free 
to advertisers and agencies, $1.50 
to others. 


No. 6093. Route List No. 3, grocery, 


meat, combination stores in Mont- 
gomery County and portions of 
Bucks, Chester and Delaware 
Counties. Free to advertisers and 
agencies, $1.50 to others. Published 
by the Philadelphia Inquirer. 


No. 6094. Drug list, Philadelphia 
trading area, published by the 
Philadelphia Inquirer. Free to ad- 
vertisers and agencies, $1.50 to 
others. 


No. 6095. Drug list, including 
wholesale drug firms and hospi- 
tals, Dallas, Tex. Published by the 
Dallas Times Herald. 


No. 6096. Grocery list for Dallas— 
city and county. Published by the 
Dallas Times Herald. 


No. 6097. Grocery list, greater Ak- 
ron, O. Published by the Akron 
Beacon Journal. 


No. 6098. Liquor list, Akron trad- 
ing area. Published by the Akron 
Beacon Journal. 


No. 6099. Drug list, Akron trading 
area. Published by Akron Beacon 
Journal. 


No. 6102. Retail and wholesale 
drug list, Omaha and Council 
Bluffs, Ia., and retailers in out- 
state Nebraska and western Iowa. 
Published by the Omaha World- 
Herald. 


No. 6103. Grocery list, Omaha, 
Neb., and Council Bluffs, Ia. Pub- 
lished by the Omaha World-Her- 
ald. 


No. 6104. Liquor list, Nebraska. 
Published by the Omaha World- 
Herald. 


No. 6105. Home appliance list— 
distributors of 73 classifications of 
appliances, Nebraska. Published 
by the Omaha World-Herald. 


Omaha World-Herald. 


wallpaper outlets in greater Cleve- 
land. Published by the Cleveland 
Plain Dealer. 


No. 6108. Retail shoe outlet list 


The Racine 


oe 


Sirner, 


Over 27 years of 
specially planned 
folks 
accounts for WRJ 


unusual popularity. 


Represented by Walker Co. 


in this market 


TIMES 
90% 


COVERAGE 


OF WISCONSIN’S 2ND 
RICHEST INDUSTRIAL 
MARKET... 


Represented by Allen Klapp 


° 


WRJN 


AM Plus FM 


service 
for 


N’S 


No. 6106. Grocery list, Nebraska-| 
western Iowa. Published by the) 


No. 6107. Paint, hardware and)! 


in greater Cleveland. Published by 
the Cleveland Plain Dealer. 


No. 6109. Frozen food retailer list, 
greater Cleveland. Published by 
the Cleveland Plain Dealer. 


| No. 6110. Grocery and drug list, 
|Sheboygan, Wis., area. Pub- 
|lished by the Sheboygan Press. 


No. 6111. Grocery list and map, 
Scranton, Pa., and its trading area. 
Published by the Scranton Times. 


No. 6112. Liquor list, Lackawanna 
County, Pa. Published by the 
Scranton Times. 


No. 6113. Drug list, Scranton, Pa., 
trading area. Published by the 
Scranton Times. 


No. 6116. Grocery list, Pawtucket, 
R. I., trading area. Published by 
the Pawtucket Times. 


No. 6117. Drug list, Pawtucket, R. 
I. trading area. Published by the 
Pawtucket Times. 


No. 6118. Self-service grocery list, 
greater Cleveland. Published by 
the Cleveland Plain Dealer. 


SOON TO BE PUBLISHED 


No. 6100. Separate lists for grocery, 
drug, hardware and appliance 
dealers, with additional market 
data for the Greensboro, N.C., 
trading area will be available 
within a few months. Published by 
the Greensboro Daily News and 
Record. 


No. 6101. Grocery list, Winston- 
Salem, N.C., trading area, will be 
available July 1. Published by the 
Winston-Salem Journal and Senti- 
nel, 


No. 6114. Grocery list, Philadel- 
phia trading area. To be issued 
next fall by the Philadelphia Bul- 
letin. 


No. 6115. Drug list, Philadelphia 
area. To be published next fall by 
the Philadelphia Bulletin. 


SORRY! 


| Because of the 


vast volume of 


market data 


information 
| in this issue 
the usual features, 
such as 
‘Creative Man’ 
and ‘Salesense 


in Advertising,’ 


have been omitted. 


They will all 


be back 


next week. 


Advertising Age, May 11, 1953 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 5025. Port Arthur Market. 


A description of the Port Ar- 
thur, Ont., market, with statisi.cs 
on the city and its trading area, 
retail outlets and sales. It contains 
a report on pay days and shopping 
hours, with a breakdown of princi- 
pal industries. Issued by the Port 
Arthur News-Chronicle. 


No. 5026. Quebec City Market 
Data. 


The Quebec Chronicle-Telegraph 
offers new data on Quebec City 
and its trading area, including 
population, home ownership and 
commercial and industrial infor- 
mation. 


No. 5027. Kitchener-Waterloo Mar- 
ket. 


This folder, issued by the Kitch- 
ener-Waterloo Record in conjunc- 
tion with the Ontario Provincial 
Dailies Assn., contains data on 
population, bank clearings, tax 
revenues, families and households, 
retail trade and sales, with a sum- 
mary of highlights of the market 
picture. 


No. 5028. Galt, Ont., Market Data. 


The Galt Evening Reporter has 
available a survey of its market, 
including a report on its growing 
industrial area, retail outlets, esti- 
mated retail sales, pay days and 
shopping hours and other details. 


No. 5029. Canada’s Fastest Ex- 
panding Industrial Market. 


In this folder, prepared by Ca- 
nadian Oil & Gas Industries, ac- 
tivities in Canada’s western oil- 
fields are described. It contains 
charts of field expenditures, crude 
oil production and refinery capac- 
ity. 


No. 5030. There’s No Place Like 
Home. 


This brochure describes the 
home market in Canada as reached 
by Canadian Homes & Gardens, 
from which it is available. 


No. 5031. Reading Habits of Arch- 
itects and Contractors in Cana- 
da. 


A survey by Canadian Facts Ltd. 
of leading architects and contrac- 
tors in Canada on magazine, trade 
publication and newspaper read- 
ing. Issued by Time International. 


No. 5032. Audience Study of 11 
Magazines in Canada. 


Here is a survey of a known 
probability sample of the entire 
Canadian population on the read- 
ing of 11 magazines in Canada, 
with breakdowns by province, city 
size, income group, education, oc- 
cupation, etc. Available for $1 
from the Canadian Advertising Re- 
search Foundation. 


No. 5033. Audience Study of 4 Ca- 
nadian Weekend Publications. 


Like the study above, this is a 
survey of the Canadian population, 
on reading of four weekend publi- 
_cations. Issued by Canadian Ad- 
| vertising Research Foundation, for 


‘$i. 


No. 5034. Survey Among Exhibi- 
tors and Visitors at the Toron- 
| to International Trade Fair, on 
| Magazine Reading. 

This survey, which covered trade 
publications and newspapers as 
well as magazines, was conducted 
/by personal interviews. Available 
'from Time International. 
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ILLUSTRATION © AND USED BY COURTESY 
DELL PUBLISHING COMPANY, INC. 
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Whether you buy or sell printing, the 1953 Hammermill 
Offset is a splendid choice for colorful advertising and sales mes- 
sages that attract favorable attention. 

The NEW Hammermill Offset features a clear, bright 
white plus improved opacity that blocks show-through in all 
weights. 

In the NEW Hammermill Offset there are retained all the 
noted performance features which mean economical production 
of color work delivered on. time—freedom from fuzz, lint and 
flakes, excellent ink receptivity, dimensional stability to provide 
accurate register in multi-color work. 

Hammermill Offset is available to lithographers and print- 
ers in Wove and in four distinctive embossed finishes (Linen, 
Handmade, Laurel, Homespun) through Hammermill Agents in 
cities from coast to coast. Send for FREE samples showing color 


work on the 1953 quality. 
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Advertising Age, May 11, 1953 


No. 5035. Your Best Customers in No. 5045. The New Era in Canada’s | Maclean’s—Chatelaine has pre- No. 5064. The Hamilton Spectator 


Canada. 


A survey of Time-Canadian sub- 
scribers on occupation, ownership, | 
education, travel, income, indus- 
trial buying, etc. Issued by Time) 
International. | 


ernization of the industry. It in- 


No. 5036. Timmins, Ont., Market 

Data. | 

The Timmins Daily Press has is- 
sued this market study of its trad-| 
ing area, containing figures on 
population, dwelling units, banks, 
number of radios and passenger 
cars and other indexes. 
No. 5037. Basic Marketing Guide| 

to Canada. 


Sanders Marketing Research of- 
fers this folder of market informa-| 
tion by geographic divisions cov- | 
ering distribution of population; 
number of households; per cent of. 
occupied dwellings with mechani-_ 
cal refrigerators and passenger 
automobiles; life insurance sales; | 
income and taxation and other de- 
tails. 


No. 5038. Markets in the Making. 

This booklet stresses growth of | 
Canada and the development of. 
new markets. In addition it lists | 
The Star Weekly’s circulation in| 
all Canadian centers where the, 
publication is bought. 


No. 5039. Record of Industrial De- 
velopment in 1952. 


This record is compiled from re- 
ports appearing monthly in Indus- 
trial Canada during 1952. It tab- 
ulates new plants erected, plants 
extended, production expanded 
and other projects planned and 
under way. New industries and 
companies are tabulated. Issued by 
Industrial Canada. 


No. 5040. Good Customers. 


This booklet, issued by The 
Country Guide, shows the changes 
in buying habits and in farm living 
in western Canada due to mech- 
anization, electrification, and the 
changes in the social structure of 
rural communities. 


No. 5041. 1952 Market and Read- 
ership Survey. 

This is a combination field-mail 
depth study covering 628 farm 
family subscribers to The Country 
Guide. The study includes farm 
needs and buying habits; building 
construction and maintenance; 
brand preferences; smoking habits; 
travel information and home 
equipment; farm equipment owned 
and plans to buy. It also contains 
information about what families 
read and evidence of editorial and 
advertising influence. 


No. 5042. Grocery Sales Climb 

Continues. 

This four-page folder gives com- 
plete information on the grocery 
and combination store market of 
Canada. Data includes 1952 sales 
by provinces, independent and 
chains; reasons for 217% increase 
since 1941, and trends and devel- 
opments in the trade. Also shows 
sales of large chains, and trends 
in non-food sections and frosted 
foods. Published by Canadian Gro- 
cer. 


No. 5043. Merchandising Report. 
Maclean-Hunter Publishing Co. 


|its boundaries. Published by the 


issues this monthly bulletin re- 


porting latest trends in Canadian 


retail business. Covers grocery 
trade, hardware, paint and paint 


try general store and others. 


No. 5044. The Paper and the Mar- 


ket. 


Hardware and Metal and Elec- 
trical Dealer (Maclean-Hunter) 
has published this six-page folder 
giving full information on the Ca- 
nadian hardware market; 1952 
sales; provincial breakdowns; 


number of stores; and characteris- 


tics of the market, 


Commercial Fisheries. 


this folder, which discusses past 
and present value of commercial 
fisheries as related to production, 
value of craft and gear, and mod- 


cludes an extensive list of equip- 
ment and supplies used. 


No. 5046. A Quick Survey of Can- 
ada’s Mining Industry. 

A folder giving a picture of the 
mining industry’s growth over a 
half century, and the present posi- 
tion of technological practice. Re- 
ports capital and maintenance ex- 
penditures. Issued by Canadian 
Mining Journal. 


No. 5047. So You Want to Do Busi- 
ness in Canada. 

Information for the U. S. export- 
er starting from scratch, in enter- 
ing the Canadian market. Pub- 
lished by Canadian Industrial 
Equipment News. 


No. 5048. Greater Kingston. 

An illustrated folder giving up- 
to-date market figures on the city 
of Kingston, Ont., following an- 
nexation of areas formerly outside 


Kingston Whig-Standard. 


No. 5049. The Market of Kingston. 
Facts about Kingston, Ont., and 
its trading zone are given in this 
folder issued by the Kingston 
Whig-Standard and the Ontario 
Provincial Dailies Assn. 


No. 5050. Chatelaine’s Captivated 

Market. 

This brochure, issued by Chate- 
laine, contains a description of 
the magazine’s audience: age, 
marital status, economic position, 
possessions, etc. 


No. 5051. Moose Jaw, Sask., Mar- 
ket Data. 

The Moose Jaw Daily Times- 
Herald offers a report on its mar- 
ket area, including a summary of 
business conditions and a forecast 
for the coming year. Covers data 
on families and number of house- 
holds, number of telephones and 
other details. 


No. 5052. Plan Your Industrial To- 
morrow in St. Catherines. 

A wealth of facts and figures 
about St. Catherines, Ont., are 
given in this illustrated booklet, 
which is distributed by the St. 
Catherines Standard for the civic | 
development committee of St. | 
Catherines and the Chamber of 
Commerce. 


No. 5053. Directory of Manufac- 
turers. 

A list of manufacturers in St.| 
Catherines and its area, with ad-| 
dresses, number of employes, and | 
the products they make. Issued by | 
the St. Catherines Standard. 


No. 5054. St. Catherines Market 
Data. 
Contains a comprehensive re-| 

port on current and future indus- | 

trial plans and a general back-)| 
ground of the city of St. Catherines | 
and its district. Published by the| 

St. Catherines Standard. 

| 

No. 5055. Population and Retail) 
Sales of Canada. 
Population and retail sales of 

Canada, by provinces. Sales are 

broken down by store groups— 

grocery, furniture, etc. Issued by 


Maclean-Hunter Publishing Co. 
manufacturing, drug trade, coun-| 


No. 5056. Monthly Retail Sales in 

Canada. 

This is a chart depicting the 
monthly trend in retail sales for 
the years 1950, 1951 and 1952. Is- 
sued by Maclean-Hunter Publish- 
ing Co. | 


No. 5057. Imports in Weight and 
Dollar Value of Fruit Juices 
into Canada. 

The research department of 


pared this report on imports into, 
Canadian Fisherman has issued Canada of fruit juices, broken) 


down by country of origin. 


No. 5058. Statistical Survey of 
Western Ontario. 

The London Free Press offers a 
survey of its market, including 
maps; county and city surveys of 
population; labor force, retail out- 
lets and retail sales; industries, 
and other details. 


No. 5059. Oil & Gas Heat Marketing 
Data. 

A complete breakdown of fig- 
ures on domestic heating in Can- 
ada by cities and provinces, show- 
ing types of fuels used. Published 
by Oil & Gas Heat. 


No. 5060. The Ottawa Citizen Mar- 
ket. 

This folder, issued by the Ottawa 
Citizen, covers highlights of the 
Ottawa market, filling in until Ca- 
nadian government census data is 
completed. 


No. 5061. Windsor the Ever Ex- 
panding Market. 

The Windsor Daily Star has is- 
sued this illustrated folder describ- 
ing the expansion of population, 
employment, payrolls, etc., in the 
Windsor market. It includes a 
county list of retail outlets, de- 
scription of industries, crops and 
livestock and many other details. 


No. 5062. Your Quebec Farm Mar- 
ket Year Book. 

Le Bulletin des Agriculteurs of- 
fers information about the French 
farm market: number of farms, 
income, electrification, ownership 
of cars and trucks, tractors and 
household appliances, livestock and 
crops, etc. 


No. 5063. Canada’s Richest Market. 

A complete report on the eco- 
nomic and buying power of Cana- 
da, Ontario, Toronto retail trading 
zone, York County and metropoli- 
tan Toronto; retail sales compari- 
sons of cities in Canada and U. S.; 
and readership and page observa- 
tion studies of the Toronto Tele- 
gram. 


Market. 

In this folder the Spectator, 
‘Hamilton, Ont., gives a picture of 
‘metropolitan Hamilton and _ its 
trading area, including a circula- 
tion map. 

No. 5065. Business-Grams. 

The Halifax Chronicle-Herald 
and Mail-Star issues a monthly 
bulletin reporting on progress of 
business and industry in the Prov- 
ince of Nova Scotia. 


No. 5066. Fort William, Ont., the 
Center of a Continent. 

City and district statistical data 
under 27 classifications including 
civic, industry, commerce, pay 
days, shopping hours, transporta- 
tion, etc. Issued by the Fort Wil- 
liam Daily Times-Journal. 


No. 5067. Market Data for Chat- 
ham, Ont. 
The Chatham Daily News offers 
a 12-page folder full of market 
data covering population, industry, 
retail outlets, etc. 


No. 5068. Greater Victoria and Van- 
couver Island Market Guide. 
Maps illustrate this statistical 
data on greater Victoria and Van- 
couver Island. Published by the 
Daily Colonist and Victoria Daily 
Times. 


No. 5069. You Were Asking About 
Saskatoon, 

The Saskatoon, Sask., Board of 
Trade has available a small illus- 
trated folder containing informa- 
tion about the city, its commerce 
and industry. Available from the 
Saskatoon Star-Phoenizx. 


No. 5070. The Market of St. Thom- 
as, Ont. 

Facts about St. Thomas and its 
city and retail trading zone are 
presented in this folder. Produced 
by the Ontario Provincial Dailies 
Assn. and the St. Thomas Times- 
Journal, 


No. 5071. Readership. 

The Canadian Doctor has pub- 
lished this analysis of its readers, 
with charts showing percentages 


“the | and only” 


Exclusively Yours 


WSAZ-TV 


HUNTINGTON, V. VA. 


CHANNEL 3 


...and 


FOR ADDITIONAL INFORMATION CONTACT 
THE KATZ AGENCY, OR L. H. ROGERS, V.P. & Gen. Mgr. 


WSAZ-TV is the Ist and ONLY TV 
Station in the rich and growing Ohio 
Valley area. Complete saturation in 
103 Counties of W. Va., Ohio and 
Kentucky. WSAZ-TV really domi- 
nates this market. 
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WANT TO 


EXPAND 


Schenectady, N.Y.? 


DO IT WITH THE 
INCREASING 
LEADERSHIP 


OF THE 


SCHENECTADY 
GAZETTE! 


CIRCULATION 
climbs to 


39,275 


A GAIN of 558 copies daily, 
2820 greater than any other 
Schenectady Newspaper. 

(Circulation figures from A.B.C. 
Publishers Statement for 6 
months ending Sept. 30, 1952) 


ADVERTISING 


total for 1952 


12,463,824 Lines 
“2 2 87,730 Lines 


Greater 


1,716,540 crear 


than any other 


"Schenectady newspaper 


Linage Figure 
Authority Media Records 


MORE 


ADVERTISING 


MORE 


CIRCULATION 


MORE 


‘NEWS & PAGES 


| Leader for 58 Years 


REYNOLDS-FITZGERALD, Inc., National Reps. 
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Small investment but 


RETURN 


That’s the result 
of selling to 
these 1,518,215 
growing families! 


There’s no reason why you 
can’t join the parade of na- 
tional advertisers who profit 
more by influencing over 
1% MILLION larger-than- 
average families to buy 
from you! 


Tell them—and SELL them 
by advertising in the two 
national weeklies they trust 
—national publications they 
respond to. Our Sunday 
Visitor and The Register 
have earned and main- 
tained that trust over a 
quarter of a century. 


JUST ONCE try this coast- 
to-coast selling UNIT for 
convincing proof. Greater 
net profits and thousands 
of steady, repeat customers 
are yours for a very modest 
investment. 


Just write, wire or tele- 
phone for friendly, money- 
making ideas and informa- 
tion . . . yours without obli- 
gation. We'll help you in- 
troduce your merchandise 
profitably to these volume- 
buying families. 


1,918,215 


WEEKLY CIRCULATION 


NATIONAL REPRESENTATIVES 


C0 Bertolet ¢Co..ne 


20 WORTH DEARBORN 


—CHICAGO— 


cenmrrat #-e@aert 


|in age groups, nature of work, and 
|urban and rural divisions. 


No. 5000. Copy Aids for Latin 

American Advertising. 

Suggestions for preparing effec- 
tive export advertising copy aimed 
at the Latin American oil refin- 
ery market are embodied in this 
pamphlet by Petroleo Interamer- 
icano. 


No. 5001. Chart Your International 

Sales. 

An analysis of Newsweek In- 
ternational’s audience character- 
istics and advertisers. Covers Euro- 
pean edition, Pacific edition. 
Available from Newsweek. 


No. 5002. For Men of Influence and 
Buying Power in Latin Amer- 
ica. 

The audience of Revista Rotaria 
is described in this brochure, 
which shows who the publication’s 
Latin American readers are—their 
executive authority, community 
influence and buying power. 


No. 5003. Translation of an Article 
from the German Advertising 
Monthly Die Anzeige. 


This is a readership analysis of 
mass-circulation German maga- 
zines in which a survey by Public 
Opinion Research Ltd., sponsored 
by Das Beste aus Reader’s Digest, 
is described. Available from Read- 
er’s Digest International Editions 
Inc. 


No. 5004. Survey Made by Service 
de Sondages et Statistiques of 
Eleven French Magazines. 


An analysis of a study of mag- 
azine readership by 3,063 persons 
interviewed in France. Issued by 
Reader’s Digest International Edi- 
tions Inc. 


No. 5005. An Audience Study of 
Swiss Publications. 


This is a new release of a study 
made three years ago describing 
Swiss periodicals. It was made by 
two Swiss research organizations 
on commission by Reader’s Digest 
International Editions, from which 
this translation may be obtained. 


No. 5006. Reaching Quality Mar- 
kets through the Caribbean 
Edition of Reader’s Digest. 


This survey covered newsstand 
and subscriber readers of Selec- 
ciones del Reader’s Digest and in- 
cludes facts on income, purchasing 
power, family possessions and 
magazine reading habits. Avail- 
able from Reader’s Digest Inter- 
national Editions Inc. 


No. 5007. Brand Ownership—From 
Reader Survey of Caribbean 
Edition—Selecciones del Read- 
er’s Digest. 


This is a supplement to the 
Caribbean survey of February, 
1953, described above. It shows 
detailed information of brand 
ownership and plans to buy by 
brands. Available from Reader’s 
Digest International Editions Inc. 


No. 5008. Leading International 
Advertisers in 1952. 


This booklet lists 1,697 adver- 
tisers in the international editions 
of Reader’s Digest, showing the 
products advertised and markets 
covered. Available from Reader’s 
Digest International Editions. 


No. 5009. Have You Discovered 
the Latin American Multi-Mil- 
lion Dollar Grocery Market? 


A description of the Latin 
American grocery market and the 
Latin American market for com- 
mercial refrigeration. Issued by 
La Tienda. 


No. 5010. A Survey of Cabinet Of- 


ficials of Member Countries of 
the United Nations on Freedom 


| of Information. 


formation, goes into magazine and 
| newspaper reading «!so. Available 
‘from Time International. 


No. 5011. Your Key Customers in 
the Fastest Grow ing Market in 
the World. 


A survey of the readers of 
Time-Latin American Edition on 
occupations, education, travel, in- 
dustrial buying, etc. Available 
from Time International. 


No. 5012. The PX Market. 


A survey by International Pub- 
lic Opinion Research Inc. of Life 
International PX buyers in Ger- 
many. It covers, among other 
things, data on PX sales by types 
of products and by country-of- 
origin of the merchandise. Avail- 
able from Life International. 


No. 5013. Magazine Reading Habits 
of Leading Business Execu- 
tives in Switzerland. 


A survey by Erdos and Morgan 
Research Service of Swiss execu- 
tives on magazine and trade pub- 
lication reading. Available from 
Life International. 


No. 5014. Magazine Reading Habits 
of Leading Business Executives 
in Brazil. 


Similar to the survey above, con- 
ducted by the same organization 
and also available from Life Inter- 
national. 


No. 5015. Periodical Reading and 
Radio Listening Among Editors 
and Publishers of the World’s 
Largest Newspapers and Radio 
Broadcasting Executives. 


This study is based on letters 
mailed to about 1,050 editors and 
publishers and radio executives 
outside the U. S., of whom about 
half replied to questions of maga- 
zines and newspapers regularly 
read, and radio listening. Issued 
by Time International. 


No. 5016. Periodical Reading and 
Radio Listening Among the 
World’s Leading Engineers. 


A survey by Time International 
of leading engineers outside the 
U. S. and Canada. 


No. 5017. Magazine Reading and 
Radio Listening of Presidents 
of the Largest Companies in 
Latin America. 

A survey of presidents of Latin 
American companies rated “A” by 
Dun & Bradstreet on magazine 
reading and radio listening. Issued 
by Time International. 


No. 5018. Six Way Coverage of 
Latin America through Six 
Separate Editions of Reader’s 
Digest. 

Contains complete circulation 
breakdowns for Latin American 
editions of Reader’s Digest, with 
coverage maps, list of advertisers, 
editions used and products adver- 
tised. 


No. 5019. Global Coverage. 

Coverage maps and circulation 
breakdowns for cities, states and 
provinces for 58 countries covered 
by the 30 international editions of 
Reader’s Digest are included in 
this booklet. 


No. 5020. A Study of Reader’s Di- 
gest Audience in Switzerland. 


This readership analysis is based 
on surveys made in Lusanne and 


were interviewed—964 in French- 
speaking Switzerland, and 1,183 


tional Editions Inc. 


Export Report. 


A monthly bulletin on exports 


\of farm equipment to Latin Amer- 
lica, 


prepared by Implement & 


\Ne. 5022. The Foreign Chemical 
Pracess Industries Market. 


_ Chemical Engineering and Chem- 
‘ical Week have available a 16- 
‘page booklet indicating the grow- 
‘ing market for U. S. industrial 
‘companies in the overseas trade 
and pointing out the big actual 
'market that exists in foreign chem- 


ical process industries. 


No. 5072. Complete Mecanica 


Popular Reader Research Data. 


Mecanica Popular has issued a 
complete compilation of all its 
reader research data. Includes bas- 
ic statistics on ownership, prefer- 
ences, occupations, business influ- 
ence, advertising responsiveness. 
The result of four years’ research 
in Latin America. 


SCON TO BE PUBLISHED 


No. 5023. The Buyers of Life en Es- 
panol. 

A survey of charter buyers of 
Life en Espanol throughout Latin 
America, on occupations, owner- 
ship, travel, education, industrial 
buying, etc. To be issued in August 
by Life International. 


No. 5024. Your Best Customers in 
Europe, the Middle East and 
Africa. 

A survey to be issued in August 
covering Time-Atlantic readers on 
occupations, ownership, education, 
travel, industrial buying, etc. Is- 
sued by Time International. 


The List of 
Available Market Data 
Begins on Page 78. 
Use the Coupon 
in Replying 


| Tractor as an information service. 
This survey, on freedom of in- | 
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NOTE: Most items here are avail- 
able without charge, but not all. 
Those requesting material which 
bears a price will be billed by the 
publishers. 


No. 7000. Composition and Analysis 
of the Jewelry Trade. 


National Jeweler offers reprints 
from its January, 1953, issue, 
showing the Jeweler’s Board of 
Trade’s biennial count of retail 
jewelers, with editorial analysis of 
the figures. 


No. 7001. U. S. Imports of Jewelry 
Store Merchandise and Sup- 
plies. 

Published by National Jeweler 
are tables of U. S. imports by com- 
modities; polished and rough dia- 
monds by countries; platinum; imi- 
tation and synthetic stones, etc. 


No. 7002. Jewelry, Excise Tax Col- 
lections 1941 Through 1952. 


Jewelry excise tax collections, 
1941-1952, by months, providing an 
index of retail jewelry business, 
are tabulated in this data sheet 
published by National Jeweler. 


No. 7003. Diamond Price-Trend at 
Wholesale. 
A 34-year record of the diamond 


price trend is shown in four charts 
based on per carat prices paid by 
prominent buyers for quantity lots. 
Published by National Jeweler. 


No. 7004. The Importance of Brand 
Advertising to Frozen Foods. 


This is a report on a study made 
'by Quick magazine in cooperation 
| with Quick Frozen Foods to gather 
_information on the status of na- 
tionally advertised vs. non-nation- 


|ally advertised frozen foods in 


pu 


FOTOTYPE/ ADDS UP TO BIG SAVINGS 
Victor Adding 


Machine Company 


Big business is every bit as interested in 
saving money as small business. 

And the larger the company, the greater its 
opportunities for slicing the fat out of costs. 

The Victor Adding Machine Co., makers 
themselves of equipment designed to increase 


Zurich, for which 2,147 persons. 


in German-speaking Switzerland. 
Issued by Reader’s Digest Interna- | 


No. 5021. Implementos y Tractores 


office efficiency, have long employed Fototype 
as a fast, professional and remarkably simple 
method of setting their headlines and copy. 


Every year, Victor’s advertising department 
produces scores of flyers, brochures, price lists 


and merchandising pieces utilizing Fototype. 
They also publish their company magazine, 
using Fototype for all headlines. 


Victor estimates that Fototype saves them over 
$1,500.00 a year. 


If your business requires printed materials, 
you too can figure on big savings with Fototype. 
Anyone in your office can set it-a stenographer 


set this entire ad! 


Write today for a free catalog illustrating 250 


styles and sizes of Fototype. And set yourself 
for savings! 


— 


uN 4, 
| FOTOTYPE= 
1415 Roscoe Street 
CHICAGO 13 
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chain stores throughout the coun- 
try. It reports frozen food buyers’ 
use and opinions on the subject. 


No. 7005. Daily News Record Fact 
File. 

Up-to-date covering production 
and distribution of men’s clothing, 
furnishings, sportswear, work 
clothes; boys’ wear; domestics; 
knit wear; cotton, rayon, woolens 
and worsteds; knit fabrics; yarns; 
dyers; mill machinery; closures; 
film and coated fabrics. Free to 
advertisers and agencies if they 
serve these industries. Published 
by Daily News Record, a Fairchild 
publication. 


No. 7006. A Market Study of the 
Baking Industry. 


This 24-page booklet, published 
by Bakers Weekly, covers the size 
of the market, organization of the 
industry, the publication’s service 
and coverage, an evaluation of in- 
gredient sales potentials, equip- 
ment bought by bakers, and media 
data. 


No. 7007. The Cake Market—Today 
and Tomorrow. . 


This booklet is a special study of 
America’s changing food habits as 
they apply to the cake sales of 
commercial bakers. Directed at a 
constructive analysis of trends af- 
fecting the future of bakers, it 
presents statistics from govern- 
ment and other sources plus re- 
sults of a national consumer study 
by Industrial Surveys Co. Pub- 
lished by Bakers Weekly. 


No. 7008. Feed—from Scoop to 
Machine. 


This new market study of the 
feed manufacturing industry de- 
scribes the operation of plants en- 
gaged in feed manufacturing ac- 
cording to volume and type of 
production; growth of the indus- 
try; materials and equipment pur- 
chased; and media data about Feed 
Age, publisher of the booklet. 


No. 7009. The $3.5 Billion Formula 
Feed Industry. 

Information on the size, probable 
future growth, organization and 
buying power of the formula feed 
industry market—and how to sell 
it—is given in this booklet pub- 
lished by Feedstuffs. Media data 
are included. 


No. 7010. The Northwestern Miller 
Almanack. 

A complete statistical reference 
work containing facts and figures 
on the production, distribution and 
consumption of materials and com- 
modities used and manufactured in 
the flour, feed, grain and baking 
industries. Included are statistics 
on price, supply, production and 
distribution, and the factual back- 
ground of trade customs, govern- 
ment regulation and industry self- 
control. Published by The North- 
western Miller at $2 a copy. 


No. 7011. America Turns to the. 

Jeweler. 

This is a market survey of the| 
jewelry trade, listing items sold by | 
jewelers, dollar volume by items, 
and per cent of store volume. It in- 
cludes a monthly breakdown of 
sales, number of employes, cash | 
and credit stores, regional markets, 
and types of ownership. Issued by 
The Jewelers’ Circular-Keystone. 


No. 7012. 27th Annual Report on 

the Diamond Industry, 1951. 

An annual study of diamond 
production and sales, details of 
U. Sv diamond imports (with coun- 
try of origin, carat and dollar val- 
ue). Previous years’ figures are 
compared with the year covered in 
the report. A special section deals 
with industrial diamonds. Pub- 
lished by The Jewelers’ Circular- 
Keystone. 


No. 7013. The Merchandising of 
Rings. 

This report, published by The 
Jewelers’ Circular-Keystone, in- 
cludes a reference guide to stones 
of the month (birthstones), types 
of cuttings, wearability, etc. It 
shows how to catalog types and de- 
signs and provides many ideas for 
displays and fashion tie-ups. 


No. 7014. Condensed Report of Of- 
fice Equipment and Stationery 
Dealer Market. 

Geyer’s Topics has issued this 
report on a market survey of the 
office equipment and _ stationery 
business in the U. S. It includes 
figures on dollar volume, buying 
and selling habits, products these 
dealers sell, and their merchandis- 
ing practices. 


No. 7015. The Outdoor Show Busi- 
ness Market. 

The Billboard gives, in this book- 
let, a breakdown of the outdoor 
amusement industry: number of 
circuses, carnivals and other trav- 


eling shows; amusement parks, 
‘county, state and district fairs: their 


investment in equipment annual 
purchases, products used, and at- 
tendance figures. Included are 


To secure copies of data listed, 


Available Market Data—Distribution 


use the handy coupons 


facts about the concession busi- 
ness—largest buying power in out- politan areas. 
door show business. 
‘No. 7018. Supermarket News Sur- 
No. 7016. Report on Merchandise | vey of Non-Food Lines. ‘ 
Stocked and Merchandising Op-| How will non-foods fare in su- 
erations of Gift and Decorative permarkets? What are the lead- 
Accessory Retailers. ers? How are non-foods distrib- 
A regional breakdown in this re- Uted, and what are the — 
port shows gift and accessory mer- | These are some of the subjects o 
chandise lines stocked by retailers, | is folder issued by Supermarket 


and facts are given about the num- | News, a Fairchild publication. 


ber of years of operation, number. 


"et : /'No. 7019. Survey of Broker-Re- 
of employes, advertising practices | tailer Relations. 


(various media), and merchandis- | 
: : | Supermarket News analyzes bro- 
ing practices. Published by The nenaeiatine relations in rae major 
Gift and Art Buyer. |markets, with comments by bro- 
'kers and retailers. 
No. 7017. Who Sells Hard Surface | 
Floor Coverings? No. 7020. Two Surveys for the 
This report, published by Re-| Food Industry. 
tailing Daily, is an analysis of hard| What’s ahead in 1953 for super- 
surface floor coverings sales by | markets as seen by 18 leaders in 
type of outlet, volume and metro- the field, and a market analysis of 


shopping center developments and 
the supermarket are reported by 
Supermarket News. 


No. 7021. Paint, Glass, Wallpaper 
Related Product Sales by Lum- 
ber and Building Products 
Dealers. 

This report, published by Amer- 
ican Lumberman & Building Prod- 
ucts Merchandiser, covers products 
handled, inventory, turnover, sales 
volume, promotional methods used, 
types of customers sold, and other 
market data. 


No, 7022. The Market for Materi- 
als Handling Equipment Among 
Lumber and Building Product 
Dealers. 

This report gives detailed infor- 
mation which provides an estimate 
of sales potentials in the lumber 
and building product dealer mar- 
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Here’s an area that accounts for an important part of 
all filling station sales—an area whose summertime 
potential can be measured by the fact that it is the 


Midwest’s number one 


station items forcefully and economically in this area 
by using the one single sales voice that covers it effec- 
tively. Use WJR, the Great Voice of the Great Lakes. 
Contact WJR or your Christal representative today. 


ALMOST 10 PER CENT 
OF ALL OF THE NATION’S SALES 
TAKES PLACE IN WJR'S 
PRIMARY COVERAGE AREA 
vacationland! Sell your filling 


FREE 
SPEECH 
MIKE 


“$ x 
¥\ ; 
Radio—America’s 


more thah 10% of the 
nations filing <eion 
<alec takes place in 


the great voice 


= 


of 


the great [AKesS 


W4IR, Fisher Building, Detroit 2, Michigan 

W4IR, Eastern Office: 665 Fitth Avenue, New \ ork 22 
Represented Nationally by the Henry |. <hristal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Ltd. 


Greatest Advertising Medium 
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To secure copies of data listed, 


Available Market Data—Distribution 


use the handy coupons 


ket. Physical characteristics of 
plants, types of equipment, etc., are 
shown. Published by American | 
Lumberman & Building Products| 
Merchandiser. 


No. 7023. Step into This Picture 
Mr. Advertising Manager. 


This booklet takes the reader on 
a picture-and-chart tour of the $8 
billion lumber and building prod- 
ucts dealer market. Market statis- 
tics, sales opportunities, product 
information, and pictures of lum- 
ber merchants’ stores are shown, 
with an analysis of who sells, and 
how and what. Issued by Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser. 


No. 7024, The Use of an Annual 
Reference Source by Lumber 
and Building Product Dealers. 


This report, based on a research 


| On the beach 
—or in the car 
listeners dial 


WGAR... 


HIGHWAYS 


81% of all cars in Northern Ohio 
have radios, 75% in use and 
35% tuned to WGAR at any 
given hour. Drive your ad 
sales message home! PV) 


1 


COTTAGES 


Along Lake Erie are more 
than 15,000 summer 

P / homes. They listen most 
3 to WGAR, the 2-t0-1 


@; in this area. 


sv 


MOTELS 


Nearly 1500 motels and tourist 
hotels serve Ohio's summer resi- 
dents. Transient dialers also 
stop at WGAR for top 
CBS and local shows. 


Sw 


TRAILERS 


Listeners follow the W GAR trail 
in 750 trailer camps. It keeps 
them in touch with the < 
world and -gives them “\<f_“ 
worlds of entertain- fj ) A 


-RESORTS 


Listeners in more than 100 
vacationlands in Northern Ohio 
resort to WGAR, as do smart 


advertisers who 
. B want to reach 
r 


prospects yeor 
¢ svound. 
THE SPOT FOR SPOT RADIO 
Cleveland 
50,000 watts 


CBS" 


Eastern atte 2 v. 

655 Fifth Ave  N 
Represented by The ’ i 
‘Canada by ® 


In 


| , oot & Finley 


| Project conducted by Dr. Albert 
| Haring of Indiana University, 
shows, among other things, that 
two out of three dealers keep less 
than 50 manufacturers’ catalogs on 
hand, while 92% of the dealers 
keep and use an annual directory 
all year. Published by American 
Lumberman & Building Products 
Merchandiser. 


No. 7025. Annual Outlook and Re- 
view. 

This report, issued by Electrical 
Wholesaling, covers electrical 
wholesale distribution industry ad- 
vances during 1952 and suggests 
trends based on a nationwide sur- 
vey of electrical wholesale dis- 
tributors. 


No. 7026. Getting Your Share of 
the Car Dealer Market. 


Automotive News issued this 
130-page study, which shows the 
number of engine overhauls, tune- 
ups, etc. Parts, accessories, oil, bat- 
tery and tire sales are shown by 
volume and brand—whether pur- 
chased through jobbers or other 
sources. Equipment and tools in 
use are shown by brand; number 
of mechanics, cars serviced other 
than own make, etc. 


No. 7027. A Fresh Market that Is 
Ripe for Sales. 

The Packer has issued this folder 
describing the fresh fruit and veg- 
etable distributing industry and 
the publication’s place in coverage 
of the industry. 


No. 7028. Facts in Food and Gro- 
cery Distribution. 

This is a compilation of statis- 
tics by the editors of Progressive 
Grocer, based on their annual sur- 
vey of the grocery business. It 
shows number of retail food stores; 
estimated retail food store sales, 
1929-1952; chain store sales; stores 
by size, and many other details. 


No. 7029. 
Data. 


Reports the number of vendors 
in operation, sales per machine, 
weekly and yearly sales totals in 
candy, tobacco, beverages, coffee, 
dairy and miscellaneous products. 
The study describes distribution 
methods, buying practices and 


1953 Vending Market 


survey of the industry. Published 
by Vend. 


No. 7030. It’s a Huge Market. 


This report of the gasoline serv- 
ice station market shows the na- 
tional sales potentia! for tires, bat- 
teries, accessories and supplies to 
and through the country’s 188,000 
gasoline service stations. It tells 
why the market is expanding, how 
stations have broadened their 
services, and who is important in 
the $13 billion market. Published 
by Super Service Station. 


No. 7031. Hardware & Housewares 

and the Hardware Market. 

Hardware & Housewares gives 
latest government figures on 
wholesale and retail sales in this 
$2% billion hardware and house- 
wares market. The study analyzes 
the small town market and tells 
why it’s important. 


No. 7032. The Retailer Gauges the 
Market. 

This folder tabulates the results 
of Jewelry’s 12th semi-annual sur- 
vey of the retail jewelry trade. It 
shows percentage of sales in vari- 
ous classifications—silverware, 
watches, costume jewelry, etc.— 
and analyzes the trends editorially. 


No. 7033. The Shoe Industry Re- 
view and Prospect 1953. 

This report contains information 
on shoe production by major types 
in 1952 as well as for years from 
1921 to 1952 inclusive. It measures 
the major conditions operating in 
the industry and shows per capita 
consumption of shoes by major 
types, 1921-1952 inclusive. Pub- 
lished by Boot and Shoe Recorder, 
25¢ a copy. 


No. 7034. Motor’s Trading Area 
Sales Guide. 

An analysis of the U. S. market 
for automotive replacement parts 
and repair shop equipment and 
tools. Breaks down the country in- 
to 601 trading areas and assigns 
each its proportion of motor vehi- 
cle registrations. Designed for the 
sales manager who wants to meas- 
ure sales performance, establish 
sales quotas, rearrange territories, 
etc. 


No. 7035. Your Restaurant and Ho- 
tel Market. 
Ahrens Publishing Co. offers a 
24x37” map (three colors) show- 


brand preferences as reported in a li ing a state by state market picture 


cooperative. 


cery advertisements, 
Here is C. 
profite 


Let our odvertising 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
=. o. 5 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED 
TIE-INS IN 6195 INSERTIONS . A any 


proof our grocers are 


You may heve o copy of our tie-in FREE 
on request to see how your products reted in py 


proof thet this is one of the Richest, most 
rket 


TEST MARKETS in the Mid-west . Me 

covered only by the Waterloo Daily and Sunday Courier. 
and merchandising deportment 

whet con be done with your product. Write. oe 


with “ 
“WATERLOO. 1OWA,— 


Notiora 


Adverts og Representatives 


of the country’s most important 


| restaurants and hotels and their 


channels of distribution. 


No. 7036. Selling to Restaurants 
and Hotels. 


This report by Ahrens Publish- 
ing Co. is designed to present to 
manufacturers and their salesmen 
a factual survey of the sales poten- 
tialities within the big restaurant 
and hotel industries. 


No. 7037. Chain Store Age Drug 
Market. 


The chain drug market as cov- 
ered by Chain Store Age Drug Edi- 
tions. Includes comparative sales 
for ten years (1943-1952 inclu- 
sive); departmental sales break- 
down; detailed information on 
buying and selling functions of 
executives and store managers; the 
professional side of the chain drug 
store, and media data. 


No. 7038. Self-Service Drug News. 

A four-page monthly summary 
of self-service developments and 
activities in the chain drug field. 
Includes new and remodeled self- 
service store news, sales data, self- 
service displays and other infor- 
mation of current interest. Pub- 
lished by Chain Store Age Drug 
Editions. 


No. 7039. Mass Feeding—a $1.3 

Billion Market 

This four-page report breaks 
down the expanding $1.3 billion 
chain fountain-restaurant market 
into drug, variety, general mer- 
chandise, restaurant and miscella- 
neous chains. Photographs show 
the chains’ equipment, and chain 
practices in buying equipment and 
food are described. Published by 
Chain Store Age—Fountain-Res- 
taurant Magazine. 


No. 7040. Grocery Advance News. 

This is a four-page monthly sum- 
mary of food chain news, pub- 
lished by Chain Store Age Grocery 
Editions. Regular features are 
“What the Food Chains Did Last 
Month,” “What the Food Chains 
Are Talking About,” and “Spot 
Check on New Food-Chain Con- 
struction.” Includes regional sales 
report, listing chains’ percentage of 
gain or loss for four months com- 
pared with same months last year. 


No. 7041. Chain Store Age Market- 

ing Map of Grocery Chains. 

Shows cities in which there are 
buying offices and branches of 
grocery-supermarket chains of two 
stores or more; number of stores 
operated by chains in each state; 
total number of stores by states; 
total sales of the chain food field; 
sales by departments; buying and 
selling functions of executives and 
store managers and other details. 
Published by Chain Store Age 
Grocery Editions. 


No. 7042. Chain Store Age Check 
List. 

A four-page monthly marketing 
newsletter covering the chain 
variety store field. Lists previous 
month’s sales for the top 12 variety 
chains, shows percentage of gain 
or loss over same month in previ- 
ous year. Announces new and re- 
modeled stores and highlights sales 
trends. Issued by Chain Store Age 
Variety Editions. 


No. 7043. Merchants to the Masses. 


A 16-page pictorial study of the | 


$3 billion variety store market. A 
complete story of today’s variety 
store—from its dime-store start 


‘to its emergence as a major shop- 
‘ping center for popular-price. 
It includes national and | 


goods. 
sectional chain market data, vol- 
ume breakdown by departments, 
chain buying and selling proce- 
dure, and promotional tie-in op- 


portunities. Published by Chain | 


Store Age Variety Editions. 


| 


No. 7044. 22 Ways You Can In-| 


crease Your Business through | 


Chain Variety Store Managers. 
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A fully illustrated 32-page bro- 
chure showing how to get store 
manager cooperation in displaying 
and merchandising your products 
at point of sale. A factbook for 
manufacturers. Published by Chain 
Store Age Variety Editions. 


No. 7045. Independent Retailers 
and Wholesalers Who Serve 
Them. 


Detailed information on the ex- 
tent of the market comprised of 
the independent retailers of dry 
goods in small and medium size 
cities throughout the country, and 
the wholesalers who serve them. 
Published by Garrison’s Magazine. 


No. 7046. Tire Review and the TBA 
Market. 


This booklet shows results of a 
March, 1953, survey among 8,000 
oil jobbers handling TBA (tires, 
batteries and accessories). Ad- 
ditional data, statistics and charts 
show how Tire Review covers the 
market. Published by Babcox Pub- 
lications. 


Just the ticket for 


SUMMER SELLING 
in Northern Ohio 


WGAR 


Our listeners take 
vacations... 
but no vacation 
from listening! 


FISHING 


Lake Erie and the inland lakes 
abound with fish and portable 
radios—catching the best CBS 

and local programs 


PICNICS 


Food under one arm, 
portable radio under the 
other; picnickers listen to 

WGAR in a recep- 


CONVENTIONS 


Visitors will bring $15 
million extra spending 
in 1953 to Northern 
Ohio ... where listening 
to WGAR is a conven- 
tional habit. 


HOME JOBS 


7 Stay-at-homes listen 
while they work or play. 
This Northern Ohio mar- 
ket is served best by 
WGAR! 


THE SPOT FOR SPOT RADIO 
Cleveland .° 
50,000 wots & 


CBS 


Eastern Off; 
655 Fifth Ave NYC 
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No. 7047. Heating and Fuels Mar- | 
ket. 
This market analysis shows how 
he various regions, states, cities, 
ind counties are heated—the num- 
ver of dwelling units with boilers, 
‘urnaces, heating stoves, and the 
number that use coal, oil, gas and 
‘lectricity. Published by Coal-Heat. 


No. 7048. The Hardware Market 
for Housewares. 

A comprehensive survey report 
oy Hardware Age on the sale of 
nousewares by major retail hard- 
ware dealers. Fifty-six housewares 
lines are illustrated, with number 
and per cent of major dealers who 
sell each line. Charts show the 
growth of the housewares market 
among major dealers since 1929. 


No. 7049. The Hardware Business. 

A summary of facts and details 
concerning the operation of a re- 
tail hardware business, designed as 
a guide for anyone interested in 
owning and operating his own 
business. Published by the National 
Retail Hardware Assn. 


No. 7050. Survey of Travel Prac- 
tices Among Insurance Execu- 
tives. 

This report shows the amount 
spent by insurance executives for 
travel and hotels; percentage of 
travel by various means of trans- 
portation; extent to which execu- 
tives express preference for par- 
ticular railroads or airlines; num- 
ber of times a year sales confer- 
ences are held, etc. Published by 
The Spectator, division of Chilton 
Ca. 


No. 7051. The Spectator Fire Index. 

An annual issue, published by 
The Spectator, this records the fi- 
nancial and underwriting results 
of companies writing fire-insurance 
lines for the previous year. It 
shows complete industry aggre- 
gates. A guide to the soundness and 
purchasing power of fire and cas- 
ualty companies. $3 a copy. 


No. 7052. Your $3 Billion Market. 

This study of the feed and grain 
industry, published by American 
Feed and Grain Dealer, reports on 
the scope of the industry; “feed- 
lands” by region; tables showing 
number of mills, tons of feed made 
and tons sold, by states and regions. 
Data about the medium are in- 
cluded. 


No. 7053. American Feed and Grain 
Dealer Statistics. 

American Feed & Grain Dealer’s 
November, 1952, issue is a com- 
prehensive buyer’s guide to sup- 
pliers and manufacturers of basic 
feed ingredients. It is department- 
alized to provide nutrition infor- 
mation and listings on all key 
feed ingredients, and includes an 
appendix listing company litera- 
ture available on those ingredients. 


No. 7054. What the Public Spends 
for Drug Store Products. 

This is the fifth annual report, 
published by Drug Topics, cover- 
ing 222 drug store product lines 
for three years, 1949-1951. A 
breakdown shows the annual re- 
tail volume through all outlets and 
through drug stores only, with a 
complete analysis of the figures. 


No. 7055. Annual Study on Vitamin | 
Concentrates. | 
Gives retail value of vitamin) 
concentrate sales by type of out- 
let; comparison of retail value of 
sales of high potency and mainten- 
ince-dose vitamin concentrates; re- 
tail value of sales of dosage forms, | 
and other valuable information. 
Published by Drug Topics. 


No. 7056. Annual Prescription Sur- 
vey. 

In this report, Drug Topics shows 
total prescription income with 
share for independent and chain 
drug stores, how this income is 
divided among different kinds of 
independent drug stores. Also 


shown are variations, coast-to- 
coast, in average prescription 
prices, in percentage of refills to. 
total prescriptions and in the per-| 
centage of prescription sales to 
total drug store sales. 


Prescription Accessories. | 

Gives sales through drug stores 
—and total sales—of surgical elas- 
tic goods, orthopedic appliances, | 
heating pads, sickroom equipment | 
and medicated plasters, with an 
analysis of figures. Published by 
Drug Topics. 


No. 7058. Annual Survey on First 
Aid and Surgical Supplies. 
Reports on drug store sales and 
sales through other outlets of ad-— 
hesive, cotton, gauze bandages, ad- | 


port on Livestock, Poultry, 
Pet Health Aids. 

Shows the drug store’s share of 
animal and poultry medicine sales, 
and sales through all other outlets. 
Also gives drug store sales of live-| 


“4 Available Market Data—Distribution 


To secure copies of data listed, 


use the handy coupons 


fountains in drug stores, etc. The 


Olsen Publishing Co. surveyed 


stock and poultry preparations and findings are based ,on response 129 milk dealers on the above 
No. 7057. Fifth Annual Report on pet health aids by city size. Pub- from 5,880 drug store owners and 


lished by Drug Topics. 
No. 7060. Eight Reasons Why Con- 
sumers Buy in Drug Stores. 
This is an interpretation of the 
Drug Topics Survey of Consumer 
Buying Habits, based on individual 


interviews with a cross section of bY Charles L. Rumrill & Co. for | 


the population. Carries 39 tables 
showing drug store-grocery store 
competition, how drug stores win 
patrons, etc., with an analysis of 
consumer shopping habits. | 


| 


managers. 


No. 7063. The Influence of Office 
Executives in Buying Leasehold 
Office Equipment. 

This is a summary of a survey 


Office Management & Equipment 
to find the relative importance in 
buying leasehold office equipment 
of those subscribers who hold ex- 
ecutive titles. Their readership of 
the publication and its pass-on 


hesive bandages and compresses, No. 7061. Average Drug Store ‘eadership are also covered. 


cohesive gauze, other gauze dress- 
ings and first aid kits. Also first 
aid sales by retail price lines. In- 
cludes an analysis of the figures. 
Published by Drug Topics. 


No. 7059. 13th Annual Market Re- 


Fountain Volume Up 11%. 


This report is based on the Drug No. 7064. Percentages of Milk 


Topics Fountain Survey, which re-| 
veals the per cent of drug stores 
with fountains; change in number | 
of drug store soda fountains, 1949- | 
1952; average weekly sales of 


Dealers Who Are Operating 
Dry Milk Machines, Vacuum 


Pans, Making Ice Cream Miz, 


and Plan to Make Any Con- 
centrated Milk Product. 


points. The results of the study 
are available on a single data 
sheet from Olsen. 


No. 7065. Supplies and Equipment 
Sold to Dairy Farmers by Milk 
Dealers. 

This is a listing of returns on a 
survey of milk dealers made by 
Olsen Publishing Co. regarding the 
kinds of dairy equipment products 
sold to dairy farmers. Other data 
on the dairy farmers contacted by 
the milk dealers is also reported. 


No. 7066. Supplies and Equipment 
Sold to Dairy Farmers by Man- 

ufacturers of Butter, Cheese 

| and Concentrated Milks. 

| This survey by Olsen Publishing 

Co. covers the same material as 

|the above but was sent to butter, 


SALES MANAGEMENT ESTIMATES 


1953 Survey of Buying Power 
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use both Milwaukee newspapers. You get 
20% more coverage in three times as many 
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Sales Management estimates indicate. So 
no matter what your product or service, 


you that one t 
a 


get 
12 counties. 


VIE PE EF gg) 


ree fe . 


SE cates ipsa: ane oe Mina gatoee 2 Yi ; | eee a ae, (A Oe tS ENED 7 oak gg Pan rn yee ee ig ae Sham aa 8 RRL Pe CS ean han tems PONT NG, Sat fe ig E iR F  e a Sle Sabra ha + ae MP po i, ey tae ey cee sie aed TE ae 
hi, +E <p Sie See Shee a ve bre ae Ae 3 eae ed ts oo Re Pakage eR hee Mare ee PLE SS can co re Smite Bc sapere bei. wee SR He + Aes es a ee RNY ay ees ‘eon te 2 OS pacts ap AS eee 
. ; fabs TO es ig a emir By mare ee Ay Aaa eee imei PR OREN, nica ser? ohn . Rent Se ea Pt NE os Vay a go aa ea eee tt, er ae reamed hae a ~ eres Bo ee pe aR OS all ee er ae oe 
A a 7 ee oe ee. int la ee ceiteg een CNIS ia Se ite: is 8 Sa SI ee bag ane Sa 
os ie Shag igs eee if A is 2 eer : ve “ee cei ei we.) sere : 8 ¢ wich e s e Pua J ice ee uf é % “cers ae 4 = ee te 
ot bd! © fee em a mer od Eras a ha SAT eet J ae oa Ae 2 : ; igs e eo er zS * ge) = 7 Pete ct ME Ay Ge gen 
ao 2 Saks ieee ere ie en” es ne Sore 7 ae 2 i: ren Pe ie nates Ame et. i 5 2 Me = BM ae a a a ie eee : tet : Se eee Se a 
3 ” 
} 
O- : 
re 
on es : 
ots 7 
eS 
H 
o ee 
iin 
a | 
ve ‘ 
\ 
xX- : 
of 
ize 
nd i 
m. 
ne. 
. é . 
| 
3A 
| ei 
' 4 erie Me 
. a ke phate 
ot oe 
es, ! 
.d- ’ F = as 
ee 
rts se. 
he ee ee 
on eeeer—“tisSCSCSCSCSCSCSCtésS ie fuk 
ete eer 
— ee SL 5 es 
| a 
Nr 
eee we 
el ee 
és 
1 Be? eae oe > aes 
eps. Se 
| ei Bi eu 
, 1 Sra ‘ 3 Me Ne i rs anos 2 
} "ie Ba ee: Lege ia na PDs 
; Si Sesame ene soap 
te ee 2 acca 
Pit. bg te 
ch a ees , , 
_ = a 3 pees ee 
. or maxXimum < ee 
- ae 
po eee 
~ en: 
| Hed onealene = 
one 
| coverage ne 
(20% oF more) in only 12 fos Sat 
counties een 
‘ | Cee 
ae igs 
See me 
pee ana Si ea 
—soeer 
ee ere 
The Sentinel alone has as, 
merchandisable coverage eee ee 
(20% or more) in 11 Wis- Se ae 
Vitae eee one 
<a 
| | -- 
| ce 
, | 
a z ay 
| rd ae 
eee 
if 7 cat a. 
k oie ge 4s 
v Furniture, Household & Redio Seles........ 76.8 itt ms 
. 4 A . 
a . 7 gt d 
Y te = 
Bs eo See 
+ ne ' 
¢ ' ea e ee ae 
~* a es 
' 5 2 ‘ ” e es 
; - 
re ge eS Ft Bi Ise Sik eae es ba i Min gf ay ged ie, i Pay a ees hate . E arial Be le a Ota ee % i rena hae Feke as hag : Bia 49 is Sek eee 
& ? “ a : ri a ai Ane 5 ar 4: ha ee y ® x : po f : s ¥ r isk i : bis ae # : 2 yrs ¥ , Fy ~ . os ; <4 pen £m ae i fae } ee j 5 ~<s id 4 * £A sae. 4 yt ’ . ie f : ne 4 ’ aa 


Available Market Data—Distribution _ 


To secure copies of data listed, use the handy coupons 


| 


cheese and concentrated milk 
manufacturers. 


‘is available at 50¢ a copy. 


No. 7067. Milk Facts. 

A 32-page booklet compiled by 
the Milk Industries Foundation 
contains data on the number of 
milk cows in the country and in 
various states, farm income, dairy 
product consumption and other 
facts about the dairy industry. It 
is available from Olsen Publish-. 
ing Co. 


No. 7068. Bottled Milk Market 
Facts. 
Sales of the bottled milk indus- | 

try last year, how milk is pro-. 

cessed, where milk and cream 
sales are concentrated, equipment 
needed by milk dealers and other 
information on the industry are 
contained in this booklet avail- 
able from Olsen Publishing Co. | 
for Milk Dealer. 

No. 7069. The Butter, Cheese and 
Concentrated Milk Industries | 
Markets. | 
A booklet from the Butter, 

Cheese & Milk Products Journal 

gives data on production of these 

products, equipment needed by 
the industry and information on 
the publication. 


| 


No. 7070. Ice Cream Manufactur- | 

ing and Selling. 

Facts and figures about produc- 
tion in the ice cream industry and. 
products used by ice cream man- 
ufacturers are reported in this 
booklet published by The Ice. 
Cream Review. 


No. 7071. Summary of Facts on the 

$4% Billion Baking Market. | 

Where bakers are located, dol-. 
lar volume in various sections of. 
the country and other information 
on the baking market have been 
published in this folder from Bak- 
ing Industry, a Clissold publica. | 
tion. 


No. 7072. What’s Your Best Bet? 
Statistics on the bakery market’s 

potential are contained in this. 

folder from Baking Industry. 


No. 7073. What Should It Cost to 
Advertise Your Bakery Market. 


Baking Industry has this four- 
page folder with a series of maps 
dividing the country into sections 
and showing the number of retail 
and wholesale bakery establish- 
ments in each region. Dollar vol- 
ume, bakery equipment bought 
and ingredients bought are shown 
for each section. 


No. 17074. Direct Selling—The 
Quickest Way to Profitable Dis- 
tribution. 

A 16-page booklet published by. 
Opportunity describes direct sell- 
ing and markets which can be cre- 
ated by independent salesmen for 
various products. 


No. 7075. A New Survey of Dealers. | 

A service of Associated Business | 
Publications, this booklet is the. 
result of a survey of 928 dealers | 
subscribing to merchandising busi- | 
ness publications serving 29 fields. | 
Current trends in these fields, nae 
much influence these dealers have 
on sales, and a comparison of 1952. 
with 1948 are included. The pub- | 
lication is available from ABP for | 


$1 a copy. 


No. 7076. The Bay City Story. 
An exhaustive survey of Bay 
City, Mich., produced this study 
by Domestic Engineering of the. 
remodeling and modernization po- | 
tential of plumbing, heating and | 
air conditioning in a typical Amer- 
ican city. Respondents also sup- 
plied information on intent to pur- 


chase, merchandise types preferred 
-and financing methods. The report 


No. 7077. Big New Business Op- 
portunities in the Drug and 
Toiletries Field. 

Self-service store operators’ 
views on packaging of drug store 


Products are repo’ 


vey by Drug Tr 


cluded are sugge:' 


proved packaging © 
“needs. 


No. 7078. Big New ‘ 
the Drug and T 
This survey of s 
ators gives their 


ed in this sur-| No. 
News. In- 


3de 
ions for im- 
9 meet special | 


+p portunities in 


letries Market. 


if-service oper-_ 


opinions on) 


whether or not cur: ent health-and- | 
beauty-aid packages are fit for 
self-service selling. Published by 


Drug Trade News. 


7081. 
Buyer’s Guide. 


| National Petroleum News has a 


/1953 issue ($1 a copy) of its an-| 

‘nual guide containing data on 
TBA marketing and merchandis- | 
_ing trends, with a complete list 
of TBA marketing personnel by | 
title, home and branch office ad- 
dress, etc. 


SOON TO BE PUBLISHED 
No. 7062. Survey of Clock Sales. 


TBA Directory and 


Advertising Age, May 11, 1953 


Scheduled for publication some 
\time before September is a sur- 
vey of retail jewelers’ clock sales, 
_to show the importance of clock 
‘sales to the retailer. It will pic- 
_ture the most popular price range 
of electric and key wound clocks, 
‘and indicate best sellers. To be 
| published by National Jeweler. 


| 

'No. 7079. Food, Drug and Toilet- 

| ries Advertising Dollar. 
Available in May or June, a 

booklet by Drug Trade News and 
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Food Field Reporter (Topics Pub- {toiletries industries. It will be; 
lishing) will show how much of the ready for distribution in June. 


advertising dollar in consumer me-_ 
dia comes from the food, drug and. 
toiletries industries, with a com- 
parison with other industries. 


No. 7080. Drug, Food and Toiletries 

Industries Media Study. 

Drug Trade News and Food 
Field Reporter are preparing a 
study showing how much of the 
advertising dollar in consumer me- 
dia comes from food, drug and’ 


The List of 
Available Market Data 


Begins on Page 78. 
Use the Coupon 


in Replying 


INDUSTRIAL 
MARKETS 


| 

NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
eTs. 


No. 8000. Buying Power Survey. 


This two-page bulletin by Elec-| 


\trical West describes Far Western 


Available Market Data—Industrial 


To secure copies of data listed, 


use the handy coupons 


electrical market potentials and 
lists figures on current planned 
expenditures by utilities, contrac- 
tors, and wholesalers. 


No. 8001. Here’s Your Billion Del- 
lar Construction Market. 

_ In this folder, Mountain Con- 

‘structor gives information on con- 


One of the biggest problems facing today’s industrial sales- 
man is the number of buying influences that enter into a 
sale. The title on a door doesn’t always provide the lead to 
the man with buying authority, nor to the men whose okay 
he must get before the order is issued. 


But all of these buying influences—known and unknown 
—have a common meeting ground in the business publica- 
tions they read to keep up with developments in their in- 
dustry. And, by advertising in these publications, you can 
help your salesman get your sales message into the hands 
and minds of your prospective customers. 


In other words, business magazine advertising is a sell- 
ing tool. It speeds up selling in the same way that a high- 
speed machine tool speeds up the productivity of the 
skilled plant workman. That’s why we call it Mechanized 
Selling. It mechanizes the preliminary steps to a sale and 
enables the salesman to spend his time on the important 
job of making the proposal and closing the sale. 


Ask your McGraw-Hill man for a copy of our 20-page 
booklet, ‘‘Orders and How They Grow.”’ It gives the sales- 
man a realistic appreciation of how business publication 
advertising helps him use his time more productively. 


You’ll want to read it, too. 


McGRAW-HILL & 


HEADQUARTERS FOR 


INFORMATION 


to [urn in the Order 7 


MECHANIZED SELLING 
OPENS THE DOOR 
TO GREATER SALES 


National Starch Products Inc. 
produces a line of adhesives and 
starches with an almost un- 
limited variety of industrial 
applications. They wanted to 
sell more products within each 
industry; develop new uses for 
existing products; introduce 
new products, and establish 
product and company recog- 
nition. 

They used color pages in 18 
business publications reaching 
important buying influences in 
fields served by the company’s 
products. Copy wasspecifically 


—— 


tailored to needs and require- 
ments of each field. 

RESULTS: Immediate product- 
range recognition. Easier ac- 
cesaibility to new prospects. 
Old customers asked about 
products that the salesman 
didn’t know they could use. 
Greater company recognition. 
A $3,500,000 sales increase in 


one year. 


struction projects in the West and 
Southwest. It also lists the history, 
mechanical requirements, rates 
and other data on the publication. 


No. 8002. The Concept of Market- 
ing in General Electric. 


This reprint of a Modern Indus- 
try story tells of GE’s new market- 
ing plan, which took two years to 
develop, and provides more au- 
thority for marketing, organization 
by function, and sharp definition 
of authority. 


No. 8003, How to Sell the $9 Billion 
Forest Products Industry. 


Wood & Wood Products, in this 
loose-leaf five-section file, gives 
a breakdown of the industry and 
the equipment used, plus informa- 
tion about the publication. 


No. 8004. Reading Habits and Pref- 
erences of Executives in the 
Wood and Wood Products In- 
dustry. 

This 14-page booklet published 
by Wood & Wood Products is a 
report on a survey of executives 
and contains a summary of their 
buying influence. 


No. 8005. Analytical Chemistry 
Fact File Folder. 


Consisting of 24 data sheets, this 
study of chemical and chemical 
process industries by Analytical 
Chemistry outlines the market for 
instruments, equipment and chem- 
icals. It describes the buyers and 
specifiers at work and illustrates 
how the publication reaches these 
men. 


No. 8006. This is the Foundry In- 
dustry. 

In this 25-page booklet, Foundry 
points out that foundries spend 
more than $1,000,000 an hour for 
material and supplies. The booklet 
contains a flow sheet of foundry 
operations plus a list of material 
and equipment used. 


No. 8007. Market Pointers on Sell- 
ing Products and Services to 
the Transportation Industry. 


This eight-page brochure of 
Transportation Supply News de- 
scribes the market represented by 
various segments of the transporta- 
tion industry. Case history data 
on successful promotional cam- 
paigns are outlined. Included are 
classifications of products used. 


No. 8008. Markets in Food Plants, 
Today and Tomorrow. 


Food Engineering, in this market 
and media file, presents an analy- 
sis of the past and future growth 
of the food industry, statistics of 
the industry and its equipment and 
supply needs. 


No. 8009. You Get Maximum Cov- 
erage of the Manufacturing 
Market Through Conover-Mast 
Purchasing Directory. 

This folder prepared by Con- 
over-Mast Purchasing Directory 
lists the number of plants and em- 
ployes and various manufacturing 
industries. It also contains an es- 
timate of the percentage of the 
buying power covered by the di- 
rectory in each industry. 


No. 8010. The Facts About Public 
Power. 


This folder by Public Power 
contains latest data on publicly 
and cooperatively owned electric 
utilities market served by the pub- 
lication. Included are statistics on 
sales, capacity and plant value. 


No. 8011. Original Equipment Mar- 


ket Identification Chart. 
Seventy-three manufacturing di- 
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RCA VICTOR 


for promotions 
and premiums 


eeoeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


Want to coax a car to give 
its own sales pitch? 


ee eee eee eeeeee ee eeeeeeeeeeeenee 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 


A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


if it's your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
to the moon 
ae as a premium? 


wa» 
gl 


A smart travel 
bureau which 
offers a record of 
foreign phrases 
with a ticket to 
Europe might put 
competition out 
of business! 


om 
AbD Sales 


Radio Corporation of America, RCA Victor Division 


New York 20: 630 Fifth Avenue 
JUdson 2-5011 


Chicago 11: 445 N. Lake Shore Drive 
WHitehall 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
Hillside 5171 


™™xks®@ 


RCA Victor Custom Record Sales, Dept. G-50 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 
and descriptive “idea” folder on the ef- 
fective use of records as: 

0) premiums 0 promotions 


NAME 


TITLE. 


Available Market Data—Indus' rial 


To secure copies of data listed, 


use the handy coupons 


visions of the origina) equipment 
/market are listed in this six-page 
foldout chart prepared by Prod- 
uct Engineering according to the 
type of machinery and equipment 
manufactured by each. 


No. 8012. Your Original Equipment 
Market. 

Product Engineering provides a 
detailed picture of the market, in- 
cluding major manufacturing divi- 
sions, number of plants and em- 
‘Ployes, in this 28-page booklet. It 
presents information on how prod- 
‘ucts are selected and specified by 
_product-design engineers. 


No. 8013. How to Sell to Metal- 
working. 

This 48-page booklet of Ameri- 
can Machinist includes detailed de- 
scriptions of the industry, the prod- 
ucts it buys, and its major buying 
influences. 


No. 8014. Readership Cook Book. 


Chemical Engineering outlines 
an approach toward writing ad- 
vertisements to appeal to chemical 
engineers. The ten-page booklet 
contains illustrations and analyses 
of specific ads. 


No. 8015. Chemical Engineering 
Data Digest. 


The chemical process industries 
market is defined in this folder by 
Chemical Engineering. Included is 
a list of the number of plants in 
major branches with more than 20 
employes. Circulation and editorial 
data about the publication also is 
given. 


No. 8016. Pollution Control. 


Informative descriptions of prob- 
| lems of stream and air pollution 
and the scope of the “$18 billion 
_market” are given in this Chemical 
Week-Chemical Engineering book- 
let. Flow sheets show processes 
and materials used in overcoming 
| pollution. 


| 
No. 8017. What Happens When the 
Rainbarrel Is Empty? 

Another Chemical Week-Chemi- 
cal Engineering publication, this 
is a file of five booklets on how 
| to sell the chemical processes mar- 
_ket. Booklets cover evaluation of 
the market, strategy planning, 


No. 8018. Chemic:' Week Fact 


File. 

This folder by 
presents a compari. 
processes productior 2nd that of all 
industry, informaticn on material 
used in the industr,, and circula- 
tion and editorial] (ata. 


emical Week 
n of chemical 


No. 8019. A Digest for Advertisers. 


Another Chemical Engineering 
publication, this digest outlines the 


readership of the magazine. 


No. 8020. It Brings Your Buyers 
Out of the Dark. 


This 12-page booklet describes 
the appeal of the Chemical Week 
annual Buyers’ Guide Issue to the 
men who purchase material and 
equipment for chemical industries. 


No. 8021. Publisher's Report. 


This report by Wire & Wire 
Products contains a breakdown of 
types of mills, lists of types of prod- 
ucts made, and a diagram showing 
divisions in the field and their re- 
lation to circulation of the publi- 
cation. The report is prepared in 
conformity with NIAA_ recom- 
mendations. 


No. 8022. Market Facts on the 
Building Construction Industry. 


In this eight-page foldout Amer- 
ican Builder presents a digest of 
government statistics on the in- 
dustry for the last five years, with 
an analysis of the figures. Shown 
are residential, commercial, farm, 
industrial, and institutional build- 
ing volume in units and dollars. 
Also listed are lumber wholesalers 
and retailers by states and mer- 
chandise line sales. 


No. 8023. 1953 Outlook for the 
Diesel Engine Industry 


Diesel Publications Inc. presents 
concise data on production antici- 
pated in nine major industries 
using diesel engines. The booklet 
also lists past five years’ produc- 
tion in these fields. 


No. 8024. Light Metals in 1953. 


and tonnage consumption. In- 


setting up for sales, locating buy- 
ers, and cultivating buyers’ 
fluence. 


in- | 


_ cluded is a case history in adver- | 
|tising machinery used by the in- | 


dustry. 


‘dle Atlantic states’ 

'construction program of highways, 

‘bridges, sewerage and streets in 
This folder by Modern Metals its Jan. 23 issue. 

lists major light metals markets | 

'No. 8032. Market and Media Facts 


No. 8025. Geographic Breakdown 
of the Metal Finishing Indus-| 
tries. 


This 6-page foldout showing) 
the number of plants is broken) 
down into cities and states. It is 
published by Finishing Publica- 
tions, based on 1952 figures. In- 
cluded is a separate complete list 
of jobbers. 


No. 8026. Report on the Utiliza- 
tion of Protective Coatings in 
the Chemical Process Indus- 
tries. 

This 40-page report prepared 
by Chemical Engineering and 


market and presents Advertising | Chemical Week contains valuable 
Research Foundation figures on information on types of anti-cor- 


rosion used under various condi- 


| tions, amounts used, and length of 


life. It is based upon a survey 
among _ subscribers. 


No. 8027. Electronic Markets. 


This non-technical report on 
electronic and allied developments 
for management, sales and adver- 
tising personnel is published 
monthly by Electronics. Contains 
late news on contracts awarded. 


No. 8028. Manage Media-Market 

Data File. 

Containing a description of the 
market among industrial foremen, 
this report includes detailed cir- 
culation and editorial data on 
Manage, magazine of the Natl. 


Assn. of Foremen. 
No. 8029. It’s Personality That 
Counts. 


Wood Construction lists in this 
folder the percentage of construc- 
tion in the nation which is con- 
centrated in seven midwest states 
together with percentages of re- 
tail sales, and dealers in the area. 


No. 8030. The International Petro- 
leum Industry. 

U. S. Materials Policy Com- 
mission estimates of future growth 
on foreign oil production and of 
American participation are re- 
viewed in this 24-page booklet by 
World Petroleum. Growth since 
1940 also is covered. 


No. 8031. 1953 Market Analysis. 


Constructioneer reviews the mid- 
$7,000,000,000 


for 1953. 
Prepared on the NIAA suggested 
‘outline, this 16-page booklet by 


WHERE 
PLEASURE 
MEANS 


BUSINESS 


Circulation over 79,500 ABC 


Represented nationally by 


Texas QUALITY NEWSPAPERS, Inc. 


National City Bidg., Dallas 1, Tex. 
New York 


tourist industry. 


Just beyond the Corpus Christi city limits is the 
entrance to Padre Island causeway, where a million 
people crossed last year to have fun along 100 miles 
of Gulf beaches. Surf and deep-sea fishing, swimming, 
sand and sunshine mean more business for a booming 
Write for market data folder. 


CORPUS CHRISTI, TEXAS 


Advertising Age, May 11, 1953 


Paper Mill News contains annual 
operating costs of paper and pulp 
| mills, consumption of material, 
and data on circulation and adver- 
'tising of the publication. 


No. 8033. Market Facts on the 

Light Construction Industry. 

Major statistics for the building 
construction industry, including 
unit and dollar volume, are com- 
piled in this booklet published by 
American Builder. Tabulations list 
residential, commercial, industrial, 
institutional, and farm construc- 
tion figures. 


No. 8034. Buying Chart. 


This chart prepared by Textile 
Industries contains a complete 
geographic listing of textile manu- 
facturing plants and includes a 
breakdown of the number, types 
and sizes of mills and synthetic 
fiber plants, in each state. 


No. 8035. Mr. Big Offers You a 
Slice of This $3-billion Bonus 
Market. 


Construction Digest provides a 


Kelly-Smith Co. 


NATIONAL NEWSPAPER 
REPRESENTATIVES 


All Offices Co. Owned & Operated 
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breakdown of $3 billion to be 
spent in the Midwest on engineer- 
ing construction projects. Included 
in the folder is data on proposed 
atomic energy and highway pro- 
grams and circulation information. 


No. 8036. Petrochemicals. 


An illustrated flow sheet in this 
six-page foldout by The Oil & Gas 
Journal shows the steps in manu- 
facture of chemicals from petro- 
leum and use of the latter in 
consumer products. Prospective 
growth of the field also is des- 
cribed. 


No. 8038. Oil Trade Publication 
Readership. 


Oil field equipment ‘buyers tell 
their reactions to advertisements 
in oil trade publications in this 
survey conducted by independent 
research consultants for The Oil & 
Gas Journal. Comments on extent 
of ad readership, effectiveness and 
buying relationship of readers are 
reported. 


No. 8039. Pipe Lining Is Every- 
body’s Business. 


Another Oil & Gas Journal re- 
port, this pamphlet describes the 
type of pipe line installations and 
who builds them, plus equipment 
bought in connection with pipe 
line activities. 


No. 8040. Diesel Locomotive Sta- 
tistics. 


This four-page brochure sum- 
marizes data on diesel locomotives 
in service on American railroads 
and is prepared by Simmons- 
Boardman Publishing Corp. Units 
are tabulated according to those 
operated by individual railroads, 
types, and by horsepower ratings, 
Price of the brochure is $1 a copy, 
with lower bulk rates offered. 


8041. Diesel Locomotives 


Installed, 1952. 


This report on new diesel-elec- 
tric locomotives placed in service 
last year also is published by Sim- | 
mons-Boardman Publishing Corp. 
Listed are units installed by 
months, types, horsepower rating 
and builders. Price is $1 a copy, 
with lower bulk rates offered. 


No. 


No. 8042. Selling the Greatest | 
Peacetime Marine Market. 


Developments in current mer-| 
chant and naval shipbuilding are 
summarized in this report prepared | 
by Marine Engineering. Detailed | 
tables of shipbuilding in progress | 
and a summary of the merchant. 
fleet by types and tonnages of. 
vessels are included. 


No. 8043. 1952 Railway Market 
and Media. 


This Simmons-Boardman Pub- | 
lishing Corp. brochure reports 
developments and buying outlook 
in several branches of the railway 
market. Tables list dollar volume 
of railway purchases. Buying au- 
thority organization of railways is 
presented along with publication 
data on Simmons-Boardman rail- 
way publications. 


No. 8044. Brief Facts About the 
Brewery Market. 


Production, sales and other data 
on the brewing industry are com- 
piled in this folder by The Brewers 
Digest. Machinery and raw mate- 
rials used in production also are 
listed. 


No. 8045. A Report on the Daily 


Pacific Builder. 


This 20-page illustrated booklet 
contains results of surveys con- 
ducted by Daily Pacific Builder, 
an F. W. Dodge Corp. publication. 
Contractors and engineers in the 
47 counties of central and northern 
California were asked to report on 
types of construction they engage 
in and their material and tool cost. 


No. 8046. Building Market Facts 
(Residential). 

House & Home, a Time Inc. pub- 
lication, in this report has tabu- 
lated the predicted 1953 residential 
construction market. How much 
money is to be spent on mainten- 
ance and new construction are 
separated. Areas of greatest activ- 
ity and varying price ranges are 
included. 


No. 8047. Building Market Facts 
(Non-residential) . 

Another Time Inc. publication, 
Architectural Forum, has compiled 
this report on expected construc- 
tion of non-residential buildings. 
Financial and geographic data 
are included. 


No. 8048. Facts and Figures Per- 
taining to the Railroad Market. 
Thirty-nine pages are devoted 
to a description of the size of the 
railroad market, what it buys, and 
who buys it. It is published by 
Railway Purchases & Stores. 


No. 8049. Analysis of U. S 
working. 

This 31-page booklet contains a 
history of the growth of the metal-. 
working industry and tables ana-| 
lyzing the market by employment, | 
sales volume, products manufac- 
tured, operations performed, and 
by geographical location. The re-| 
port is published by Steel. 


No. 8050. The Market for Air 
Conditioning in the Metal- 
working Industry. 
This Steel report is the result of | 

a research study showing where 

air conditioning is being used in. 

the industry, where additional in-| 


“““- Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


of plastics laminates used and 
buying procedure of plants sur-| 
veyed. Included is a checklist of. 
450 typical applications. 


No. 8052. A Study of Cutting Tool 
Buying Habits in the Metal-| 
working Industry. 
Another Steel report, this 38- | 

page booklet summarizes brand 

preference for taps, drills and mil- 

ling cutters. A geographic break- | 

down of preferences in different 


stallations are planned and wha 
individuals make the decision to 
install the equipment. 


No. 8053. The Market for Lami-| 

nates. 

This booklet contains findings of 
a survey to determine the market 
for laminates among the manu- 
facturers of electrically operated 
machines, appliances and equip- 
ment conducted by Electrical 
Manufacturing. It covers the types 


t | Parts of the U. S. is included. Ap-| 


AGENCY 
COPYWRITER 


If you can earn upwards of $600 
this opportunity in Copy Depart- 
ment of top Pittsburgh agency is 
worth checking. Radio, TV, retail, 
magazine experience will help. 
Male or female. Give all details 
first letter. No samples until re- 
quested. 


Box 501, ADVERTISING AGE 


|proximate annual expenditure for 200 E. Illinois St., Chicago 11, Ill. 


cutting tools and who buys them. 


are covered. | 


‘SLANDER > 
HAZARD 


tion of copyright. 


ADVERTISERS © AGENCIES e CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola- 


INSURE THIS HAZARD! 
Our unique policy is adequate and 
amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRITE FOR DETAIL 


AND RATES — 


_ EMPLOYERS 


REINSURANCE 
CORPORATION 


Insurance Exchange | 
Kansas City Mo 


CARTONS 
CREATE 


Survey after survey in syndicate stores, super 
markets, department stores and other im- 
portant retail outlets, reveal the significant 
fact that Folding Cartons NOW play an 
important part in Creating Consumer Demand. 
More than ever attractive packaging becomes 
a vital part of distribution, merchandising 
and advertising. 


When it comes to creating Consumer De- 
mand in Self-Service markets and other retail 
outlets Gair Folding Cartons are maintain- 
ing traditional leadership . . . a leadership 
that has existed for almost a Century. 


Write for Brochure on Gair Cartons 


PAPERBOARD 
FOLDING CARTONS ) 
SHIPPING CONTAINERS 
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Available Market Data—Industrial 


To secure copies of data listed, 


use the handy coupons 


No. 8051. A Study of Induction 
Heating Equipment in the 
Metalworking Industry. 

Steel summarizes a study of 
brand preferences of induction 
heating equipment, and includes a 
prediction by industry executives 
on the future of induction heating. 
Data includes a tabulation of who | 
influences buying specific brands. 


No. 8054. Market Evaluation Chart. 


Five-year growth trends in fac- 
tory shipments of selected groups 
of electrically operated machines, 
appliances and equipment are 
charted in this Electrical Manu- 
facturing report. It is designed as 
an aid in measuring the potential 
of the original equipment market 
in the field. 


No. 8055. Power and Its Applica- 
tion. 


Exciting Mew 


ycni0w 


Wf the Space Flyer 
really knocks the kids 


for a loop . they 
love it! 

Like its Big Brother 
Oak's famous Flying 


Saucer, it aN 


exciting combination, | 
irresistable as a pre- 
mium or give-away 
And it COSTS LESS. 
Has space for your 
name or ad. Write us 
today for prices, 


The OAK RusgeER Co. 


220 Sycamore Ravenna, Ohio 


Another Electrical Manufac- 
turing booklet, this lists the market 


_for motors, control equipment and 


mechanical drive components de- 
sign engineered into electrically 
operated products. Lists applica- 


| tions of all types of motors and 50 
/associated components. 


‘No. 8056. Construction Forecast 


for 1953. 


Excerpts from the construction 
forecast issue (January) of Pacific 
Builder & Engineer are in this re- 
print. The forecast covers the six 
northwestern states and includes a 
state-by-state breakdown of vari- 
ous private and public projects. 


No. 8057. Market Analysis of the 
Six Northwest States and 
Aiaska. 


This report by Pacific Builder & 
Engineer consists of a breakdown 
of the ten principal types of con- 
struction scheduled this year in 
Oregon, Washington, Idaho, Mon- 
tana, Wyoming, Utah and Alaska. 


No. 8058. The Wet-Processing Tex- 
tile Field. 


Facts and figures about the wet- 
processing market within the tex- 
tile field (as distinguished from 
mechanical phases such as weav- 
ing and knitting) are contained in 
this booklet prepared by American 
Dyestuff Reporter. 


No. 8059. Market Study of the 
Hosiery Manufacturing Indus- 
try. 

Hosiery Industry Weekly pub- 
lishes this folder in which data on 
materials used by mills, equipment 
purchased and _ production are 
listed. 


No. 8060. Electrical South Data 

Sheets. 

This series of sheets contains 
tabulated data on the size and 
growth of the electrical market, 
including television, in the South 
and Southwest. The information 
has been compiled by Electrical 
South, a W.R.C. Smith Publishing 
Co. publication. 


No. 8061. Automotive Data Sheets. | 

Another W.R.C. Smith Publish- | 
ing Co. report, this series of sheets | 
contains data on the number of | 
miles of federal-aid highways and 


| Sasoline consumpti n increase in 
southern states. It is available from 
Southern Automotive Journal. 


No. 8062. Hardware Data Sheets. 

Southern Hardwure, 
Smith publication, 
trade volume and the rate of! 
growth in southern » tates. 


No. 8063. Electric Power Data. 


& Industry includes graphs show- 


output and number of customers 
in the South and Southwest. 


No. 8064. Building Supplies Data 

Sheets. 

Another Smith publication, 
Southern Building Supplies, pre- 
sents tabulated data on residential 
building in the South and South- 
west. Also included are figures for 
comparison with building volume 
in other parts of the country. 


No. 8065. The Home and Small 
Building Market for Heating, 
Plumbing, Ventilating, Air 
Conditioning. 

This booklet, prepared by Heat- 
ing & Plumbing Equipment News, 
summarizes buying influences and 
buying practices of non-engineered 
installations in homes and small 
buildings. 


No. 8066. How Equipment Is 
Bought for Engineered Systems. 
Heating & Ventilating outlines 
the market for heating, air condi- 
tioning, ventilating, piping and re- 
lated products in large buildings 
in this booklet. Buying practices 
and influences are covered. 
No. 8067. Chemical Processing 
Market and Media Facts. 

Based on the NIAA format, this 
folder by Chemical Processing, a 
Putman publication, contains tab- 
ulated data on basic operations, 
number of plants and employes, 
material cost and dollar volume of 
the output of major branches of 
the industry. 

Ss 
No. 8068. Food Processing Market 

and Media Facts. 

Detailed figures of each of the 
sub-industry groups in the food 
processing field are compiled in 
‘this NIAA-style folder by Food 
|Processing, a Putman publication. 
‘Data includes number of plants 
‘and employes, amount of material 
and fuel used’ and capital expendi- 
tures. 


AMERICA'S 
FIRST 
ENGRAVER 


e 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, 


axl 


ILL. WA 2-8816-7-8 


This series by Southern Power | 


ing the increase in clectric power | 


No. 8069. Circulation Statement, 
Linage Report, Market Data. 


This four-page folder by The 


|Petroleum Transporter contains 
figures on the size of the tank 


a W.R.C. truck industry, its production and 
lists hardware | | parenting power. 


No. 8070. Data Sheet No. 53. 


The number of swimming pools 
in the U. S. classified by use, own- 
ership and size are contained in 
this folder by Beach & Pool. De- 
mand and distribution of swim- 
ming pools is discussed. 


No. 8071. Building Specialties Sur- 
vey Report. 


Subscribers of Building Special- 
ties & Home Improvement Dealer 
were surveyed to provide the basis 
of this report on the products han- 
dled by dealers, length of time 
in business, the number of sales- 
men employed and other informa- 
tion on dealer operations. 


No. 8072. Roofing and Siding In- 
dustry. 

In this six-page foldout are 
contained results of a survey con- 
ducted by American Roofer & Sid- 
ing Contractor in an effort to col- 
lect data on the products handled 
by contractors, the percentage of 
each product that roofing contrac- 
tors handle and the market for 
home maintenance and moderni- 
zation. 


No. 8073. General Outlook for the 
Diesel Industry. 


Diesel Progress has_ prepared 
this four-page report on the diesel 
industry and its prospects for the 
July, 1953—June, 1954 year. Mar- 
kets are classified as to usage of 
diesel engines. 


No. 8074. Refinery Catalog Fact 
Book. 

Equipment used in refining proc- 
esses and evaluation of the buy- 
ing influence of various executives 
and employes of petroleum refin- 
ing firms are included in this 24- 
page brochure prepared by The 
Refinery Catalog. 


No. 8075. Vending for Profits. 


Automatic vending operations in 
the soft drink industry, major 
vending markets, bottle and cup 
machines, and other factors af- 
fecting the business are reported 
by National Bottlers’ Gazette in 
its January, 1953, issue. Copies are 
available. 


No. 8076. Special Materials Hand- 
ling Issue. 

National Bottlers’ Gazette sur- 
veys the materials handling field 
within the bottled soft drink in- 
dustry in its April, 1952, issue. 
Copies are available. 


No. 8077. In the Petroleum Indus- 
try, Construction Equipment Is 
Used Everywhere. 


The market for heavy mobile 
construction equipment of all 
types is outlined in this illustrated 
booklet by The Oil & Gas Journal. 
The number of trucks, tractors, 


Advertising Age, May 11, 1953 


_by oil companies is listed. 


| 


No. 8078. Plant Engineering Data 
File. 


Reprints of articles on buying 
methods followed by plants of var- 
ious sizes plus findings of a survey 
on motor and control brand pref- 
erence are included in this booklet 
by Plant Engineering. 


No. 8079. Power Engineering Data 
File. 


This booklet prepared by Power 
Engineering contains a diagram of 
methods and equipment used in 
power engineering, charts and data 
on anticipated growth in the field 
in the next ten years and a break- 
down of the market. 


No. 8080. Fire Extinguisher Survey. 


This Factory Management & 
Maintenance booklet contains the 
results of a study of the use of fire 
extinguishers in industry, charac- 
teristics affecting purchase and 
factors contributing to brand pref- 
erence. 


No. 8081. Machine Tools Survey. 

Another Factory Management & 
Maintenance report, this folder is 
the result of a survey on the types 
of machine tools used in industry, 
annual expenditure and other pha- 
ses of the market. 


No. 8082. Cutting Tools Survey. 

The use of cutting tools in in- 
dustry is the subject of this survey 
report prepared by Factory Man- 
agement & Maintenance. 


No. 8083. Paper & Paper Products 
Offers Complete Coverage. 

In addition to circulation and 
advertising data, this brochure by 
Paper & Paper Products, a Walden- 
Mott publication, presents a break- 
down of the paper industry with 
a comparison of dollar sales, pro- 
duction and consumption per capi- 
ta. 


No. 8084. Printing Magazine Offers 
High Advertising Readership. 
This booklet by Printing, an- 
other Walden-Mott publication, in- 
cludes a tabulation of the number 
of commercial letterpress lithogra- 
phic plants by states, production 
and principal marketing areas. 


No. 8085. What 5,000 Tractor Deal- 
ers Say About Their Service 
Operation. 

This 12-page booklet, available 
from National Retail Farm Equip- 
ment Assn., reports on tractor 
service operations as of today. It 
shows percentages of dealers who 
do their own service’ work, 
and answers important questions 
about successful service operations 
among farm equipment retailers. 


No. 8086. Cost of Doing Business 
Survey and Study. 

This reprint from the June, 1952, 
issue of Farm Equipment Retail- 
ing (NRFEA) reports what is hap- 
‘pening to margins, expenses and 
other factors affecting business of 
farm equipment dealers. The 12- 
page illustrated beoklet is based 


cranes and other equipment used on 1951 operations. 


ee ee ed 
The QUAD-CITIES 


Effective July 1, 1953 


No. 1 Radio Station .. . WHBF 
joins the nation’s 
No. 1 Radio Network . . 


. CBS 


Leslie Johnson, V.P. and Gen. Mgr. 
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No. 8087. Selling Seasons Surveys. ! 
Sune’ te-auae dee mame | Available Market Data—Industrial 
ita pf «Retailing booklet reports on the . : dy coupons i ‘ 
J] bestselling months for 0 ifferent To secure copies of data listed, use the handy coupo | Account Executives 2 
ng 1 — equipment products. It con- page booklet on the NIAA-recom-| components may compare their Growing Pittsburgh 4A Advertising Agency offers opportunity 
r- ins a breakdown on national and/| ended presentation. It contains| present market. for several account executives in 30 to 40 year bracket with 
ey | ee eet is intended as details on the size, character, geo- industrial or consumer experience. Engineering graduate pre- 
f - suaien: setting up sales and ad graphic distribution and buying No. 8099. The Petroleum Refiner ferred but not mandatory for industrial men. 
et . activity of the industry. Market. Give age, family, educational and business background, and 
‘ f annual expendi- salary range. All answers confidential. No references contacted 
| No. 8088. Aut . A forecast © pen uaty rang 
; +} oa. utomotive Jobber Sur-| No. 8098. Appliance Manufacturer tures in the petroleum refining, without permission. Our staff knows this advertisement is being 
- 7 Another Farm Equipment Re- agg etc p ' natural gas ~ ag oo so chemi- | run. 
tailing report, this one contains This publication by Appliance cal fields plus data on uying pow-| Write Box 496, ADVERTISING AGE 
er ,  tindi f : Manufacturer gives details of the|er are included in this 42-page oe : 
of bm pS be yore 4 fp Somapesen industry and includes a check-list| booklet prepared by Petroleum 200 E. Illinois St. Chicago 11, Ill. 
° } p- ° P . : 
~ ment dealers are called on by against which manufacturers of) Refiner Magazine. 
ld automotive jobbers. Shown are 
" A breakdown percentages of total 
| purchases dealers make from au- 
tomotive jobbers. 
: “4 No. 8089, Market Analysis. . .Off- 
os set Plants. 
nm This analysis by Graphic Arts} 
i Monthly depicts the growth of| 
d lithography and contains state-by- | 
f. state compilations of plants. It 
shows that 68.7% of all offset 
plants are combined offset-letter- 
press plants. 
& 
is No. 8090. Market Coverage An- 
25 alysis of the Graphic Arts In- 
y, dustry. 
“ The number of graphic arts| 
plants in each state plus tabula- | 
tions on the type of equipment in | 
each are compiled in this chart} 
_ prepared by Graphic Arts Month-| 
y ly. 
- 
No. 8091. Antifriction Bearings in 
the Machine Design Market. 


+s This survey of the original 
equipment market, stratified by | 


d employment size, percentage of use | 
y by each group of ball, roller and 
a needle bearings, dollar consump- 
“ tion of each, and use of consulting |i epee , tee 
h engineering services offered by | tingli photogra rib - tickling 
"i manufacturers was conducted by ; as oe phy, . rib ng 
q Machine Design, a Penton publi- | ———— iLL timely, informative articles. 
a, oe : a Any advertiser i is holding a winning 
$ SC MITC ee |=66CCSCSC«ntandd with ARGOSSY heading his list. 
| Market for Rubber-Metal Parts. | 7 if you want to know how sure a bet 
- ; Machine Design has prepared En eee : 
- this report on the use of rubber- 
r metal parts, possible future use, | ii . 
~ types of products and purpose of <e Eas ae inet Cab: mM. 
| 816 West 5th St., Los Angeles 13, Calif. 
No. 8093. Report on Gasket Mate- vs OE cba es, j ie 
. rials. pe y 
p Another Machine Design survey 
report, this booklet lists the uses 
2 of 26 different kinds of gaskets 


- and contains data of original 
} equipment manufacturers specify- 
t ing who has the responsibility of 
) selecting gasket materials for use. 


No. 8094. The Use of Hydraulic 

; Power Equipment and Con- 

. trols in the Machine Design 
Market. 

; Original equipment manufactur- 


ers were surveyed by Machine De- | 

sign for the information in this —. aoe re cir nee eee 

report. The booklet lists hydrau-| iim = eee ae -/ oe “How | Won the 

lically actuated products, possible | iim ’ ; nas ver aha Gea ie Mexican Road Race” 

future use, present use of eight fancies mane aaa 

' different hydraulic components 

4 and specifications for operating 
pressure. 


The Complete Was Magarine-May 


eee 
— ap 


i” No. 8095. How Machine Design 

i Covers the Fastener Market. 

{ This Machine Design booklet 
contains a report on who specifies 
types of fasteners, whether fasten- 

; ers are specified by trade name, 

; use of special fasteners versus 
standard devices, and source of 

~ purchase. 


| 
No. 8096. Annual Review oil 
Forecast. 

This 18-page reprint from the 
February, 1953, issue of Textile 

F World, a McGraw-Hill publication, 
presents the outlook for textile in- 
dustry developments this year. De- 

tails cover mill production, pur- 
chases, machinery developments, 
7 fiber processing and other factors. 


No. 8097. The Story of Textile 
World and Its Market. 
Textile World has based this 28- 
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Available Market Data—Industrial 
To secure copies of data listed, use the handy coupons 


No. 8100. Selling the Billion Dollar 
World Oil Producing Market. 


World Oil Magazine has pre- 


pared this 38-page brochure in 


which equipment estimates are 
listed. Sections on exploration, 
drilling production and pipe lines 
are included. 


No. 8101. 1952 Market Figures. 

Finish, the magazine of appli- 
ance and metal products manufac- 
turing, a Dana Chase publication, 
has compiled this one-sheet table 
of production, including exports, of 
home appliances, steel kitchen 
cabinets and sink units. Included 
are the number of units shipped 
and retail or manufacturers’ value 
of the products. 


No. 8102. The Furniture Manufac- 
turing industry. 

Latest statistics and data on the 
furniture manufacturing industry 
and design trends are included in 
this booklet prepared by Furniture 
Manufacturer. 


No. 8103. Handy Yardsticks for 
Measuring Your Market in In- 
dustry. 

This analysis of government sta- 
tistics useful in industrial market 
measurement and instruction on 
their use was prepared by Arthur 
H. Dix, v.p. in charge of research, 
Conover-Mast Publications Inc. 
Copies are available from Conover- 
Mast. 


No. 8104. Western Metals Industry. 

This 27-page analysis of the 
western metal industry is a reprint 
of the March, 1953, issue of West- 
ern Metals. Included is data on 
metalworking, primary metal pro- 
duction, aircraft production and 
electronics. 


No. 8105. Gas Conditioning, Gas 
Transmission. 
Expenditures of the gas industry, 
forecasts of transmission expendi- 
tures through 1955 and informa- 


tion on operations are contained in| 


the 12-page booklet by Gas. 


No. 8106. 1953 Annual Report of 
Gas Construction Projects. 


This reprint from the May issue 
of Gas contains a detailed analysis 
of gas industry projects and budg- 
ets, with breakdowns for produc- 
tion, transmission, distribution, 
storage and general expenses. Maps 
show pipe lines completed and 
under way and communities sched- 
uled to receive natural gas for the 
first time. 


No. 8107. Petrochemical Processes. 


Descriptions of the major proc- 
esses used to make _ industrial 


chemicals from petroleum and nat-| thority of adminis‘rative and tech- countries plus an analysis of the 


_No. 8115. Selling the City and 
| Town Market. 

Goods bought b, municipalities 
_and descriptions «! purchase au-| 


No. 8124. Annual Mine Survey and 
Forecast Edition. 

A comprehensive review of min- 

ing activity in principal producing 


ural gas hydrocarbons are con- Nical officials are \ntained in this| outlook for each of the primary 


tained in this reprint of material 
in the September, 1952, issue of 
Chemical Engineering. 


No. 8108. Distribution of the Chem- 
ical Process Industries. 


booklet by American City Maga-'| 
| zine. 


No. 8116. The Bunker and the 


Blueprint. 
House & Home in this folder has 


metals is included in this edition of 


World Mining. Cost is $2 a copy. 


No. 8125. Annual Mine Develop- 
ment & Directory Number. 


This annual edition of Mining 


Plants utilizing chemical proc- published findings of its survey| World providés a detailed report 


esses are tabulated in this report | 
by Chemical Engineering 
Chemical Week by industrial class- 


of the Mortgage Bankers Assn. to) 


and | define the part mortgage lenders 


play in the choice of materials and | 


on mine development and produc- | 


tion for each U. S. mine state and 
more than 60 foreign countries. A 


ifications, size of plants, states and equipment used in the houses they | complete directory of active U. S. 


major metropolitan areas. 


| finance. 


| 


No. 8109. Chemical Export Selling 
.. Past...Present.. .Future. 


This reprint from Chemical 
Week is a report of a survey of 
practices and policies of individual 
companies in the chemical industry 


No. 8117. Vital Statistics. 

The percentage of building ma-| 
terial dealers who also are in the | 
business of building houses, dollar 
sales volume of dealers and the) 
number of trucks owned by these 


which are engaged in export ac- 
tivities. Dollar volume of specific. 
lines exported is included. 
No. 8110. Record of a Record 

Breaker. 


Another Chemical Week reprint, | 
this report consists of recent and 
current statistics of various seg- 
ments of the chemical industry 
tabulated from government, other 


public and private data. 
No. 8111. The Market for Fire Pro-| 


tection Equipment in the Chem- | 
ical Process Industries. 


Types of fire hazards, fire pro-| 


tection methods used, protection | 
equipment used and the number of | 
plants in each group are listed ac- 
cording to industries in this 20- 
page report by Chemical Engineer- 


ing and Chemical Week. 


No. 8112. The Year for Desiilens: 


This reprint from the March, 


1953, issue of Chemical Engineer- used in the food industry are de-| 
scribed in this booklet by Food 


ing is a prediction of decisions to! 
be made this year in Washington | 
and is based on informed opinions 
of individuals and organizations 
representing government and pri-. 
vate industry. 

No. 8113. Marketing and Buying 
Influences on Electrical Drive 
and Control Components in the 
Machine Design Market. 


dealers are contained in this re-. 
port by House & Home. | 


| 

No. 8118. The Pacific Southwest Is | 
Your Big $2,000,000,000 Market 
for ’53. 
Southwest Builder & Contractor | 
has prepared this annual report) 
of major private and public con-| 


metal mines and details of size, 
and type of operation. A roster of 


/management and operating person- 


nel is included. Cost is $2 a copy. 


No. 8126. Aviation Age Market In- 
telligence. 

This semi-monthly newsletter is 
published by Aviation Age to keep 
executives posted on latest devel- 
opments in aviation and to assist 
in anticipating market trends and 
changes. 


No. 8127. Economy to Expand Un- 
der New National Management. 


Architectural Record is distrib- 


struction in the Pacific Southwest yting this analysis by Thomas S. 


No. 8119. Marked Up June, 1952, 
Issue of PD&D. 
This 48-page miniature copy of 


| Product Design & Development 


shows the number of inquiries on 
each advertisement and editorial 
item in the June, 1952, issue. It 
indicates what types of ads ap- 
pealed to engineer subscribers. 


| No. 8120. High Geared Packaging & 


Display Firms Need Big Cus- 
tomers. 
Types of packaging material 


Field Reporter. 


No. 8121. New Readership Study 
Licks Variables, Gives Data on 
Ads. 

This four-page reprint from 
Product Design & Development 
analyzes advertising results from 
PD&D ads with general conclusions 
on what types appeal to design 


This three-part survey of the engineers. 


original equipment market pre-. 


pared by Machine Design shows, 


percentage of use of electrical 
components, specification responsi- 
bility, a tabulation of brand pref- 
erence on seven components and 
a review of 11 buying motives. 


No. 8114. Market-Media File. 
Major facts and figures on the 

canning, glass packing and food 

freezing industry have been com- 


piled in this booklet by Food Pack- | 


er. 


No. 8123. U.S. and Export Mine 
Market Information File. 
Included in this file by Mining 

World and World Mining is data 

on the outlook for the mine market 

‘through 1957, details of the cur- 

rent expansion program, break- 

_downs of major projects, number 

of active mines by states and coun- 

‘tries and an index of principal 

mining countries purchasing U. S. 

equipment with dollar volumes of 

| purchases listed. 


in 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


This coupon not valid offer July 10, 1953. 


oe. eee 


| from available sources plus projec- | Holden, president of F. W. Dodge 
tion of current trends. 


| Corp., of the outlook for 1953. Dol- 
/lar and physical volume estimates 
for major types of buildings are in- 
| cluded. 


|No. 8128. Analysis of Architect- 
Engineer Planned Work. 


| This statistical analysis by types 
of buildings of the amount of build- 
ing activity in 37 eastern states 
‘planned by architects and engi- 
/neers last year has been prepared 
by Architectural Record. 

No. 8129. Air Conditioning Survey. 
| This summary of the results of 
three surveys conducted in 1937, 
1947 and 1952 to determine archi- 
tects’ practices in specification of 
air conditioning equipment is pub- 
lished by Architectural Record. 


No. 8130. Insulating Sheathing Sur- 
vey. 

Another Architectural Record 
survey, this one covers specifica- 
tion practices and brand prefer- 
ences of architects as they relate to 
insulating sheathing. 


No. 8131. Carpet and Rug Cushion 
Survey. 

Architectural Record reports on 
the types of buildings in which 
architects specify carpeting and the 
factors in carpet selection in this 
study. 


No. 8132. Highway-Heavy Con- 
struction Contractors’ Use of 
Air Tools. 

This 13-page report summarizes 
results of a survey of the number, 
types, working pressures, esti- 
mated life and makes of air tools 
/used, with projected data for the 
lentire field. It was prepared by 
‘Roads & Streets. 


No. 8133. Highway-Heavy Contrac- 
tors’ Use of Tractors. 

| This Roads & Streets report is 

_ based on a survey of numbers, 

sizes, types and mountings of trac- 

‘tors used, number of cylinders, 


estimated life and makes preferred | 


in heavy construction work. 


No. 8134. Highway-Heavy Con- 
struction Contractors’ Use of 

Jacks. 

This 14-page report on types, 
sizes, makes of jacks and type of 
|power was prepared by Roads & 
Strects. 


‘No. 8135. Highway-Heavy Con- 
| struction Contractors’ Use of 
Air Compressors. 
Similar data as applied to air 
|compressors has been compiled in 
‘this booklet by Roads & Streets. 


Advertising Age, May 11, 1953 


No. 8136. Highway-Heavy Con- 
struction Contractors’ Use of 
Power Shovels. 


Operation life, mumbers used 
and sizes of power shovels pre- 
ferred by contractors in heavy 
construction are covered in this 
Roads & Streets report. 


No. 8137. America Moves Over 
Roads and Streets. 


This 36-page file folder listing 
|expenditures for roads and streets 
by type of government, construc- 
tion and maintenance costs, kinds 
of construction done by contrac- 
tors, mileage built by state agen- 
cies and other data has been pre- 
pared by Roads & Streets. 


No. 8220. Don’t Overlook the Rural 
Road Market. 


This folder contains a tabulation 
of mileage of rural roads under 
jurisdictions of various state and 
government agencies, value of 
equipment owned by them and 
other data. It was prepared by 
County & Township Roads. 


No. 8138. Highway-Heavy Con- 
struction Contractors’ Use of 
Wire Rope. 


Roads & Streets in this booklet 
reports on results of a survey into 
purchases of wire rope. Included 
are data on size, tonnage and brand 
preference. 


No. 8139. Highway-Heavy Con- 
struction Contractors’ Use of 
Pumps. 


Brand preference and other data 
are covered in this Roads & Streets 
survey. 


No. 8140. Highway-Heavy Con- 
struction Contractors’ Use of 
Vibrators. 

This Roads & Streets survey cov- 
ers operations and preference of 
operators of various types and 
brands of vibrators. 


No. 8141. Highway-Heavy Con- 
struction Contractors’ Use of 
Welding Equipment. 

This 18-page Roads & Streets re- 
port covers use of gas and electric 
welding equipment and purchase 
volume of oxygen, acetylene and 
welding rod and electrodes. 


No. 8142. Highway-Heavy Con- 
struction Contractors’ Use of 
Engines. 

Data on types, horsepower, num- 
ber of cylinders, service life, sizes 
of installations, brand preference 
and other factors are included in 
this Roads & Streets report. 


No. 8143. Highway-Heavy Con- 
struction Contractors’ Use of 
Rubber Hose. 


This 15-page booklet by Roads & 
Streets surveys contractors’ expe- 
rience and preferences for various 
types of rubber hose. 


No. 8144. Selling Builders Hard- 
ware Through the Lumber and 
Building Material Dealer. 

Building Supply News in this 
booklet reports on a nationwide 
survey of hardware items handled 
by dealers and how many brands 
of each brand are handled. In- 
cluded are data on size of inven- 
tories. 


| No. 8145. Selling the Builder. 

This Practical Builder study 
| covers the light construction mar- 
| ket and its component parts. Con- 
| struction volume data is included. 


No. 8146. Tool and Equipment Sur- 

| vey. 

| Ownership and purchases of 24 

|typical tool and equipment items 

‘by 5,000 contractor-builder sub- 

\secribers of Practical Builder are 

reported in this booklet. 

No. 8147. Store Front Work and 
Other Commercial Building Ac- 
tivity. 

In this booklet Practical Builder 
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AMERICAN DRUGG 


F 


¥ 


gives them 


... the MOST HELPFUL Auggestioru pertaining to their Rx departments 


... the MOST HELPFUL leas on improved ways to sell more merchandise 


_..the MOST HELPFUL UtfOUMLATLON on fountain operation 


AMERICAN DRUGGIST’S editorial strength and impact is 
clearly demonstrated in the continuing study which has already 
covered 32 states and about 4/5 of the nation’s retail drug 
outlets. Every chain and independent druggist was asked which 
trade publication was most helpful in each of the three major de- 
partments of his store: prescription, merchandise, and fountain. 


To date, more than 40,076 druggists have been questionnaired, 


the results 


with 8,780 replies. So large a return, with every druggist having 
a chance to vote, lends solid validity to the findings which are 
given in the tables below. 


Druggists find American Druggist most helpful because it gives 
them valuable information and ideas—in understandable lan- 
guage and easy-to-read form—with expert comment and inter- 
pretation of trends and new developments. American Druggist 
helps them be better druggists. 

These results prove the superior editorial power generated by 
American Druggist. They support the decision of an ever-in- 
creasing number of advertisers who are using its pages to 
achieve top results in their trade programs. 


ACCUMULATIVE 


REPORT NO. 8&8 of a series (Previous reports available on request) 32-STATE TOTAL 


Covering Alabama, Arkansas, Kentucky, Mississippi, Tennessee and West Virginia. 


Question Publication 


Which 
drug publications 
do you regularly 


(Leading magazines only) Vote 
Drug Topics 
American Druggist 
N.A.R.D. Journal 


NOTE: The ques- 
tionnaire was 
not identified 
with any publi- 
cation. A “write- 
in” response was 
required. 
Total mailing, 
3,972. Return, 
718 or 18.1%. 


receive? Southeastern Drug Journal 22.6 
Journal of Amer. Pharm. Assn. 12.3 
Chain Store Age 11.7 
Amer. Professional Pharmacist 9.1 
Which ONE American Druggist 37.5% 
of these gives Drug Topics 34.5 
you the most N.A.R.D. Journal 10.4 


helpful suggestions Amer. Professional Pharmacist 3.5 


Detailed break- 
down by sep- 
arate states 
available on re- 
quest. 


American [) ruggist. 


pertaining to Journal of Amer. Pharm. Assn. 2.6 
your prescription All Others 12.5 
department? No Answer 8.4 
Which ONE American Druggist 35.8% 
gives you the Drug Topics 38.2 
most heipful ideas N.A.R.D. Journal 8.9 
on improved ways Chain Store Age 7.2 
to sell more All Others 8.3 
merchandise? No Answer 10.0 
Which ONE American Druggist 23.0% 
gives you the Drug Topics 17.7 


information on N.A.R.D. Journal 3.5 
your fountain Fountain and Fast Food Service 3.1 
operation? All Others 7.8 
No Fountain 19.2 
No Answer 21.7 


most helpful Chain Store Age 8.8 


250 West 55 Street, New York 19 Plaza 7-5020 
Chicago Los Angeles San Francisco 
11 N. Wacker Drive 2978 Wilshire Blvd. Mills Bldg. 


Chicago 6, Illinois Los Angeles 5, Cal. San Francisco 4, Col. 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


reports on how many contractor-. paint and allied lines, what types 
builders of its subscribers are en-|they carry, average inventories, 
gaged in remodeling or repairing! turnover and other data. 


commercial buildings and what 


percentage of their work this con-| No. 8154. Air Conditioning Survey. 


stitutes. 


No. 8148. Hardware, Paint, Water- 
proofing, Caulking Survey. 
This study to determine how 

builders’ purchases of hardware 

and other items are decided and 
made was conducted by Practical 

Builder. 


No. 8149. Floor and Wall Finish 
Materials Survey. 

Another Practical Builder sur- 
vey report, this booklet covers 
types of floors builders most fre- 
quently install and where they ob- 
tain the material used. 


No. 8150. Major Appliances and 
Cabinets, Heating and Electrical 
Equipment Specialties Survey. 
This Practical Builder survey 

covers the influence and practices 

of subscribers in selection, pur- 
chase and use of appliances and 
other equipment. 


No. 8151. Today’s Home Building 
Market. 

This market study by Practical 
Builder analyzes factors of change 
which have taken place in home 
building. 


No. 8152. Windows, Screens and 
Screen Wire, Storm Sash Sur- 
vey. 

Purchase influence and prac- 
tices of home builders is reported 
in this booklet by Practical Builder. 


No. 8153. Selling Paint and Allied 
Products Through the Lumber 
and Building Material Dealer. 
Building Supply News conducted 

this nationwide survey to deter- 

mine how many dealers carry 


The influence and practices of 


|Practical Builder subscribers in 


selection and purchase of air con- 
ditioning units and data on use of 
central station air conditioning 
units are described in this report. 


No. 8155. Heating Survey. 

Similar to the air conditioning 
study, this report by Practical 
Builder measures the influence of 
its subscribers in the heating equip- 
ment field. 


No. 8156. The Building Business—a 
Mowing Market. 

This Practical Builder booklet 
contains a study of building indus- 
try statistics with information on 
evaluating them. 


No. 8157. How Do You Sell a 
Builder? 

This analysis of the contractor- 
builder’s operations and his buying 
influence plus what he wants to 
know about products was prepared 
by Practical Builder. 


No. 8158. Basic Marketing Data, 
Volume 1. 


A national statistical picture of 
metalworking industry plants em- 
ploying more than 20 workers is 
contained in this Iron Age booklet. 
Plants are classified by their ma- 
jor products in two, three and 
four digit breakdown to conform 
with the U. S. government Stand- 
ard Industrial Code. 


No. 8159. Basic Marketing Data, 
Volume 2. 


This booklet breaks down by in- 
dustrial areas the data contained 
in Iron Age’s Volume 1 and is a 
useful tool for study of sales dis- 


A revolutionary 


new machine can bring you 
machine-set type in sizes 
from 4 point to 288 point 


WARWICK 
PHOTOTYPE 
PRODUCES 


UG | 


WARWICK TYPOGRAPHERS, INC. 
Dept. A22, 920 Washington Ave., St. Louis 1, Mo. 


or any intermediate size. 
Warwick Phototype comes 
to you directly on film for 
stripping in, or on paper 
for paste-up. Write for the 
complete Phototype story. 


Overnight by air mail from most of U. S. 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


tricts. A sales anz.ysis sheet with 
instructions for its use accompa- 
nies the 75-page report. 


No. 8160. Powder Metal Parts. 

The use of pow“er metal parts 
such as bearing, r.echanical and 
electrical components by the met- 
alworking industry is reported by 
Iron Age in this booklet. Applica- 
tions and estimated dollar value 
of powder metal parts used by the 
industry are given. 


No. 8161. Centralized Lubricating 
Equipment. 

This Iron Age survey covers the 
number of machines in metalwork- 
ing plants which are equipped with 
systems for lubricating multiple 
bearing points from a_ central 
source. Types of machines, advan- 
tages of the system and preference 
of installation types are discussed. 


No. 8162. Methods Marketer. 

This monthly free newsletter of 
Construction Methods & Equip- 
ment, a McGraw-Hill publication, 
contains notes in each issue on sell- 
ing a particular market. Covered 
are job backlogs, future job loca- 
tions and equipment used. Recent 
issues cover pipeline construction 
(March) and railroad construction 
(February). 


No. 8163. Canning Trade Sales 
Presentation. 

This booklet prepared by The 
Canning Trade on an outline rec- 
ommended by the NIAA lists the 
number of plants in which specific 
foods are canned. 


No. 8164. Survey of 1953 Architec- 
tural Activity. 

Progressive Architecture, a Rein- 
hold publication, based this book- 
let on a study of a cross section of 
architectural firms. It shows ex- 
pected volume of design activity 
and work to be started this year. 
Included are building type and 
geographical breakdowns and a 
discussion of new techniques, prod- 
ucts and materials. 


No. 8165. Heat Treating Market 
Survey. 


Another Reinhold publication, 
Materials & Methods, has prepared 
this analysis of the market for heat 
treating methods and equipment. 
Data includes types used for each 
method, supplies and accessory 
equipment required. 


No. 8166. Welding, Adhesive Bond- 
ing and Mechanical Fastening 
of Materials Survey. 

Data on principal types of weld- 
ing and joining equipment and 
fastening devices are tabulated in 
this Materials & Methods report. 
Information is broken down by 
principal industry. 


No. 8167. Finishing and Finishing 

Equipment Market Survey. 

A study of hard goods plants as 
a market for organic, mechanical, 
metallic and chemical conversion 
finishes is the basis of this Mater- 
ials & Methods report. Included is 
information on the equipment for 
each process. 


No. 8168. The 1953 Petroleum Re- 
finer Equipment Market. 
This brochure by Petroleum Re- 
finer covers what products and 
services have a market in the re- 
fining industry, where they can be 
sold and who buys them. 


No. 8169. Quick Picture of Indus- 
trial Piping. 

Heating, Piping & Air Condition- 
ing explains the function of engi- 
neers and contractors in the de- 
sign, installation and maintenance 
of piping systems in industrial 
plants. Types of equipment used 
are listed. 


No. 8170. Design News 1952 Manu- 
facturers Recognition Survey. 
This survey of design engineers 


covers manufacturers considered 
by engineers when specifying com- 
ponents and materials in 92 cata- 
gories. It was conducted by De- 
sign News. 


No. 8171. Your 1953 Market for 
Materials Handling Equipment. 
A study of buying practices in 
the materials handling field. Who 
requests that studies of materials 
handling be made, and who makes 
studies of needs; who recommends 
make and type of equipment; who 
authorizes funds—are some ques- 
tions answered. Published by Mod- 
ern Materials Handling. 


No. 8172. Study of Yard Opera- 
tions. 


This study covers industries 
which offer most active potential 
for yard handling equipment; size 
of plants; size of yards; type of 
surfacing; kinds of materials han- 
dled; transportation systems used 
and other details. Issued by Mod- 
ern Materials Handling. 


No. 8173. Annual Review and Out- 
look for Construction. 


General outlook for 1953 (ex- 
pected to reach record volume of 
$44 billion), and outlook for types 
of construction; 1952 record by 
types. Tables compare 1952 and 
1953 volume by types and graphs 
show many other details. Issued 
by The Associated General Con- 
tractors of America. 


No. 8174. Purchasing News 1952 
Manufacturers Recognition 
Study. 


A survey among purchasing 
agents in metalworking plants on 
which manufacturers are consid- 
ered when purchase orders are 
placed in 62 different product cate- 
gories. Published by Purchasing 
News. 


No. 8175. Overseas Bound. 


A booklet by Chemical Engineer- 
ing and Chemical Week pointing 
up the opportunities in the $15 
billion a year export market. 


No. 8176. Second Annual Study of 
Leading Advertisers in Busi- 
ness Publications. 


Here is a listing of 929 com- 
panies which use business publica- 
tion advertising with estimates of 
their expenditures. Compiled by 
Associated Business Publications, 
it is available for $2 a copy. 


No. 8211. The Market for Ship- 
ping Cartons and Other Con- 
tainers Used in the Meat 
Packing Industry. 

National Provisioner offers this 
report on the meat packing indus- 
try, with production figures show- 
ing the market for shipping con- 
tainers. 


No. 8212. The Market for Cleaning 
Agents. 

This report by National Pro- 
visioner shows cleaners and steri- 
lizing agents used in various 
departments of meat plants. 


No. 8213. The Market for Refrig- 
eration, Insulation and Related 
Products in the Meat Packing 
Industry. 


The “largest market” for refrig- 
eration, insulation and _ related 
products is described in this report 
on the meat packing industry and 
requirements. Issued by National 
Provisioner. 


SOON TO BE PUBLISHED 


No. 8200. Aviation Age Market Da- 
ta File. 

A detailed picture of the aviation 
market for 1953 has been drawn 
up by Aviation Age in this book- 
let. It will be available in June. 


No. 8201. How to Help Cities and | 
Towns Buy Your Products. 


Advertising Age, May 11, 1953 


This folder, prepared by Munici- 
pal Index, answers questions on 
extent and nature of the munici- 
pal market. Included are figures 
on the amount of facilities already 
in use which must be maintained 
and expanded. It will be released 
about June 15. 


No. 8202. Income Survey of Pro- 
fessional Engineers. 

This survey by American Engi- 
neer covers 29,000 registered pro- 
fessional engineers in all branches 
of industry. It contains informa- 
tion on latest income, branch of 
engineering, number of years in 
the profession and other data. 


No. 8203. Blueprint of the Market 
for Equipment and Supplies 
Used for Water Supply, Sewage 
Disposal and Industrial Waste 
Treatment. 


Expenditures for. water and 
sewage works from 1946 through 
1952 will be tabulated in this book- 
let by Water & Sewage Works. The 
marked trend toward single man- 
agement also will be shown. The 
booklet will be distributed in July. 


No. 8204. Explaining the Field of 
Heating, Piping & Air Condi- 
tioning. 

Heating, Piping & Air Condition- 
ing will distribute this booklet on 
heating, piping and air condition- 
ing markets in industrial, commer- 
cial and institutional buildings in 
August. 


No. 8205. Power-Driven Brushes. 


Use of power-driven industrial 
brushes in metalworking plants for 
cleaning and finishing, application 
and quantities of specific types 
purchased are described in this 
Iron Age report. It will be distrib- 
uted next month. 


No. 8206. Non-Destructive Testing 

Equipment. 

This Iron Age report deals with 
types of inspection methods used 
in metalworking plants for detect- 
ing physical defects in metal parts. 
Applications for which this test 
equipment is used also are cov- 
ered. It will be available next 
month. 


No. 8207. The Knitting Industry. 

A revised edition of this report 
by The Knitter on equipment and 
products used by knitting mills and 
current tabulations of equipment 
usage and production statistics will 
be completed by August. 


No. 8208. The Southern Spinning 
and Weaving Industry. 


Equipment and products used in 
southern textile mills, cotton and 
synthetic fiber consumption, data 
on dyeing, bleaching and finishing 
plants will be included in this Tex- 
tile Bulletin booklet. It will be 
published in September. 


No. 8209. Chemical Engineering 
NIAA Booklet. 
A market and media report to be 
released by Chemical Engineering 
Aug. 1. 


No. 8210. Chemical Week NIAA 
Booklet. 


Facts for the advertiser on 
Chemical Week and its market, 
based on NIAA recommendations. 
Available July 15. 


No. 9000. Educational Building in 
1952. 


A summary and breakdown of 
construction of educational build- 
ings in 1952, representing results 
of the fourth annual survey of 
American School and University. 
Includes number of buildings and 
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cost, their regional distribution 
and an analysis by building types 
for public and private schools, 
junior and senior colleges. 


No. 9001. Hospital Management 
and the Hospital Field. 

An eight-page folder of market 
and media data issued by Hospital 
Management. It includes figures 
on annual hospital purchases and 
a map showing the number of hos- 
pitals by states, and tells how to 
sell the market, indicating various | 
executives and department heads. 
who make buying decisions. 


No. 9002. From Plans to Patients: 


No. 9012. Food and Food Equip- 
ment. 


Over 300 key hotel executives 


were surveyed to determine how 


food and food equipment are pur- 


chased in hotels. Results of the 


survey are reported by The Hotel 
Monthly. 


No. 9013. Hotel Market Fact Sheet 
Folder. 


The Hotel Monthly offers this 
folder full of information on the 
hotel market, showing where the 
greatest sales potentials are for 
products and services used by 
hotels. 


The hospital construction market | 
is reported in this Hospital Man- No, 9014. At a Glance. 

agement folder, along with infor-| : 
: apne sa _| A booklet issued by School Shop 
a on the publication’s cov-| Jiving information on the indus- 
‘ trial education market and the 


No. 9003. 26 Million Kids. publication’s coverage of it. 


State Teachers Magazines Inc. | 
offers this booklet of facts and No. 9015. Selling Bed Linen to 
figures on the school market deal-| Hospitals. 
ing with the potential for supplies, A review of hospital require- 
equipment and services essential) ments and opinions on bed linens, 
to teachers and school executives. | prepared by Hospitals, journal of 


the American Hospital Assn. The 
report combines opinions of spe- 
‘cialists and statistical reports from 
a recent spot check survey. 


No. 9016. Fire Safety in Hospitals. 
'| American Hospital Assn., in this 
bulletin, reviews the hazards, re- 
quirements and trends in hospital 
fire safety for the purpose of crea- 
ting a better understanding of the 
hospital fire safety problem by the 
industries serving the field. 


No. 9017. A Brief Review of Hos- 

pitals as a Market for Paints. 

A report on requirements and 
trends as viewed by hospitals as 
consumers; painting practices and 
purchasing procedures concerning 
paint in hospitals. Issued by Am- 
erican Hospital Assn: 


No. 9018. The Advertising Story of 

The Education Digest. 

A folder giving figures on the 
school market—expenditures for 
books and supplies, maintenance 
and construction—along with me- 
dia data. Issued by The Education 
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Available Market Data—Professional 


To secure copies of data listed, use the handy coupons 


Digest. Forecast for 1953. 
; | A breakdown of the medical 
No. 9019. He’s Going to Be... market (estimate for 1953) show- 
This folder, issued by Journal of ing the following: amounts spent 
Chemical Education, discusses fu- for various types of medical ser- 
ture markets, showing the impor- | vices by families in various income 
tance of the student of chemistry groups; incidence of various ill- 
as the customer of the future and | nesses; physicians’ treatment rec- 
|as a potential employe for key ‘ord; dollar value and percentage 
eens of medicaments and drugs; the 


“ae + form and value of various pre- 
No. 9020. 1953 Prescription Sales | scriptions. Issued by Modern Med- 
Marketing Guide. 


Modern Medicine has issued this 
88-page brochure showing esti- 
mated 1953 prescription sales 
potentials for every county in the 
U. S. Also shown by counties are 
the number of prescription drug 
stores; number of practicing phy- 
sicians; population; and the NWDA 
_trade area in which each county 
lies. Replete with maps, the book 
costs $2.40 a copy. 


No. 9021. The Medical Market 


icine. 


SOON TO BE PUBLISHED 
No. 9022. High School Student 
Portrait Survey. 

Scholastic Magazines is prepar- 
ing a survey of high school student 
income and spending habits and 
ownership and brand preferences 
in such products as watches, type- 
writers, fountain pens, cameras, 
personal products, etc. It will also 
cover breakfast and luncheon eat- 
ing habits. Ready about June 15. 


No. 9004. Life and Health Facts) 
and Figures. 
Life and Health has issued this. 
brochure containing information | 
about the publication and its af-| 
filiations with medical institutions, | 
readership and other details. 
No. 9005. Uniform Preference and 
Market Data. | 
American Journal of Nursing | 
has published this comprehensive | 
report on a nationwide survey of | 
nurses’ purchasing habits, likes | 
and dislikes regarding uniforms. It | 
eovers details on price range, styl- | 
ing, fabrics, etc. | 


No. 9006. Are You Knocking on 
the Wrong Door? 

This folder, issued by American 
Journal of Nursing, reports on a. 
study of hospital purchasing poli-— 
cies. It incorporates data compiled 
from a nationwide mail question-_ 
naire covering 2,486 major hospi-| 
tals; on-the-spot field studies of 21 
midwestern hospitals; a study of 32 
Chicago hospitals, and one of 78 
Chicago hospitals. 


No. 9007. Automobile Ownership 

Study. | 

An analysis of car ownership. 
and brand preferences in the auto- | 
motive and accessories field. The 
report is based on 38% response to | 
a mail inquiry addressed to 5,000. 
nurses coast to coast, and broken 
down into professional classifica-_ 
tions: public health nurses, hos- | 
pital nurses, industrial nurses, etc. | 
Issued by American Journal of 
Nursing. 


No. 9008. Watch Survey of the) 
Nurse Market. 

Suggestions and criticisms of. 
watches by nurses throughout the 
country are reported here by Am- | 
erican Journal of Nursing. It con-| 
tains information on price ranges, | 


turnover of purchases and so on. | 


No. 9009. Pharmaceutical Pur- 
chases and Purchasing Proce- 
dures in Hospitals. 

This study by Modern Hospital 
deals with hospital purchasing of 
pharmaceuticals, who enters pur- 
chasing decisions, who establishes 
pharmacy practices, and how 
much is spent. 


No. 9010. Education’s Two Markets. 

This 20-page report, issued by 
The Nation’s Schools, describes 
the market in public elementary 
schools and in colleges and univer- 
sities. Provides an outline of the 
buying structure and organization. 


No. 9011. Facts of Interest About 
Hotel Industry. 

Hotel Bulletin has issued this 
report which provides statistics 
and information about hotels as a 
market for furnishings, kitchen 
equipment, food, beverages and 
services important to the operation 
of hotels. 


This tells 


. . . your sales increase. 


where to go and shop! 


For further information, call your local telephone business office or see Standard Rate and Data (consumer edition) 


Year in, year out, 9 out of 10 shoppers all over America open the ‘yellow 
pages’ of the telephone directory to find out where to buy. Surveys prove it. 


And, when you use Trade Mark Service in the ‘yellow pages’ to display 
your trade-mark over a list of your local dealers, you’re reaching pros- 
pects right at the time they are ready to buy. Your dealers’ sales increase 


Trade Mark Service is the economical way to give sales a “go” signal 
wherever your product is sold. 
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Sales and PR Notions... 


e Fleet-Wing Corp. of Cleveland 
has been making quite a thing out 
of the state of Ohio’s dropping the 
front auto license plate this year. 
On an a.m. radio show it has been 
advertising red, white and blue! 
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FRONT TAG—On display by “Miss Fleet- 
Wing of 1953” is one of the initialed 
front auto plates with which Fleet-Wing 
Corp. of Cleveland is now hiking gas sales. 


front plates bearing the driver’s 
initials—for 35¢ and the purchase 
of eight gallons of Fleet-Wing gas- 
oline. 

The company says the promotion 
hefted gas sales by 8.9% in March, 
and it’s still going strong. 


e A new “how to do it” brochure 
issued free by Lennox Furnace Co., 
Marshalltown, Ia., is now helping 
to build better booths for the 85% 
of its dealers who display at fairs 
and home shows each year. 

Titled “How to Make Lennox 
Displays Earn Extra Profits for 
You,” the manual is aimed espe- 
cially at that majority of dealers 
who tend to leave display planning 
until the last minute, says Lennox. 
Included are such items as what 
display equipment and giveaway 
materials to use, and what to do 
“after they stop.” 


e In St. Louis, Monsanto Chemi- 
cal Co.’s organic chemicals divi- 
sion has gone musical, with the 
distribution to selected customers 
and prospects of a special 10” 
78rpm. record. The handsomely 
jacketed platter combines music 
with plugs for ortho nitro bipheny] 
(ONB to the initiate), which is 
used, among other things, to man- 
ufacture unbreakable plastic pho- 
nograph records. 

On one side of the disc is an 
“ONB Samba”; on the other is a 
“Monsanto March.” Both feature 
the composer, pianist Russ David, 
musical director of KSD and KSD- 
TV, St. Louis. 


e Latest in the honorable line of 
promotional aids to jobbers and 
dealers is an “Alcoa Farm Roof- 
ing Promotional File” offered by 
Aluminum Co. of America, Pitts- 
burgh. Held in a good quality 
loose-leaf binder, the file consists 
of pocketed pasteboard pages into 
which samples of Alcoa’s various 


ie” 


4 


ROOFING AID—Aluminum Co. of America | 
is using the promotional file above to show | 
jobbers the sales aids it offers in the 

roofing field. 


Merchandising Devices 


_ | shoppers hopping. 
~ | Cluett, Peabody Elects 


sales aids can be inserted. A special | 
feature is a chart for point of sale 
display which allows a farmer to, 
accurately estimate the amount of. 
aluminum roofing needed for his 


barn. 


e Capitol Frozen Foods, Troy, 
N.Y., distributor, more than 
doubled its sales in one food store 
with the following stunt, according 
to Quick Frozen Foods. 

Six check-out counters were 
equipped with alarm clocks, each 
one adjusted to ring every 30 min- 
utes. When an alarm sounded, the 
customer being checked out at 
that moment got all her Seabrook 
Farms and Minute Maid frozen 
food items free. Loudspeakers in 
the store were used to keep the 


Gardner Advertising V. P. 


J. Baxter Gardner, formerly v.p. 
in charge of advertising and sales 
promotion for 
Frankfort Distil- 
lers Corp., New 
York, has been 
elected v.p. in 
charge of adver- 
tising and sales 
promotion for 
Cluett, Peabody 
& Co., New York, 
manufacturer of 
Arrow _ collars, 
shirts and sport 
shirts. 

George A. Phil- 
lips, Cluett, Peabody advertising 
manager, has been promoted to ad- 
vertising director. 


J. Baxter Gardner 


Eastman Forms New Division 

Eastman Kodak Co., Rochester, 
has formed a new special products 
sales division. Richard D. Lorbach, 
manager of photographic chemical 
sales, has been promoted to divi- 
sion manager. Wentworth W. 
Crouch, a chemical sales corre- 
spondent, has been promoted to 
succeed Mr. Lorbach. 
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THE AMAZING MR. SANABRIA—Wonders will never cease, 


apparently, as long as U. A. Sanabria stays 


in this spread in the Chicago Sun-Times last Wednesday tells his 
latest story, he was restive one night, watching a tate TV show 
at home when he got the idea of putting a black nylon net over 
the screen to get a better picture contrast. Mrs. Sanabria found 
a nylon party dress (she even cut the bow off it, she was so en- 
thusiastic), and he called in an engineer and went to work. Next 


i 
i 
i 
t 
i 
i 
t 
t 
' 
st 
il 
se 
ait 
t 
4 


Fit 

itt 

it 
i 

# 

; 

[ 


| 
| 
f 
| 
i 
H 
t 


Advertising Age, May 11, 1953 


HOW I IRVENTED THE S@evenacie Joi? AND Lircoleas7/ 


by U. A. SANABRIA 


one 
restless 


night 


. 
we call in the berm oho Leet 


i 
t 
i 
f 
i 
i 
i 


i 
{ 
; 
“EF 
i 
j 
pit 
i 
Tet 


morning he continued the work and suddenly he and his men 
discovered that the nylon swept away any sign of lines on the 
screen. Came a rush to take out patents, etc., and by now he has 
an electronic veil for TV sets, which, the copy says, ought to 
bring in $1,000,000 in royalties alone. It's wonderful, he points 
out, what a “midnight bright idea and the glory of the American 
system” can do. And he invites readers to send in a coupon to 
get an invitation to come to American Television's showrooms. 


around. As the copy 


"7 Cranberry Group Alters Name 


The board of directors of the 


'| American Cranberry Exchange, 


New Bedford, Mass., has voted 
unanimously to change the com- 
pany’s name to Eatmore Cranber- 
ries Inc. The board also elected 
Theodore M. Budd president. 


O'Keefe Advertising Moves 


O’Keefe Advertising Agency, St. 
John’s, Newfoundland, has moved 
a quarters at 52 Rennies Mill 
Rd. 


Brewer Names New Agency 


Fitzgerald Bros. Brewing Co., 
Troy, N.Y., has appointed Moser 
& Cotins, Utica, N. Y., to handle 
its advertising, effective June 1. 
Hevenor Advertising, Albany, was 
the last agency on the account. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending April 11, 1953 


All figures copyright 
Total Homes Reached 
Homes 
Rank Program (000) 
1 I Love Lucy (Philip Morris, CBS) 14,914 
2 Colgate Comedy Hour (NBC) ....11,552 
3 Godfrey & Friends (Liggett & 
Ppt, COG) scccasescocsconsssscsesecces 10,866 
4 Texaco Star Theater (NBC) ...... 10,524 
5 Goodyear TV Playhouse (NBC) .. 9,932 
6 Dragnet (Liggett & Myers, NBC) 9,876 
7 You Bet Your Life (DeSoto- 


Plymouth, NBC) 


BD Pee BIE TED cccincs ccc cccsscsiccssese 9,608 
9 Fireside Theater (P&G, NBC) ...... 9,370 
10 Godfrey & Friends (Toni Co., 


__. PERE enaye reo eRrene ne Er 9,334 


by A. C. Nielsen Co. 
Program Popularity* 


Homes 
Rank Program (%) 
1 1 Love Lucy (Philip Morris, CBS) ..67.0 
2 Texaco Star Theater (NBC) ............ 55.3 

3  Godfrey’s Talent Scouts (Lever- 
Sy SD aletasiccessstivinieinsintenssa 53.1 

4 Godfrey & Friends (Liggett & 

NE ic osenkithtisedeteniese 52.2 


5 Colgate Comedy Hour (NBC) ........ 52.1 
6 Dragnet (Liggett & Myers, NBC) ..48.4 
7 Goodyear TV Playhouse (NBC) ....47.3 
8 Godfrey & Friends (Pillsbury, CBS) 45.1 
DF FRO BE CD eisccncncsneiccincccicsned 44.4 
10 You Bet Your Life (DeSoto- 

PiymevIM, NBC) .....ccccerscess ve 


*Percentage of homes reached in area where program was telecast. 


Videodex Network TV Ratings 


Week of April 1-7, 1953 
Copyright by Videodex Inc. 
Program Popularity Rating Total Homes Reached 

Rank Program (%) | Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS, 1 1 Love Lucy (Philip Morris, CBS, 

IED  cannicecacecernscctatnanicseriensvess 56.1 BF I sateidehtiletinovesnetincteansccec 12,476 
2 Godfrey & Friends (Liggett & 2 Godfrey & Friends (Liggett & 

Myers, CBS, 59 Cities) ..........c.cc000 48.3 Myers, CBS, 59 Cities) .............. 10,054 
3 Dragnet (Liggett & Myers, NBC, 3 Groucho Marx (DeSoto-Plymouth, 

EIEN cciiacnciechallinsiddatiangnieitiowesen 43.1 NBC, 72 Cities) ..... vingiamibiiged 9,152 
4 Godfrey's Talent Scouts (Lever- 4 Dragnet (Liggett & Myers, NBC, 

Lipton, CBS, 37 Cities) ........... sooo IID dl cictticincinascnchiciinsensduneniaa 8,584 
5 Groucho Marx (DeSoto-Plymouth, 5 Texaco Star Theater (NBC, 

eB "ee 42.1 I Faibaanddadich mes scdeinaacceacseated 8,063 
6 Texaco Star Theater (NBC, 6 Your Show of Shows (Several 

I ID palieicephsiaeninctigseriieieceseseseiees 39.8 sponsors, NBC, 66 Cities) .......... 7,525 
7 Your Show of Shows (Several 7 Colgate Comedy Hour (NBC, 

sponsors, NBC, 66 Cities) ............ 37.0 i a itcladitinsiabienh 7,431 
8 Toast of the Town (Lincoln-Mer- 8 Godfrey’s Talent Scouts (Lever- 

GOR, SIR, BE COORD. cccccccccccccesccces 36.2 Lipton, CBS, 37 Cities) 00.00.00... 7,342 
9 Our Miss Brooks (General Foods, 9 All Star Review (Several sponsors, 

i Gg ERR, 35.1 Si MII icin tebitetchitais .-osiphiidiicanbimaue 7,221 
10 Colgate Comedy Hour (NBC, 10 Toast of the Town (Lincoln-Mer- 

Pe ET - shiintiichihhetnleibindeeubiigeents 34.3 cury, CBS, 51 Cities oe 6,975 


Thurman Bernard, BASIL D'EMO 
New York, May 5—Basil D’Emo, 
of U. S. Information 74, former advertising copywriter, 


and at one time head of his own 


Medical Center. 


WASHINGTON, May 5—Thurman 


government’s overseas information | 
program, died of a heart attack) 
here this evening. 

From 1920 to 1943, Mr. Bernard 
had been with N. W. Ayer & Son, 
rising to v.p. and manager of the 
Detroit office. 

During World War II he served 
as executive director of the over- 
seas branch of the Office of War 
Information. 

Subsequently from 1946 to 1951, 
he returned to advertising, as ex- 
ecutive v.p. of Compton Advertis- 
ing, New York, where he was also 
a member of the plans board and 
the board of directors. 


@ In March 1951, Mr. Bernard 
rejoined the government’s overseas 
information organization as deputy 
director for special projects under 
Assistant Secretary of State Ed- 
ward W. Barrett. 

Between July 16, 1951, and Jan. 
20, 1952, he served as general 
manager of the entire international 
information and educational ex- 
change program, with instructions 
to apply his professional advertis- 
ing experience to the fullest pos- 
sible extent. After he stepped 
down as general manager of the 
program, Mr. Bernard remained as 
a consultant. Only two weeks ago 
he returned from a trip to South 
America. 


JESS M. ABRAMS 

New York, May 5—Jess M. 
Abrams, 45, partner and copy chief 
in Will Burgess & Co., died of a 


ing Sunday at Brookville, L. I. 
Born in New York, Mr. Abrams 
was graduated from New York 


heart attack while horseback rid-| 


University. Before he and his as- 


Frank Kiernan & Co. 


FLOYD E. BEERS 

New York, May 5—Floyd E. 
Beers, 53, for 25 years budget di- 
rector of Macfadden Publications, 
and for the past year associated 
with Clinton Foods, died April 29 
after a brief illness, at Norwalk, 


Conn. 


A pioneer advertising copywrit- 


P rogram, Dies at 55 ‘ee company, died May 2 at 
| 


L. Bernard, 55, who left advertis-| er early in the century, Mr. D’Emo 
ing to take a leading role in the| was copy chief for a number of 


years for the old Barron G. Collier 
Co. Later, he did free lance work 
in advertising, and in 1913 started 
his own cosmetic and _ toiletries 
company, which he later sold. He 
had been retired for several years. 


REESE CARPENTER 


New York, May 5—Reese Car- 
penter, 51, lease manager of the 
New Rochelle, N.Y., office of 
General Outdoor Advertising Co., 
died Sunday night in White 
Plains Hospital shortly after a 
heart attack at the home of friends 
there. 


JOSEPH D. DUNN 

New York, May 6—Joseph D. 
Dunn, 53, v.p. of Buchanan & Co., 
died of a stroke May 4 at his home 
in Rockville Center, N. Y. He had 
been with Buchanan for 18 years, 
starting with the agency as copy 
chief in 1935. 

Mr. Dunn’s career in advertising 
covered 35 years. He had been 
associated with J. Stirling Get- 
chell, Blaker Advertising Agency 
and Peck Advertising Agency be- 
fore joining Buchanan. 


WELLS C. NICHOLS 

Cuicaco, May 5—Wells C. Nich- 
ols, 59, an account executive with 
Ewell & Thurber Associates, died 
today in an Evanston, IIl., hospital. 
Mr. Nichols, who had been with 
the agency for nine years, was 
also merchandising and research 
director. He was a member of the 
American Marketing Assn. 


Small, Brewer Names Sinding 


Thomas A. Sinding, formerly 
v.p. in the Chicago office of Saw- 


sociates formed Will Burgess &) yer-Ferguson-Walker Co., news- 
Ce. in 1943, Mr. Abrams was as-| paper representative, has been ap- 


sociated with Mailograph Co. and| pointed western manager of Small, 
| Brewer & Kent, Chicago newspa- 


| per representative. 


Furse to Join KEYT 


Russell L. Furse, formerly gen- 
eral manager of Columbia Broad- 
casting System’s network program 
department, New York, has been 
appointed director of program op- 
erations for KEYT, Santa Barbara, 
effective June 15. 
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in the men’s field 


increases its advertising 
in the first quarter ’53 


31.5% in linage 


over the first quarter of 52 


TRUE, America’s 
largest selling man’s 


magazine—circulation 
guarantee 1,750,000 


TRUE 


: the man’s magazine 


a Fawcett publication 


leading magazines 


Circ. Guarantee: 5,200,000 26.9% newsstand sales 


Women’s Service Magazines NE I Circ. Guarantee: 4,275,000 42.1% newsstand sales 
Circ. Guarantee: 3,600,000 43.1% newsstand sales 


Circ. Guarantee: 2,850,000 0.7% newsstand sales 


Circ. Guarantee: 1,750,000 66.8%, newsstand sales 


Circ. Guarantee: 1,700,000 14.4% newsstand sales 


a i 


Source: Standard Rete & Data. Source: Publishers’ statements to ABC, December 31, 1952. 


new york - chicago + detroit 


los angeles + san francisco 
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Asks Relief trom Recorded 
‘Jokes’ in TV Commercials 

To the Editor: Could you, in the 
interest of making advertising less 
ridiculous and more tolerable to 
the public, some time comment 
editorially on the inadvisability of 
including a joke in a recorded radio 
spot? 


For some months now, my wife. 


and I have been growing increas- 


ingly irritated by a spot for “CBS- | 


Columbia TV,” which has been 
used night after night directly in 
front of WBBM’s ten o’clock news. 
In it, the announcer sounds off 
about CBS-Columbia TV and then 
Says he will call on an expert, Jack 
Benny. Jack then makes a crack 
about the product’s being so good 
he might almost trade in his Max- 
well for it. Sometimes the an- 
nouncer takes over from there, and 
sometimes Arthur Godfrey comes 


on with the rollicking witticism, | 


“Why not, it’s his car?” 
Now—stop me if I’m wrong 
about this—Jack Benny’s Max- 


The Voice of the Advertiser fe. Creative Man’s Corner for 


This department is a reader’s forum. Letters are welcome. 


spot featuring the Cisco Kid and 
Pancho for Cole Brothers’ Circus 


|—in which, during a brisk inter-| 


change of repartee, the Kid ex- 
plains to his pal that they are in 
Chicago at the Stadium with the 
circus, and Pancho hilariously re- 
sponds, “With all the other ele- 
phants?” There was a mild smile 
in it the first time; after that it has 
become sad. 

It seems to me this is bound to 
| happen whenever a gag, even if it’s 
/a good gag, is put on a platter and 
,used day after day at the same 
Sane, where it is bound to hit the 
/same listeners. 

| Repetition of a hard-selling com- 
|mercial may gather cumulative ef- 


fect. Repetition of an unfunny gag | 


/can never be anything but terrific- 
‘ally boring. How’s about calling 
'this to the attention of the adver- 
‘tisers, huh? 


| ARTHUR FREDERIC OTIS, 
Glen Ellyn, Il. 


a o = 
Claims First for Draft 


i 
} 


well has not been very funny for | 
years. Therefore the spot wasn’t | 
very funny the first time we heard 
it. But to hear the same words talks” (Hensler story, Page 3, Ap- 


Flavor in Bottles Theme 


To the Editor: The “beer that | 


over, night after night, borders on 
the insufferable. I wonder how 


many sales it has cost CBS-Colum- | 


bia TV? 
And, for the past two weeks, 
Norman Ross has put on a recorded 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
peeple prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. 
money-saving sub. avail- 
able, Write for FREE Proof- 
hook Ne. fi. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 


SINGLE PRINTS or 


VERTISING AGE, April 20, 


its tap. 


“Draft beer flavor 


in bottles” 


| was an advertising theme first de- 
| veloped by this agency in 1950 for | 


‘Christian Heurich Brewing Co. of 
| Washington. It was extensively 
|promoted and publicized, not only 
/here, but in the brewing and ad- 
_vertising press. 
| After careful study the claim 
_was authorized by federal authori- 
ities for the first time in modern 
|beer advertising. (See enclosure.) 

No other beer, however articu- 


**Another New Jerseyite coming 


to Washington! The first thing 
we gotta do is strip him of his 


excessive buying income” 


Represented nationally by O'Mara & Ormsbee, Inc. 


Nwore Tows 


Daiky and Sundown 


NEWARK, NEW JERSEY 


1953) | 
must be talking out of the side of | 


\Five-Point Answer to 
W6&S Ad Criticism 
To the Editor: Since I have read | 


years with great respect and in- 
‘terest, I take very seriously indeed 
the comment made in your April | 
(20 issue about the Warner & Swa-| 


late, can make | if statement! 


ALFRED ‘|i. EDELSON, sey advertising. I am not going to 
Senior Account xecutive and bore you with a long-winded an- 
Service Direc’ Henry J. swer, but I would like to cover a 

| Kaufman & As -iates, Wash- few points as briefly as I can. 
| ington, D. C. 1. “A lot of talk.” If you read 
« .. as many union and communist 


ae publications as I do, I think you 
Moved by Impvsion would agree very quickly that 
of Whittier's Ar cle ‘there is a great deal of talk attack- 
| To the Editor: Congratulations |ing profits. 
/to Charles L. Whittier for his stim- 2. I do not mean to imply that a 
ulating article in ‘he April 13 Ap-| business man should make the 
| VERTISING AGE. |33,600% profit mentioned, but 
I was attractei by Mr. Whit- | only that big profits are not evil, 
tier’s idea, held to the page by the! per se, as many people would like 
immediate impact of his words, im-| to have us believe. 
/pressed by his many illustrations; 3. I am one of those who believe 
‘of his points, carried to the final | that very large profits so stimulate 
“advertising” by the incessant in- | competition in an industry that the 
'terest he maintained, greatly en- | profits are quickly cut down to 
/lightened by his information, and | size. It seems to me the whole his- 
‘moved by the impulsion of his| tory of the United States proves 
|article to request an extra copy, | that. 
‘if one is available. | 4. The point you raise about 
B. G. GETSINGER JR., ‘farmers, to assure a profit, passing 
| Copy Supervisor, The Con-_ | their own legislation against grow- 
| necticut Light & Power Co., (ing too much of a crop is exactly 
Berlin, Conn. my point; that is the regulation 
| that the profit system carried with- 


’ . . 

|in itself. 

Portrait of a Man | 5. I would like to discuss with 
| Who Gets Around you some time the point in your 


To the Editor: I thought the at- | last paragraph, which is one of the 
|tached two ads would hit you as! few statements with which I can’t 
they did me. ‘agree. I repeat, the point I make 
These were taken from the above that so-called excessive 
|profits, as I understand history, 
* POPTUK Vay cure themselves. 
ks Lig RT ee, BO KENNETH W. AKERS, 
vengeance The Griswold-Eshleman Co., 
woe aa Cleveland. 
Kew chads, hairline stripe, P.S. But seriously and sincerely 
—thanks! It’s comments like yours 
that are stimulating and most help- 
ful. 
| 


* 


Agrees with Creative Man 
on W&S ‘Profits’ Ad 


To the Editor: Congratulations to 
you on the story on Page 68 of 
|your April 20 ADVERTISING AGE, 
“The Case for the Profit System.” 
[The Creative Man’s Corner]. 


In my opinion nothing can be 


more harmful to the cause which | 
_ Warner & Swasey promotes, than | 
|to deal so unrealistically with the | 


facts and the truth. It’s a darn 
good thing that they, as well as 


j ; Charge Accounts Available 
| i Eicher 30/Day ox oar W Der 
- Divided Paymen: Plan 


Advertising Age, May 11, 195: 


other manufacturers, do not at- 
tempt to sell their product wit! 
such ridiculous reasoning... 
R. A. CHILDERS, 
President, Childers Mfg. Co., 
Houston, Tex. 
ao ee = 


Honolulu Bank Begins 


New Ad Series 


To the Editor: Attached are 
glossies of the six ads in Bishop 
National Bank’s newest advertis- 
ing series. They were prepared by 
the Honolulu office of N. W. Ayer 
& Son, and are being run in local 
newspapers and magazines. 

To compete for attention in our 
ad-heavy papers, each ad features 
large white space. Photographs of 
children of varying racial back- 


grounds, toys and animals were 
selected as having universal appeal 
in this multi-lingual and multi- 
racial community. Incidentally, in 
our Japanese and Chinese journals, 
the text is reset in the appropriate 
language. 

A tie-in to test readership of the 
ads is the mention of our new 
service booklet, “Inside Bishop 
National Bank,” a copy of which 
is also enclosed. The illustrations 


LETTERS with that FOLKSY Touch 


Homey, human, down-to-earth letters 
talk the readers’ language, and SELL! 
One series 26 years old. Write for circular. 


“eet allow Wott ’ Su 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


0% OFF 
Davids UTS 


Philadelphia Bulletin of Tuesday, 
April 14. 

You will notice that two rival 
clothing concerns decided to use 
the exact same cut to display their 
different suits advertised. . 

In a “once in a |ifetime” occur- : 
rence, these two ads were placed 
on top of each other. 

For such reason: do advertising 
men get gray preinaturely. 

Mur ay ARNOLD, 

Program Director, WIP, Phila- 


delphia. 
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and copy in the booklet are pur- 
posely done with a light touch in 
order to intrigue the reader’s 
interest. 

You will note that the copy ap- 
proach in the ads is rather general, 
with no specific bank services 
being pushed. We wanted in this 
series to stress essentially the idea 
that the Bishop National Bank is a 
friendly place where it is a pleas- 
ure to do business. 

, N. F. BANFIELD, 

Assistant Vice-President, 
Bishop National Bank, Hono- 
lulu. 


Old Stutt 


To the Editor: Tell you how 
new this “Again...A Gain” stuff 
is. About 40 years ago, I was han- 
dling automobile advertising on 
the Sun in New York. Once when 
we had a particularly good month 
for linage, I wrote a promotional 
letter to the trade, headed “Lines 
on Lines; or Again...a Gain.” 

Maybe it wasn’t even new with 
me, but I thought so. Probably 
just like the lads who wrote the 


Progressive Architecture and Mod-. 


ern Railroads advertisements 
which Mr. Kashins (AA, April 13) 
thinks are plagiarisms. 
C. E. T. SCHARPS, 
Batten, Barton, Durstine & 
Osborn, New York. 


Has Success with New 
Approach to Selling Houses 


To the Editor: We are enclosing 


a series of ads, reproduced from 
the Orlando Sentinel-Star, which 
we prepared for our client, Phillips 
Properties, for Azalea Park. We 


believe you will agree that com-. 


paring the price of a house to the 


hee me mee 


amo commen 


i 
H 
3 
t 
i 


price of hamburger, and offering 
houses for $1.63 per day, are novel 
approaches to selling houses. 

The results have been excellent. 
The ads themselves have created 
widespread interest and have been 
commented upon editorially by 
several building magazines. A 
steady stream of people visit the 
model house every day and sales 
have been very satisfactory, aver- 
aging ten houses a week. About 
450 houses are now occupied. 

When this subdivision is com- 
pleted it will have 1,067 houses, 
all with city conveniences includ- 
ing sewers and bus service. A 
shopping center to cost $1,750,000 
will be started in a few weeks; 
sites have been reserved for five 
churches, and negotiations have 
been completed for the construc- 
tion of an elementary school. 
These homes are in the $9,000 and 
$10,000 class and offer a complete 
GE kitchen along with their other 
fine features. 

Davip H. OBERMEYER, 

Advertising Counsel, Orlando, 

Fila. 


Catches a Mixture 


To the Editor: It is to be hoped 
that someone with a way with 


words will comment on Mr. We-| Saratoga Authority Name; 

dereit’s mixed metaphors. That Bliss Co. for New Campcign 
third paragraph (ADVERTISING AGE,| The Saratoga Springs Aut) rity 
April 20) with its recessed horns, of the State of New Y, has 
line of resistance, and sharp cutting | named Ben B. Bliss Co.., New York, 
knife is, in spite of its somber mes-| to handle a new Campaign ‘tor the 

sage, both hysterically funny and Saratoga Spa health center 
pathetic. Pathetic that an adver-. RB nocmngith mel pe Re —_ 
tising man would say it. James D. |? : > ve Used, 
: including Aufbau, New Yor! Den- 
Woolf — get pretty discouraged. | oie. Feamsauineriaue, Seaman 
‘Marcaret D. THOMA, | Day, Jewish Forward, Nowy S1i- 
Advertising Manager, Red Dot = qt, La Prensa, Il Progresso and 
Foods Inc., Minneapolis. Staats Zeitung. Also, a spot sched- 
|ule is planned over radio stations 


e ° bd /-WEVD and WHOM. 


Reprints NBBB Help | N ; 
ames Harold F. Stanfield 
on Guarantees in Ads _ International Building Products, 


To the Editor: We have read yontreal, has appointed Harold F. 
with interest the article, “NBBB | Stanfield Ltd., Hontreal. to direct 
Tells How to Use Guarantee Of- | trade and consumer advertising 
fers in Ad Copy” in the March 9 for Durolam, Barker’s tile board 
issue. 'and Dura-ply Fibreboard. 

This article can be helpful to 
our entire organization and we Avyery-Knodel Names Stewart 


would like permission to repro-| John S. Stewart, formerly with 
duce it. May we? George W. Clark Co., has joined 
Rex R. HALL, Avery-Knodel, radio-TV station 

‘representative, as an account ex- 


Hy-Line Poultry Farms, Des 
Moines, Ia. ecutive in the New York office. 


Parke Edwards Names Agency 


Parke Edwards Ltd., New York, 
handler of imported and domestic | 
silver, has appointed Gibraltar 
Advertising, New York, to direct) 
its advertising. Media will include | 
newspapers, consumer magazines 
and participations on the Mary 
Margaret McBride radio programs. 


Johns to Aubrey, Finlay 


Perry B. Johns, formerly with 
Meldrum & Fewsmith, Cleveland, 
has joined the cory staff of Au- 
brey, Finlay, Marley & Hodgson, 


Chicago. 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


-America's 


) FOREMOST 


| TOY TRADE. 
i Magarine | 
Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 
Write for New Market 


Data Folder 


||] McCREADY PUBLISHING 
71 W. 23rd N.Y. 19 


compa Gros Reale Lebel te 


RICHARD R. BRANGAN, advertising manager 
National Automatic Tool Company Inc, 


Says 
HH" machinery manufacturers have the ideal solu- 
tion for their sales promotion problems in the 
Sterco-REALIST Camera. Short of the actual product itsclf, 
REALIST pictures can't be beat for true-to-life realism. For 
the REALIsT exactly duplicates what you see with your 
eyes—in full, natural color and life-like three dimensions. 
What's more, REALIST sales kits consisting of slides 
and a viewer weigh only 40 ounces. Small wonder that 
salesmen like them! And they also appreciate the impact 
that REALIsT pictures have on their customers, the atten-» 
tion they gain, and the lasting impression they Icave. 
Sales managers the nation over have proclaimed the 
REALIsT to be “the world’s finest visual selling tool.” The 
variety of its applications is universal, Investigate the 
possibilities of its use in your field. If you haven't seen 
REALIST pictures, ask your camera dealer to show you 
some. Or for free, informative folder write: Davin 
WHITE CoMPANY, 392 W. Court St., Milwaukee 12, Wis. 


} ie . 


: 


7 


i 


159.00 (Tax Inc.) 


eremeol @ALISL 


The camera that “sees” —in 3 dimensions—the same as you 


Cameras, Viewers 


: a 


Projectors, and Accessories are 


of the David W bite Company, Milwaukee 12, Wisconsin, 
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SALES EXECUTIVE 


Experienced in selling printing and lithography. The man we 
are looking for should be between 30 and 35 years of age. 
He will have been brought up in the printing and lithograph- 


ing business so he knows production as well 


as sales. He 


should actually be capable of running his own plant. We are 
an AAA-1 rated printer and lithographer investing in new 
and modern equipment which will offer a splendid oppor- 
tunity for a man who can fill the bill. This plant is located 
in a radius of 100 miles from Chicago. Compensation will be 
based on the man’s qualifications. Write full details as to age, 


education, experience, to 


Box 502, ADVERTISING AGE 


200 E. Illinois St. 


Chicago 11, Ill. 


WANTED 


Advertising Manager 
Whose Hobby is 
Fishing-Boating-Photography 
If you know the out-of-doors—fishing, boating, motors. If you know 
outdoor shows, outdoor media and outdoor marketing and merchan- 
dising—here is a real opportunity. A leading midwest manufacturer of 
nationally advertised outdoor products, seeks an advertising director 


who can assume the responsibilit 
Must be experienced in planning, 


of handling an adv. department. 


udgeting. Must have knowledge of 


advertising production, know agency relations, be able to create dealer 
merchandising aids, catalogs, displays. In short—this is a real adv. 
man’s job. Please write in full detail. State salary requirements and 


send photo if possible. 


Box 494 ADVERTISING AGE 


200 E. Illinois St. 


Chicago 11, III. 


INDUSTRIAL ADVERTISING 
SALESMAN CHICAGO — DETROIT 


Do you have what it takes to 
make the selling team now produc- 
ing 300 pages of advertising month- 
ly for one of the country’s leading 
industrial publications? 


Do you want your selling efforts 
backed with promotion and market 
research data that have gained 
acceptance among leading indus- 
trial advertisers and agencies? 


Do you understand industrial 
marketing, and could you apply its 
principles to a field of remarkable 
and steady growth? 


Do you enjoy selling analytically 
—really from the advertiser's point 
of view? Can you prove that you 
have done it successfully on a rec- 
ognized industrial publication? 

Have you the ability to interpret 
editorial content produced by 
editors who are recognized au- 
thorities? 

Are you interested in the kind 
of income suggested by the above 
pattern? 

Are you between the age of 30 
and 40, and have you worked with 
the leading industrial advertisers 
and agencies in the Chicago— 
Detroit area? 

If you answer “yes” to each of 
these questions, we'd like to see 
your résumé—and you. 

Send complete details. Our staff 
knows of this advertisement. 

Box 497 ADVERTISING AGE 
801 Second Ave., New York 17, N.Y. 


FOR ADVERTISING 
VVC 
Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 


1009 
7 W. Madison + Financial 6-2100 - Chicago 2, Ill. 


ERSONNEL 


VERSATILE RETAIL AD MANAGER 
SEEKS AGENCY, MANUFACTURER 
OR RETAIL CHALLENGE 


Know-how of 12 success-filled years in 
chain, specialty shop and department 
store advertising and promotion available 
to you whose goal is effective selling 
through retailers. Knows problems of 
large and small stores. Has worked with 
agencies. Can produce or supervise pro- 
duction of imaginative, compelling adver- 
tising—newspaper, radio, outdoor, direct 
mail, point of sale—that SELLS merchan- 
dise at the retail level. A creative think- 
er, who can make a typewriter or a lay- 
out pencil talk, who can communicate 
ideas clearly and forcefully to groups. 
College grad, 36. For resume, write Box 
500, Advertising Age, 200 E. Ilinois St., 
Chicago 11, Mlinois. 


GOIN’ WEST 
YOUNG CHICAGO AGENCY EXECUTIVE 
SEEKING POSITION WITH 
AD AGENCY LOS ANGELES AREA 


Stro CREATIVE Man; sound 
knowledge and experience art, 
copy, merchandising and contact. 
Partner and creative director of 
medium sized Chicago agency. A 
good all-around man looking for 
a key position that pays well. 
Age 33—Family man. 
Box 505, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


DREAM MAN 


We all dream about getting that 
copywriter whose stuff has the 
clang of rock against the chisel- 
blade, that production man who 
carries messages to Garcia, that 
gal-Friday who works on Satur- 
day ... And a good way to turn 
the dream into reality is to run a 
classified ad in Advertising Age. 
As one agency owner reports: 
“Replies to our little ad for an 
account executive have been very 
gratifying, coming from worth 
while applicants worthy of con- 
sideration.” The fact of the matter 
is, he had a hard time deciding 
among them . . . which is logical 
enough when you remember that 
Advertising Age is specifically 
edited for that very type of alert 
person you are seeking. 


FS 


SS 


lines (maximum— 0) 30 letters and 
Per line. Add two 


column inch. Regu «© card discounts, 


HELP W .\TED 


THE AGVERTISING MARKET ‘PLACE 


Rates: $1.00 per |) ©, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


nes for box number. Deadline Wednesday noon 12 days 
Preceding publicati » date. Display classified takes card rate of $12.75 per 


size and frequency, apply on displey. 


HELP WANTED 


JIRECTOR 
‘rade Association. 
advertising com- 


ADVERTISIN( 
Wanted by National 
Capable of coordinati - 
mittee, planning, and 
tion of national adve: 
perience in layout an“ 
duction. Ability to di 
national advertising 
Give complete partic 
ence, education, age, 
ments. 


Box 5712, ADVE!\TISING AGE, 
200 E. Illinois St., Chicago 11, Tl. 


YOUNG MAN, beginner. with some writ- 
ing ability, sincere, eager to learn news- 
Paper promotion. U:usual opportunity 
with top publication. Bright future for 
hard worker. Tell us about yourself in 
letter. State salary. 


Box 5710, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


point of sale pro- 
ct the activities of 
agency necessary. 
ars as to experi- 
and salary require- 


ipervising produc- | 
ing program. Ex- | 


ADVTG. MGRS. - COPY WRITERS 
EDITORS - PUBLIC RELATIONS 
SALES PROMOTION - ARTISTS 

Serving both Employer and Employee. 
SHAY AGENCY 
30 W. Washington St. - Chicago 2, Il. 


BUY PRINTING SERVICES - for promo- 
tional booklets and media in general sales 
| offices of national manufacturer in Louis- 
ville office. Knowledge of printing, paper 
stock, binding and type styles essential. 
| Must be able to work under considerable 
| pressure. Ages 30-44. Starting salary 
| and opportunity excellent. 


Box 5738, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


|cy wants BACK 


LETTERSHOP WORKING MANAGER - in 
Chicago medium-sized quality shop, all 
processes. Must be experienced, all 
around; mechanical aptitude; skilled mul- 
tilith operator. Give age, qualifications, 
references, etc. 


Box 5734, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


OPPORTUNITY for young man with solid 
working knowledge of magazine writing. 
editing, and production to take over re- 
sponsible editorial position on fast-grow- 
ing trade monthly in Southern Michigan. 
Must know retailing and photography. 

Box 5699, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SALES PROMOTION 
Excellent salaried opportunity open in 
Chicago for media promotion man to han- 
dle sales promotion and market research 
with multiple business paper publisher. 
Understanding of advertising space sales 
and ability to plan and write copy re- 
quired. Our personne! know of this ad. 
Send detailed personal and business data 


to Box 5716, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ALL-AROUND ARTIST who can do let- 
tering, cartooning, as well as fashions to 
take over complete charge of retail agency 
art department. We don’t want an arty- 
artist, we want a good down-to-earth man 
or woman who knows how to make a 
lamp look like a lamp and not a Piccaso 
nightmare. And we can’t stand temper- 
ment! We feel that artists are people, too! 
Send us samples of ALL your work, mini- 
mum starting salary, full details first let- 
ter. We’ll do the rest! 

Box 5714, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


MAGAZINE 
PROMOTION 
MANAGER 
Man experienced in national magazine 
promotion, research and merchandising. 
Salary open. New York City location. 
Send letter giving business and salary 
resume to 
Box 5711, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
209 S. State St. Ha 7-2063 Chicago 


OUTDOOR ADV. OPPORTUNITY 
Exp. young man to sell painted bulletins 
& commercial signs in Phila. Salary plus 
secure future. Box 5713, ADVERTISING 
AGE, 801 Second Ave., New York 17, N. Y. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 53-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


ADVER. SPACE REPRESENTATIVE 
for fast growing group of monthly con- 
sumer magazines in the automotive field. 
These titles are sold 100% newsstands. 
Unlimited territory. 

Box 5730, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


ADVERTISING SPACE SALESMAN 
Midwestern territory open on industrial 
publication with established multiple busi- 
ness paper publisher. ABC circulation. 
Permanent opportunity - salary, commis- 
sions and expenses. Successful industrial 
advertising sales experience essential. Age 
28-35. Write complete experience, earn- 
ings, personal status in confidence. Our 
staff know of this ad 

Box 5717, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


ARTISTS, experienced in lettering for 
comprehensives and finished work. Also 
general art and layout. Modern thinking. 
State experience and salary expected. For 
Western New York art studio. 
Box 5715. ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ADVERTISING SALESMAN 
Large circulation farm publication, needs 
assistant advertising manager. Agricul- 
tural background helpful but not essen- 
tial. Should have space selling experi- 
ence and acquaintance in field. 30 to 40 
years of age. Salaried position. Man ac- 
cepted will eventually head department. 
Write in confidence giving qualifications 
and salary requirements. Address: 

The Nation’s Agriculture, 

221 North LaSalle St., Chicago 1, Ill. 


DOROTHY DOCKSTADER 
Employment Consultant 
DePaul University Building 
64 East Lake, Chicago 
BETTER MEN FOR BETTER JOBS 
Ra. 6-6167 


Nationally known advertising book match 
manufacturer offers you opportunity to 
place space contracts on advertising book 
matches on low cost distribution plan. 
If you can sell magazine, radio, TV, etc. 
space,.you can sell space on advertising 
book matches. We pinpoint metropolitan 
areas in the United States. Liberal com- 
mission. Outright sales to hotels, indus- 
trials, etc., also offer substantial compen- 
sation. Can be worked full or part time. 
MATCH CORPORATION OF AMERICA 

3433-43 W. 48th Pl. 

Chicago 32, Il. 
Attn: W. E. Scaman 


Make money in your spare time addres- 
sing envelopes. Write 

Betty Babick 
2710 E. Routt Pueblo, Colo. 


POSITIONS WANTED 


Want to Represent 
Industrial Publication 

Successful publishers’ representative de- 
sires additional magazine in Cleveland 
area. Have four years experience and 
well established with present magazine. 
Will work for regional representative in 
Cleveland area, or direct with publisher. 

Box 5723, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


OPPORTUNITY FOR SMALL AGENCY 
TO GET BIG LEAGUE CREATIVE MAN 
Key writer and ass’t AE with amazing 
record on big time acc’ts billing in mil- 
lions is looking for the right opportunity 
with fast-growing, go-getting small agcy. 
He'll provide the creative brains you need 
to make present acc'ts grow and attract 
new ones. Ex-small agcy. copy chief. 
Proven ability to plan, prepare and exe- 
cute advertising-merchandising campaigns 
on big or small budgets. Write 

Box 5720, ADVERTISING AGE, 

200 E. Tilinois St., Chicago 11, Tl. 


AN UNUSUAL COMMODITY FOR 
AGENCY OR PUBLISHER 
Publication Sales Promotion Manager, ex- 
perienced with industrial and consumer 
magazines, with prior agency experience. 
Idea, copy, layout and production, field 
contact. Dramatic sales brochures, pres- 
entations, and direct mail. 34 years old. 
Currently employed. Seeking new oppor- 
tunity with growth potential in Chicago. 
Box 5718, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, 1). 


LAYOUT ARTIST - ART DIRECTOR - 
Creative - experienced. Knows production 
- Chicago ad agency preferred. 

Box 5736. ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl 


BARNARD 

A service or employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Il. 
ADVERTISING PRODUCTION MANAG- 
ER - for group of publications in Chicago 
Responsible for dummying, contract rec- 
ords, billing. Give full details in first let- 
ter. Box 5735, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl. 


TV FILM 
FRANCHISES 
AVAILABLE 


Exclusive distribu ion franchises 
available to individuals or organiza- 
tions for selling TV film programs. 
Should be financially able to set up 
your own regional selling organiza- 


tion as part of national operation. 
Advertising or broadcasting sales 
background helpful. Write fully. 
BOX 499, ADVERTISING AGE 
801 Second Ave., New York 17, N.Y. 


ADVERTISING SALES 
AND CONTACT MAN 


A splendid opportunity for an 


experienced advertising man 
with copy, layout and catalog 
ability, to handle our present 
shoe accounts which we have 
had over a period of many years. 
We operate a complete Art, 
Photo Engraving and Lithog- 
raphy Plant. 

Applicant must have knowledge 
in all phases of the Graphic 
Arts. 

Must have had experience in 
the shoe industry. With reply 
state age and experience. 


MANDEL COMPANY 
1319 N. 3rd Street 
Milwaukee 12, Wis. 
Phone Broadway 1-6970 


Advertising Age, May 11, 1953 


POSITIONS WANTED 


COPY CHIEF (Age 27) Philadelphia agen- 
in New York. Experi- 
enced with national consumer and _ in- 
dustrial accounts - from foods to radar 
equipment. Seek similar position in smal! 
agency or prornising copy slot in agency 
with big billing. 
Box 5737, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


REMEMBERED COPY 

9 yrs. in Adv.; 6% in retail and mail 
order; 4'2 as copy chief in hard lines, 
including radio, TV. Desire pos. assisting 
Ad manager or writing with future. Know 
layout, art, typo., some prod. Create pro- 
ductive ads thru convincing promotion - 
copy with impact. Samples. Chicago or 
relocate East. 

Box 5731, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


ATTENTION PUBLISHERS 
"xperienced industrial space salesman and 
sales manager with outstanding sales rec- 
ord for 10 years. Personally acquainted 
n Eastern, Central and Midwestern sales 
territories. Administrative and promotion 
abilities. Currently employed but seeking 
greater growth opportunities. Enjoy trav- 
eling and tough sales situations. Scotch- 
Irish descent. For personal interview 


write: Box 5719, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


Available for top executive who needs a 
secretary with exceptional ability, capa- 
bilities and background far beyond usual 
expectations. Starting compensation $100 
a week. Appointments noon or after 5:30 
P.M. weekdays - or Saturday. 

Box 5722, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR - Topnotch layouts, crisp 
roughs, beautiful comps. Versatile, mod- 
ern. 10 yrs. Agency, Studio exp. 33. 

Box 5729, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 

SPACE SALESMAN 

Now top man in sales on staff of spe- 
cialized magazine. Seeks position of Ad- 
vertising Sales Manager or salesman on 
publication with greater potential. Prefer 
midwest location. Will furnish resume on 
request. 


Box 5721, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT MAN strong on 
CREATIVE ABILITY 

Hate to leave this pleasant agency, but 
I'm bumping my head against the limits 
of my growth here. My qualifications: (1) 
Ability to think straight, find facts, and 
plan; (2) A habit of coming up with the 
“idea” (not for cleverness sake—but to 
sell); (3) Can make rough layouts, usable 
in a pinch without further comping; (4) 
Copy. I sweat it out, and sometimes think 
it’s pretty good. (At present, write it for 
8 accounts I handle.) (5) Client relation- 
ships very good. 

Received excellent basic training at Wards 
—became a Div. Sales Mgr. Present agen- 
cy is my second job since college. I'm 
40, married (you'll like her), 2 children, 
in excellent health, protestant. Will take 
smaller five-figure salary than present 
one if it’s the right job, with room to 
grow. 

Box 5725, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


PUBLICITY WRITER 
Technical background in chemistry, radio, 
electronics. Eight successful years writing 
news releases, articles, sales promotion 
ideas. Member American Chemical Soci- 
ety and Institute of Radio Engineers. 

Box 5732, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Til. 


ART DIRECTOR, Artist. 8 yrs. agency 
and Mfg. experience. Now successful 4A 
agency A.D. Industrial specialist. Layout 
to finish. 35 years old, family. Desires 
Midwest area. Min. $7500. 
Box 5724, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


PUBLICATION WANTED 
Space salesman covering Detroit, Cleve. 
Ptgh. area. Good record. Available now. 
Box 5726, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


ARTIST: Layout, from rough thru fin- 
ished illustration. 3'2 yrs. agency exper., 
2 yrs. engraving plant art dept., thorough 
knowledge of production. Prefer position 
with agency in Washington, D.C. area, 
but will welcome all replies. My present 
job does not make full use of my capa- 
bilities. 


Box 5733, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


CALIFORNIA OPPORTUNITY 
Real opportunity exists for establishment 
of small agency in fast growing city of 
100,000 population. We have old estab- 
lished agency elsewhere and would in- 
terest ourselves financially in new set up 
with all ‘round man, capable of taking 
full charge. Someone ambitious to own 
and willing to really hit the ball to insure 
success. He should have some finances. 
Naturally, there is some competition, but 
we know this area and its potentialities 
and can help in many ways. Ability and 
experience are as important as finances, 
so give complete resume of background - 
in absolute confidence. 


Box 5727, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
ECONOMICAL CHICAGO OFFICE SPACE 


| 


Sub-lease available 278 sq. ft. Pure Oil 
Bidg. Convenient location for graphic 
arts, publication or industrial rep. Shown 
by app’t. 


Box 5728, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Tl. 


FOR YOUR BANK CLIENTS. New Adv. 

educational folder, samples and details 

on request, disc. allowed agencys. 
Bartholomy Associates, Publishers 

50 Central Sq. Youngstewn 3, Ohio 


ADVERTISING EXECUTIVE 
or TV DIRECTOR of AD AGENCY 


Motion picture studio wants topnotch man 
to develop new accounts and service our 
active agency clients. Will manage our TV 


spot sales division. Compensation com- 
mensurate to proven ability. Must locate 
in Chicago 
Box 503, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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DIFFERENT—The only thing different about 

Lady Berkleigh pajamas every year is the 

color and design, never the style. So the 

agency, Carl Reimers Co., created this stop- 

per for Seventeen. Similar ads are running 

in Charm, Glamour, Good Housekeeping 
and Today’s Woman. 


Hoover Will Test 
Small-Size Washer 


in Toledo, Detroit 


NorTH CANTON, O., May 5—The 
Hoover Co., manufacturer of ap- 
pliances, is breaking into the wash- 
ing machine market with an apart- 
ment-size washer to be tested this 
month in Toledo and Detroit. 

The unit is non-automatic, and 
30” high and retails for $199.95. 
Styled by Henry Dreyfuss, it con- 
tains a folding wringer which re- 
tracts under a flat top. 

The machine is designed for 
small homes or apartments and 
can double as a utility table. It 
has a capacity of six pounds of 
clothes. 

Campaigns will break in Toledo 
May 17 and Detroit May 24. Open- 
ing shot is a four-color dealer list 
page in the Toledo Blade May 17. 
The same ad will run in the 
Toledo Times May 22. 

The Detroit campaign will open 
with a two-color dealer page in 
the Detroit News. Other test mar- 
kets being lined up by Hoover in- 
clude Chicago and Omaha. 

Leo Burnett Co., Chicago, is the 
agency. 


Li Falco to Chapman-Nowak 


Li Falco Mfg. Co., Little Falls 
N. Y., maker of Danti-Knit under- 
wear and sportswear for children, 
previously a direct advertiser, has 
appointed Chapman-Nowak & As- 
sociates, Syracuse, to handle its 
advertising and merchandising. A 
new national promotion is sched- 
uled to start immediately. 


Increases Guarantee 50% 


Practical Home Economics will 
offer a guarantee of 30,000 begin- 
ning in September—an increase of 
50% since the monthly was pur- 
chased in May, 1952, by Scholastic 
Magazines. Page rates will remain 
the same for one through five in- 
sertions. 


WT to Reassign Siiver 

Michael Stiver, who has been J. 
Walter Thompson Co.’s Argentine 
operations manager, has been re- 
turned to the U. S. for reassign- 
ment. Manuel Mortola and J. Bald- 
win Robinson take over joint man- 
agement of the Argentine opera- 
tion, including Chile and Uruguay. 


Union Dime Starts TV Drive 

Union Dime Savings Bank New 
York, is making the plung 
television with a 26-wee: 


through Cecil & Presbrey. In 


programs. 


into Corp., Detroit, since 1934, has been 
spot promoted to general sales manager 
campaign. The bank has scheduled for Plymouth Motor Corp., divi- 
12 spots a week over WCiS-TV sion of Chrysler Corp. He succeeds 
radio, R. C. Somerville, who has been 
Union Dime is a sponsor of news promoted to 


Bird Heads Plymouth Sales 


William J. Bird, with Chrysler TELL AND SELL YOUR STORY 


WITH GENUINE PHOTOGRAPHS 
& x 10’s Post Cards Tip-ons 
Miniatures—Portfolios—Business Cards 
THE GROGAN PHOTO COMPANY 
1275 N. Bahis St., Danville, Illinois 


CHICAGO OFFICE: 
122 S. Michigan Ave., Phone OEarborn 2-1938 


v.p. of the Dodge 


Division. 
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In One Book 


...26 chapters... of the 


business history. 


thrilling business drama. 


Ortho Filter Names Tell 

Ortho Filter Corp., Paterson, N. 
J., manufacturer of electronic fil- 
ters, has appointed Ralph Martin 
Tell Advertising Agency, Bloom- 


field, N. J., to handle its advertis- 
ing. 


thinking behind g 


his famous 


campaigns 


ERE is a story that has been locked 
away in private archives for a quarter 
of a century—a story as told in a 
series of “speeches” to his staff at Lord & 
Thomas, and intended then for their ears only 
—by one of the most fabulously successful 
advertising geniuses in American 


Albert Lasker's own story 


vertau 
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As He Told It 


USE THIS HANDY COUPON 


Albert D. Lasker, never dreaming that his talks would some 
day be published, told his business-life story with an intimacy 
and utter frankness seldom found between formal book covers. 
Here is an unforgettable personal document—unforgettable 
on the single count of gripping human interest and 


But The Lasker Story gives you far more than sheer reading 
pleasure. We here at Advertising Age believe this book 

to be probably the most useful ever published on advertising 
as a selling force. Mr. Lasker explains in detail his 
thinking—and the thinking of his renowned colleagues, 

John E. Kennedy and Claude Hopkins—behind campaigns 
so successful that, after 50 years, they are still held up 

as models of “Salesmanship-in-Print.” 


The Lasker Story has been published in response to a 
deluge of requests from AA readers. Agencies and 
advertising managers are now making group purchases, 
at special rates, for distribution to their staffs. 

Since the supply is limited, you'd better order now. 


10% to 20% Off — 


Send for a Copy of “The Lasker Story” for your Friends, Associates 
and Everyone in Your Organization Who Plays A Part in Advertis- 
ing or Selling—IT’S A TREMENDOUS SOURCE OF INSPIRATION! . 


ADVERTISING AGE, Dept. M11, 200 E. Illinois St., Chicago 11. Ill, 


Send me copies of “The Lasker Story.” 

My Name———___ —— - —- 
Company ———___$_$_$_$_____ a 

Address —_—_—$_$_$_$____ 

City— nelle... SAARC... sdeciastialinecdanie 


1 am enclosing a check or money order for $_______. of ake tee 
figured at $1.50 each for 1 to 9 copies; 10% discount for 10 to 49 
copies; 20% discount for 50 copies or more. I understand the price 
includes all handling and postage charges. 
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53% of Voters Got 
News on TV During 


Political Campaign 


NEw York, May 5—Despite its 
limited coverage, television more 
than held its own with other news 
media as a source of information 
during the 1952 Presidential cam- 
paign. 


This was one of the principal | 
findings of a study made last No-| 


vember by the Survey Research 
Center of the University of Michi- 
gan and analyzed in the May issue 
of Scientific American. Some 1,714 
persons of voting age were includ- 
ed in the sample of the U. S. pop- 
ulation. 

The article points out that while 
there were only about 40% of the 
homes in the U. S. with TV sets, 
53% of the population saw tele- 
vision shows on the campaign. On 
the other hand, newspapers, mag- 
azines and radio did not get the at- 
tention of all their prospective au- 
dience with campaign news, as 
will be noted by their showing in 
the table below. 


s The percentage of people “who 
paid attention to the campaign” 
through each medium breaks down 
this way: 


North- Mid- 

east west South West Total 
 , SEPT EY 71% S7% 31% 57% 53% 
en 60 72 74 72 69 


Newspapers ~.. 80 87 66 83 79 
Magazines ... 35 43 36 52 40 

Television also rated high as the 
source of the “most information 
about the campaign” as indicated 
here: 


North- Mid- 


east west South West Total 
We lics ax’ eas 48% 33% 13% 33% 31% 
Sere 13 27 39 28 27 
Newspapers .. 21 24 21 22 22 
Magazines ... 4 6 5 5 5 
More than one 
Medium ... 9 7 10 8 9 


None of four 5 3 12 4 6 


Wiig Joins Station KQV 


Gunnar O. Wiig, formerly man- 
aging director of the Gannett 
Radio Group of five stations, has 
been named executive v.p. of the 
Allegheny’ Broadcasting Corp., 
Pittsburgh. This company owns 
KQV, Pittsburgh, and has filed 
an application for a TV station in 
that city. 


KTYL-TV, Phoenix, Joins NBC 


KTYL-TV, Phoenix, has signed 
as a primary affiliate of National 
Broadcasting Co. 


A NEW MARKET... 


TRAILER PARK! 


By advertising to this new field 
you will reach over 8,000 Trailer 
Parks representing homes for over 
1% million people and also repre- 
senting over $200,000,000 in 
grounds, utilities and facilities. A 
large number of parks have stores, 
commissaries, restaurants, filling 
stations, laundries and cottages. 

These parks actually represent 
smell villages of 100 to 3,000 per- 
sons. They have the same needs as 
villages for items such as streets, 
sewerage and water systems, light- 
ing, signs, landscaping, food sup- 
plies, eto. 


pe - for an 
8 on this new way 
American Mite. 


TRAILER 
PARK MANAGEMENT 


4006 Milwaukee Ave. 
Chicago 41, lilinois 


= 
* 
Sales Earnings per Share 
Ear hings of Advertis¢ rs Company 1952 1951 1952 1951 1952 195 
McClellan Stores . 62,475,908 61,082,287 2,130,216 2,174,325 250 2.5 
ompany 
i. Sales seen | NSfching Co... 62,344,831 «$3,149,127 «3,272,505 2,826,804 7.4063 
Earni per Share ishing Co. .... a 5 . , a . J 5) 
Company 1952 1951 1952 0 451 1952 1| Melville Shoe Corp. 90,384,955 92,740,699 4°712.170 «4,669,369 «1912.0 
———. $ 85,528,360 $ 84, 366, oo range 128,603,624 124,699,947 3,460,850 3,120,260 239 2. 
_. Ee Trreey i. ° 271 5329 €105 € 10%) VO. .-ccccce A A ’ 7 ’ '’ y 1 
Admiral Corp. ... 190,724,356 185,925,058 . S711 sty ° Me 333 ° ‘33 $ rr Minnesota Ontario 
Aldens Inc. ...... 85,725,928 87, 443 314 1,190,468 oe oe 298) 390|. Paper Co. .. 63,380,361 58,403,589 5,218,263 5,432,438 4.06 4.2 
Alten Industries .. 26,448,350 30,662,811 1,041,942 ~ 326 «©6186 ~—«'.80 | Mojud Hosiery Co. 17,784,384 18,312,960 1,349,399 1598177 244 29 
— 513,641,331 457,060 ' a Ward 1.084 586,322 1,106,157,077 49,593, 351 54,342,330 7.41 8.1 
Se GO. 2.55. 641, 060,766 24.457.855 224 °813 7.98 8.19)... & Co. ....... ,084,586,322 1,106,157, 342, - le 
Mien. sr75899  ss4suses srs soo ome a3 ras loom” eae ethene 30 ie 
of America .... . . 514,905 Motorola Inc. .... . : . P F - Li 
American Hardware 45,527,102 99,301,308 6387.53 | ee cgweer inc. . «= ROME TS2 «| «SL.17S.667 958.8 961.118 242 24: 
: COPD. no 22,327,831 27,602,859 576.393 1,5,/241 1.18 3.09 | National Can Corp. 30,473,182 32,309,428 11,474.86 617,868 —— 0.8: 
merican Home |Loss 
Products Corp. . 184,591,765 192,398,340 t 6 q 0] | National Container 
American-Marietia ae gease ee, 6557 3 OI 53,222,748  -70,823,329 «3,811,985 = -8,617,796 117 3. 
eeRhanes 714, 458,313 3,013, , : . National Dairy 
Anchor Hocking 3,286 2,621,054 2.36 2.54) aproducts CO. ....1,141,295,700 1,066,177,231 27,799,252 26,517,668 4.22 4.1 
Glass Corp. ... 97,216,762 91,746,115 008, 4,341,268 2.62 85 | Nesco Inc. ...... 32,580,844 29,031,944 625,915 874,458 126 1.82 
Anheuser-Busch Inc. 208,155,695 179,405,026 12,030,063 10°77» 927 69 2.41 | New Yorker 
Armour & Co. 496,506,288 510,734,826 1,833,456 1,609,261 0.27 0.21 Magazine ..... 9,556,956 8,525,798 581,946 543,022 2.19 2.04 
Bell & Howell Co. 28,665,915 22:236,032 1,423,870 1.492476 281 2.93| Northwest Airlines 61,552,380 54,685,060 1,789,337 1,785,671 164 1.64 
Boeing Airplane Co. 739,010,214 37,300,566 ‘449 7140751 867  4.40/Ohio Match Co... 20,386,911 18,527,149 2,005,903 2.121.740 »3=s.77'—Ss 2.12 
Bond Stores Inc.. 82,763,399 78,749,729 3,065,754 3,378, 1.82 2.00} Packard Motor 
Book-of-the- Ger Ga ..... . 233,737,020 178,168,319 5,618,263 5,594,060 0.39 0.38 
Month Club .. 16,059,764 14,077,173 932,964 927,274 1,04 1.04 | Pennsylvania Rail- 
Borg-Warner Corp. 353,948,112 369,166,260 22,914,657 21,219,389 «9.53. 8.83] road Co. ...... 1,028,750,217 1,044,387,274 36,981,364 26,697,717 281 2.03 
Botany Mills Inc. 42,464,906 42,245,816 *5,509,434 121 potas 1.1] | Pepsi-Cola Co. ... 35,002,415 30,216,383 3,880,362 2,632,181 0.67 0.46 
*Net Loss. Pfeiffer Brewing Co. 24,312, TA 23,260,202 2,466,301 2,842,881 2.06 2.37 
Braniff Airways .. 31,860,797 25,215,187 ** 1,270,103 —— 1.27] Pitney-Bowes Inc. 30,606,0 26,120,559 1,608,148 1,542,588 1.34 130 
**The company has heen paying income taxes on a fiscal year June 30 basis. Income taxes for the | Pullman Inc. .... 330.951, 214 252,716,469 9,880,815 10,269,939 4.51 4.69 
six months ended December 31, 1952, cannot be determined accurately at this time, and therefore the Publicker Indus- 
net earnings are not determinable either. No provision for income taxes for the calendar year 1952 tries Inc. .... 149,304,335 166,790,873 2,875,126 2,637,904 0.92 0.87 
has been made becnees of variances with its accounting procedures in amortizing the costs of certain eee Se. baad 78,263,086 83,773,604 10,986,457 11,024,383 4.90 4.92 
deprecia e@ assets eliabie ores 
Bristol-Myers Co. . 56,610,504 61,616,962 2,589,4 288, 4 ; eee 26,567,445 24,470,327 1,345,373 864,495 4.37 273 
Brown & Bigelow . 46,013,065 43,513,959 2328 088 4 33.595 17 i$ Reliance Mfg. Co.. 46,934,671 45,382,051 742,146 732,358 891330 «131 
Butler Bros. .... 117,507,779 114,079,229 1,251,755 15895.626 0.76 1.31) Republic Steel 
Cannon Mills Inc. 195,983,015 188,836,986 7,677,693 13,102,499 3.70 6.31], Coro. ........ 918,447,135 1,052,715,386 44,274,503 54,921,541 7.21 9.03 
Capital Airlines . . 40,395,703 38,702,493 1,412,643 1,766,141 1.80 2.26 | Rheem Mfg. Co. .. 144,523,960 94,106,957 3,900,200 4,250,515 2.76 3.78 
Capitol Records .. 14,738,341 13,385,548 500, 408.439 101  0.76| Revere Copper & 
Carnation Co. .... 317,986,772 297,729,394 881, 6.927.168 10.67 10.75 Brass Inc. .... 187,771,607 180,864,236 6,790,913 6,935,083 5.27 5.38 
Cities Service Co. 900,919,285 828,860,915 49,258,591 57,177,581 12.67 14.71 | Rexall Drug Inc. . 178,293,228 164,277,622 1,960,275 1,917,231 0.56 0.55 
Coca-Cola Co. .. —— ss 27,274,774 =. 26,123,838 «= 66.38 Ss 6.11 Safeway Stores... 1,639,095,212  1,454,642,996 7,321,943 7,615,851 2.01 2.26 
Colyate-Paim- angamo Electric 
live-Peet ..... 245,661,114 223,801,728 — 10,084, ON tet chases.« 39,753,567 32,426,908 2,014,162 1,827,886 288 2.61 
Consolidated aw Ce 6h oe scott Paer Co. . 146,902,536 49,571,158 10,707,346 10,886,311 3.44 5, 
Cigar Corp. .... 52,216,551 49,073,427 1,478,438 2,031,259 4.44 ~—«6.10 | Sears, Roebuc 
Continentes Can Co. 476,884,615 460,595,487 14,387,839 15,210,720 4.22 4.61 wo 7 sag sess 2,932,337,701  2,657,408,447 110,236,311 111,894,654 4.56 4.73 
orn Products eaffer 
Refining Co. .. 183,146,472 187,870,169 13,929, 1. 4. , Pon Ge. ...... 23,192,577 24,122,774 1,933,144 2,336,096 235 2.88 
Corning Glass ——————— shelley Mito, Gore. 13,203,000 —_10;300,000 896,084 565.318 0.94 0.59 
WUE. dasaseae 126,455,784 115,750,172 ***12,332,915 10,141,164 4.52 3.70 | Shoe Corp. o 
+o8 America ...... 66,003,378 62,524,460 1,874,849 2,117,551 2.78 3.14 
POO Ba gy ederal tars. of part of company investment in Qwens-Corning Fiberglas Corp. Simmons Co. .... 157'594,094 154'020.191 6.068.419 5'166.521 4.79 4.10 
Cory Corp. ...... 9,951,407 8,355,562 243,680 481,537 0.38 0.75 —, Oil Corp. 855,555,632 808,982,202 86475, 303 81,898,490 7.08 6.78 
cony-Vacuum 
Crane Go. .... 319/271,069 322,920,334 = 9,872'823 16,202,529 3.96 «6.64 ; 7 to ee 1.622 254,935 7 ses as aa 171,991,587 161,622,159 5.27 5.08 
Seal Co. ...... 104,691,051 106,467,243 862,094 3,614,915 0.26 2.54] Sperry Corp. .... 1930, 883, . . 
, <°"| Standard Brands . 382,980,201 342,928,989 9,418,978 9,463,672 2.72 2.74 
Corts Publishing Me -emned ee en —' Sterling Drug Inc. 157,059,776 153, op 215 10,495,968 11,551,461 263 2.91 
Ch ree 163,003,270 153,836,671 4,403,936 4,849,921 0.44 0.55 | Sterling Brewers .. 11,749,692 10,564,097 552,886 518,252 1.13 1.06 
Diamond T Motor : — Warner 
Car Ga, ...... 79,933,830 50,057,499 1,035,800 884,476 2.46 2.10} ‘ sane ee 122,551,833 103,269,258 4,233,850 4,104,789 3.30 3.20 
Diana Stores Corp. 16,950,028 11,454,578 661,881 595.228 0.76 0.69 one ontainer 
Dixie Cup Co. ... 35,315,105 34,779,904 2,302,789 2,715,875 3.02 3.56| COB 21,432,849 22,920,384 1,448,354 = 1,579,685 2.07 2.16 
eee = a eS EE oases ss 48,098,209 33,632,495 1,240,746 685,777 3.28 1.66 
Laboratories ... 76,366,782 50,741,596 1,424,603 $583,377 055 —— = >. aes 617,390,185 576,340,197 43,013,063 45,353,643 6.01 6.85 
tNet loss. unshine Biscuits 
Eastern Airlines .. 118,553,076 96,300,642 6,513,681 7,231,621 3.43 3.02]. Me 113,434,705 = 119,005,709 5,834,813 6,187,456 95.71 6.06 
ectric Auto-Lite 
. Products Inc. .. 235,023,437 202,806,387 6,960,625 8,253,973 3.04 4.18 
Federated Depart- a ee a | Se eee... 1,510,073,199 1,416.805,822 181,242,172 178,774,677 659 6.50 
ment Stores .. 447,861,616 408,843,563 13,543,979 13,297,133 3.61 ~«—«3.81| Textron Inc. .... 98,744,849 98,290,016 $4,085,338 = 4,746,156 —— 3.66 
Firth Sterling Inc. 18,572,400 21,642,100 379,700 1,120,300 . 0.34 1.09 | {Net loss. 

TT itis) tues sige tee 1a uel eee 29,245.60 23,235,486 «1,031,520 «1,019,038 +153 1.53 
orp. rer eae b p . ‘ by w .. > iJ % f . le ee eee , , . , 2 ‘ a . 
Gimbel Bros... 291,679,191 298,522,252 4,777,048 == 3,727,229 2.14 1.59] Time Inc... 156,785,799 = 149,571,479 7,750,475 = 7,287,400 3.97 3.73 

“ii... 26.900.eR 27,855,928 1,743,458 1,584,976 3.32 3.02| _ Airlines ...... 160,702,790 = 142,261,831 =» 7,660,588 = 7,660,262 2.30 
Glenmore Distillers Trav-Ler Radio 
De pcsteht x, « 62,551,964 59,054,873 1,783,618 3,089,220 169 ©=—2.95| Corp... «ese 11,860,387 8,015,622 L565 = /S771,950 0.38 
Gotham Hosiery Co. 10,471,475 9,384,812 +t469,896 +t269,851 ——  —| /Loss. 
ttNet loss. 20th Century-Fox 
Gould-National Film Corp. .... 99,820,492 97,292,384 4,747,587 4,308,431 1.71 1.47 
Batteries Inc. .. 49,254,293 46,448,446 2,052,173 2,204,284 5.75 6.41 | Twin — -» 42,154,905 39,476,367 895,798 = 1,104,376 1622. 
ee EEE eee en Co... «6008. (ti 4.0 SED 721,366 © §810,059 0.26 —— 
, rei 34,769,201 20,487,258 = 1,623,768 457.962 2.84 0.80 Sain pecthe Rall: 
Hoorer Co.'.....  SLL607.918 —40,508'968 —2'518'523 1.875.289 2.90 2.14) | Toad System ... 520,221,326 505,197,760 69,655,483 68,872,246 14.77 14.60 
nited Aircra 
Seeeaattenel Tethpiet. ee moneneace an a 86S | ee COD, eee 668,475,704 418,571,382 17,809,391 14,266,867 5.18 4.06 
U.S. Playin 
2 ee i ee FN eee... 18,635,183 17,511,143 «1,666,530 1,637,427 4.32 4.24 
Universal Match 
sae naiinnsi ae 631,420,992 637,385,653 $2,125,952 56,819,172 5.75 6.28 | Univers ite 25.144, 460 15,323,102 ‘ 767 608 ; 684.869 251 2. 4s 
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haem. parte —— | Webster-Chicago 
a "gaa Corp. 302,948,914 145,652,685 #4,711,876 #12,308,768 Corp. ems oe 19, 580, 686 17, 971, 469 §§408, 951 457, 635 —a a 
Katz Drug Co. .. 34,372,889 35,033,872 657.812 548,032 1.63 1.35 | ae after taking credit for a carry-back of federal income taxes of $298,849. 
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p 
Lockheed Aircraft | Richard L. Bowditch, president | Young Presidents’ Organization 
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#itNet on after adjustments. of Commerce of the U. S. 
McCall Corp. .... 43,566,837 39,909,301 1,316,572 800,000 216 1.31 


products. Experience 


We want— 


.. several men with experience 
in writing about industrial 


should 


include sales, advertising, or 
other work requiring ability to 
appreciate interests of those 
who buy and use industrial 
products. Engineering or other 
technical training desirable. 


WRITERS 


We olfer— 


.an exceptiona! opportunity 
to grow with a new and grow- 
a well- 


ing department in 


established adver' ising agency. 
Starting salary based on ex- 
perience and training, increases 
on results produced. Bonus, 


insurance, retivement and 


profit-sharing plens. 


Chicago 11, Illin« is 


Please give full information in your firs! letter. 


Box 498, ADVERTISING AGE 
200 E. Illinois St. 


Harold Siesel Co. Moves 
Naegele Heads Young Execs | Harold J. Siesel Co., New York, 


Robert O. Naegele, president of has relocated it offices at 216 East 
Naegele Advertising Co., Minne- | 49th St. 


STANDING 


“WITH A Bimarter 


THE PERFECT SALES KIT 
Combines a Ring Binder Display Unit with a Handy Zipper Case 
Attracts and holds prospect's attention by setting up sales material 
at a 30° angle when he is standing, or a 60° angle when he is sit- 
ting. Two pockets hold order pad, circulars, etc. Weatherproof 
zipper closure. 


SEND FOR FREE FOLDER 
Sales Jools, Duc. curcaco r2, nner 
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Read Advertising Age 


“Advertising Age ought to be on the desks of all executives con- 
cerned with market problems. The dynamics of advertising call 
for a thorough, thoughtful knowledge of trends and current news 
in the field. And Advertising Age does the job it has set out to 
do — giving complete coverage of the national marketing picture. 
The merchandising, sales, advertising and marketing executives in 
CBS-Columbia read ‘AA’ from cover to cover every week because 


we must keep pace with the latest information that can be had.” 


Se 


DAVID H. COGAN, President 
CBS-COLUMBIA, INC. 


Oun Aales and Advertising Executives 


erto-Cover 


DAVID H. COGAN 


As president of the company, Mr. Cogan 
is charged with the responsibility of 
establishing CBS-Columbia as one of the 
top leaders in the television receiver 
manufacturing field. He has the background 
to do the job — 22 years’ sales engineering 
experience in electronics, plus wide experience 
in shouldering presidential responsibilities, 
and results are already in evidence: In 
the closing months of 1952, CBS-Columbia 
sales were running 100% ahead of the same 
period for 1951. Under his direction, 
tremendous promotional and company 
expansion programs portend accelerating 
sales increases for CBS-Columbia during 
1953. In addition to his duties with 
CBS-Columbia, Mr. Cogan serves as vice 
president and a member of the board of 
of directors of Columbia Broadcasting 


System, Inc. 
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Coming 
Conventions 


*Indicates first listing in this column. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May 18-19. Magazine Publishers Assn., 
Mth annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

*May 22. National Federation of Adver- 
tising Agencies, central regional conven- 
tion, 712 S. Olive St., St. Louis. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 


*... The campaign has been 
very, very successful... the 
simultaneous delivery of 
Telegrams with sample 
kits .. .provided the necessary 
impetus.”’ 


Western Union - 
a 
dependable 
“DISTRIBUTION” 
_ SERVICE 
WG @a 


Quick , economical dis- 


able messenger service 
in all urban markets. 
Perfect for point-of- 
sale displays, profes- 
sional sampling to 
doctors, dentists, druggists and an unlim- 
ited range of other business promotions. 


Other Western Union Services 

@ MARKET SURVEYS— Fast, efficient way to 
check consumer attitudes and brand 
preferences. 

@ CIRCULATION VERIFICATION—C hecks titles, 
buying influence and addresses. 

@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer- 
ences. 

@ “OPERATOR 25”— Enables advertisers to 

give prospects the names of local deal- 

ers by telephone— provides missing link 
between advertiser and consumer. 


for further information on any or all 
these special services, call your 


local office of WES TERN 
UNION 


tribution by depend- | 


, June 7-12. National Advertising Agency 
| Network, 22nd annual management con- 
| ference, The Broadmoor, Colorado Springs, 
Colo. 


June 8-10. National Sales Executives 


|Ine., annual convention, Chalfonte-Had-_ 


| don Hall, Atlantic City. 


June 8-10. Assn. of Newspaper Classi-| 


fied Advertising Managers, 33rd annual 

| convention, Hotel Chase, St. Louis. 
June 10-12. American Marketing Assn., 

summer meeting, Montreal, Can. 


tions, annual 
Colorado Springs, Colo. 

June 12-14. Federation of Canadian 
Advertising and Sales Clubs, annual 
convention, Hamilton, Ont., Can. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Adver- 
tisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 26-28. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 27-July 1. National Assn. of Dis- 
play Industries, ‘‘Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail 
Assn. International, 
Hotel Statler, Detroit. 

*Sept. 30-Oct. 2. Direct Mail Advertis- 
ing Assn., 36th annual conference, Hotel 
Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
| third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

*Oct. 5-8. Printing Industry of America, 
| 1953 exhibition and awards, annual con- 
‘vention, Shoreham Hotel, Washington, 
>. C. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn ‘Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Agricultural Publishers Assn., 
| annual meeting, Chicago Athletic Club. 
Oct. 19-20. Boston Conference on Dis- 


| 
| tribution, 25th anniversary meeting, Hotel 


Advertising Service 
annual convention, 


Oct. 23-25. Midwest Intercity Conference 
of Women’s Advertising Clubs of the Ad- 
Edge- 


| Statler, Boston. 


vertising Federation of America, 


| water Beach Hotel, Chicago. 


Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


REPRODUCTIONS 


FROM 


KRODACHROME 


LIKE LIFE 
ITSELF & 


difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency. 


WW Eogravers, Inc. 


Beautiful Color Work e Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 


Telephone STate 2-5367 


June 10-14. National Business Publica- | 
meeting, The Broadmoor, | 


PIANISSIMO—This 24-sheet poster with a 


2 


musical theme will sprout on 6,000 outdoor 


boards during May for Nash’s Airflyte across the country. Geyer, Newell & Ganger 
is the agen:y for the Nash Motors division of Nash-Kelvinator Corp. 


NEw York, May 5—Gross bill- 


Assn. of Publishers Representa- 
tives totaled $6,189,429 in 387 pub- 
lications having an over-all circu- 
lation of 373,977,466. 

These figures were released last 
week at a meeting of the four- 
year-old group. 

Walter C. Elly, president of the 
organization, defined an independ- 
ent publishers’ representative as 
not a salaried employe nor an 
exclusive representative of a spe- 
cific publisher. Rather, Mr. Elly 
said, he represents two or more 
publishers of business, agriculture 
or consumer publications, works 
on a commission basis, maintaining 
his own office and sustaining his 
own traveling expenses, usually 
over a nine-state area. In effect, 
Mr. Elly said, a publishers’ repre- 
sentative is a sales organization, 
not unlike a manufacturer’s repre- 
sentative. 


s Commenting on progress that 
has been made by the group which 
now numbers about 40, he said 
that today, as a result of the or- 


ings in 1952 by members of the|standard contracts, a 


40 Publishers’ Representatives Reported 
Billing $6,189,429 for 387 Publications 


there are 

code of 
| ethics, a definite policy on split 
commissions, the handling of house 
accounts, and minimum drawing 
accounts. 

The association, Mr. Elly said, 
has one major purpose, the eleva- 
tion of the representative and his 
ethics to the point of deserved 
recognition. 


,ganization’s activity, 


s Arthur W. Wilson, one of the 
organizers of the group, empha- 
sized the desire of the association 
|to get a better understanding of 
|what publishers’ representatives 
|/are and can do among publishers 
and advertisers. To that end, he 
said, efforts are being made to en- 
/courage representatives in other 
| cities to organize similar groups, 
| and efforts are being made to have 
|schools and colleges recognize the 
|status of the publishers’ repre- 
| sentative as an independent small 
_ business man. 
| W.L. Osborn is secretary of the 
| group. Its mailing address is 1712 
Grand Central Terminal Blidg., 
| New York 17. 


Mistrials Ordered 
After Jurors See 
Ad in Newspaper 


KINGSPORT, TENN., May 5—An 
advertisement declaring that high- 
er liability insurance premiums re- 
sulted partly from “excessive jury 
awards” figured in mistrials in 
four auto damage cases here. 

The ad, prepared by American- 
Associated Insurance Cos., St. 
Louis, whose agency is Winius- 
Brandon, was reprinted by six in- 
surance agencies here. After its 
appearance in the Kingsport 
Times-News, Judge Shelbourne 
Ferguson asked jurors sitting on 
the personal injury cases if they 
had seen the ad. Two said they 
had. 


@ In ordering new trials in the 
suits, Judge Ferguson commented: 
“This raises a very serious ques- 
tion as to whether an advertise- 
ment like this has any effect on a 
jury. It also raises the question 
as to why the ad was run just be- 
fore court. If the ad was run to 
influence the jury, it was a ter- 
rible indictment against the parties 
who ran it.” 

The insurance agencies said the 
appearance of the ad at the time 
of the trials was coincidental. 
Originally, the copy was to have 
run a week earlier. A delay in re- 
ceiving the copy «caused the ad to 
be run later, they said. 


Henry & Henry 3oosts Wright 

William S. Wright, assistant 
sales manager, has been promoted 
to sales manager of the bakery 
foods and Boyd fountain products 
division of Henry & Henry, Buf- 
falo. 


Ramsey to Ball 


Ball & Davidson Acvertising, Den-| 


} 


& Davidson 

formerly with 
has been ap- 
director for 


Craig Ramsey, 
KFEL-TV, Denve’, 
pointed televisio 


ver. 


Proud Calls Admen 


‘Social Engineers’ 


TAMPA, May 5—A new defini- 
tion of advertising—‘“social engi- 
neering”’—has been proposed by 
C. James Proud, assistant to the 
president, Advertising Federation 
of America. 

In an address before the AFA 
Fourth District convention here, 
Mr. Proud said he views adver- 
tising as “the act of social en- 
gineering man’s needs and de- 
sires to cause him to improve his 
standard of living.” The greatest 
contribution of advertising, he as- 
serts, is convenience—telling the 
consumer what product is available 
where and when. 


| 
| 
| 
| 
| 
| 
| 
| 
| 


® Because of the small number 
of persons employed in advertis- 
ing—60,000, according to census 
figures—“the individual responsi- 
bility of each person is greater 
than ever,” said Mr. Proud. To- 
day’s “social engineers,” he added, 
“are neither as bad as they were 
back in the early years of adver- 
tising, nor are they as good as 
they were, in the natural swing of 
the advertising pendulum toward 
moral rectitude following years of 
abuse.” 

Commenting that admen are try- 
ing to sway customers with emo- 
tions rather than the facts which 
surveys show consumers want, Mr. 
Proud recommended this “respon- 
sibility formula’: 

Improve professional skills, be 
guided by highest standards of 
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Nielsen Blames Bad 
Guessing for High 
| Distribution Costs 


New York, May 7—Faulty judg- 
/ment of management is the great- 
est reason for the high cost cf 
distribution, Arthur C. Nielsei 
| told the Export Advertising Assn. 
| today. 

The head of the market research 
firm bearing his name pointed out 
that distribution represents mor: 
than half of the prices paid by 
consumers for goods. 

“An elaborate research projec’ 
conducted on this subject by m) 
company reveals that the average 
executive is right, or substantially 
right, only about 58% of the time 
in his judgments on questions of 
markets and marketing,” he de- 
clared. 


® The solution to the problem, said 
Mr. Nielsen, is market research to 
supply reliable facts upon which 
to base accurate decisions. 

Disadvantages of research 
through interviews—lack of con- 
sumers’ purchase records and deal- 
er sales records—have been over- 
come through Nielsen food and 
drug index services in operation in 
the U.S., United Kingdom, Canada, 
Australia and the Netherlands, he 
said. They also eliminate inac- 
curacies resulting in estimating 
sales to consumers from factory 
shipments. 

Employing the principle of peri- 
odic inventory of selected dealers’ 
stocks and checking against dealer 
invoices, the system takes into con- 
sideration tricks in buying, selling 
and other merchandising gimmicks, 
said Mr. Nielsen. Tabulation of 
this data shows sales to consumers, 
purchases by retailers, retail stocks, 
turnover, prices and other market 
factors, he pointed out. 


Hoffmann-La Roche Becomes 


10th to Sue Schwegmann 
Hoffmann-La Roche Inc., Nut- 
ley, N.J., maker of pharmaceuti- 
cal specialties and chemicals, has 
become the 10th company to begin 
action against Schwegmann Bros. 
Giant Super Markets, New Or- 
leans, to enforce fair trade pricing 
schedules (AA, Feb. 2 et. seq.). 
The suit, filed in the New Or- 
leans federal court, alleges viola- 
tion of the Louisiana fair trade 
act, listing among Hoffmann-La 
Roche’s products Cal-C-Tose, Vi- 
Penta drops, Vi-Penta  Perles, 
Syntorgel and Gantrisin. 


EXCLUSIVE! 
Color skywrit- 
ing—red—green 

| —black—orange- 
yellow—and white, 
of course. 


organized advertising in produc-| 
‘tion of copy and tell the public) 
‘the truth about advertising. 


Gordon Heads Borden PR 

Kenneth E. Gordon, assistant 
public relations, advertising and 
‘sales coordination director for 
Borden Co., Toronto, has been pro- 
moted to head the department. 
He succeeds John W. Lawrence, 
who will continue in an advisory 
| capacity. 


Aero Skywriting, \nc. 


203 N. Wabash Ave., Chi 
ANdover3- 6143 nie 
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Admen Anxious Over 


Census of B 


(Continued from Page 1) 
Ace that the department’s top 


command still was considering | 
whether it would ask the Senate | 


to reverse the House action. 


This afternoon, AA learned on. 
good authority that Commerce 


Secretary Sinclair Weeks has de- 
cided to take a strong stand in 
favor of the census program and 
that his recommendations will go 
to Congress in writing. 

A delegation from the American 
Retail Federation, which visited 
Senate appropriations committee 
Chairman Styles Bridges 
N. H.), this afternoon said after- 
wards there seems to be some fa- 


ate committee. 

American Retail Federation al- 
ready had appeared before the 
Senate appropriations committee 
during routine hearings on the 
Census Bureau budget, but has 
filed a petition asking the commit- 
tee to give business men an addi- 
tional opportunity to demonstrate 
the need for the census studies. 


= The drive to save the censuses 
was slow getting under way be- 
cause business men faced a divid- 
ed loyalty. As taxpayers, inter- 
ested in reduced government ex- 
penditures, they hesitated to ask 
Congress to go along on projects 
of special interest to marketing. 
As the week went on, however, 
the deep concern of various trade 
groups began to assert itself. 
American Retail Federation and 
National Assn. 
were among the first Washington 
organizations to bulletin their 
members. Besides asking member 
associations to express their in- 
terest, American Retail Federation 
presented its own views to Com- 
merce Department officials and to 
Sen. Bridges. Retail Federation 
served as a “command post,” in- 
forming other associations of the 
probable time-table of events. 
Paul Bolton, executive v.p. of 


(R., | 


usiness 


, Spokesman for business men in the 
cabinet, we are confident that you 
will, and we the publishers of 147 
technical, professional, scientific, 
‘industrial, merchandising and 
marketing magazines hereby en- 
courage you to, use all the influ- 
ence at your command to convince 
the Senate to restore the Presi- 
_dent’s request for a census of bus- 
‘iness and manufactures to be 
taken early next year. The highly 
valued 


creased distribution and to an ef- 
ficient operation of countless sales 
|programs that might be urgently 


/needed in the years ahead when | . 
vorable sentiment within the Sen- sustained distribution could be tillers’ current magazine campaign for Old sreater usefulness.” 


imperative to the national wel- 
fare.” 

| 
|@ In New York, at an inter-associ- 
ation group meeting Thursday, 
representatives of 12 associations 
were urged to take action to peti- 


tion the Senate appropriations 


quate appropriations for the cen- 
sus. 

Representatives of the follow- 
ing organizations attended the 
meeting: 

American Assn. of Advertising 


tisers, Magazine Publishers Assn., 


information that derives. 
from such a census is vital to in-| 


ee ee 


| WRIT BY HAND—A replica of the label 

originally penned by George Garvin 
Brown when he founded the brand in 1870 
is being featured in Brown-Forman Dis- 


| Forester. Ruthrauff & Ryan, Chicago, is the 
agency. 


/under way. 


| Gene Weidereit, NIAA presi-| 


|dent, told AA his organization, 
representing 4,000 members vital- 
'ly concerned with selling to in- 


committee to hold hearings on ade-| dustry, is making a strong fight) 


for the censuses. 
“We feel that the censuses of 


‘pecially important to industrial 
|advertisers because they provide 


-many smaller advertisers with sta- 


Agencies, Assn. of National Adver- tistical information not available | the letter. “And we must guard 


|anywhere else. 


' no other source available for this 


'@ In a letter to clients, Arthur C. 
| Nielsen, president of A. C. Nielsen | 


business and manufactures are es-| 


The Bureau of Advertising stand 
on the census issues was expressed 
to AA by Harold S. Barnes, di- 
rector, who said: 

“The Census of Business is one 
of the most valuable sales and 
marketing tools ever created for 
sound business operation. Such re- 
search helps both manufacturers 
and retailers to approach sales and 
distribution problems on an in- 
formed and intelligent basis. And 
invariably, such an approach leads 
to broad economic benefits af-| 
fecting the consumer as well. 

“The Bureau of Advertising has 
found these census reports ex-| 
tremely valuable, and the same | 
can be said by many individual) 
newspapers. At present, there is 


data. Far from being curtailed or 
discontinued, the Census of Busi- 
ness, in our opinion, might be im- 
proved and developed to even 


Co., also urged them to get in 
touch with Sen. Bridges, other 
‘members of the appropriations 
committee and their own senators 
|for assistance in restoring census 
funds. 

| “No responsible head of a busi- 
‘ness organization such as yours 
/and mine can fail to feel strongly 
,about the need for increased ef- 
| ficiency and economy in our gov- 
/ernme:.t agencies,” he stated in 


| ourselves against the temptation to 
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of Wholesalers | 


‘@ The Four A’s sent letters to its | 


Advertising Federation of America, | “These census figures are also|ask exemption for our special 
American Newspaper Publishers | important as giving trend indica-| areas of interest when general cur- 
Assn., National Assn. of Radio & tions of great value in research! tailments are so sorely needed.” 
Television Broadcasters, Lithog- | work. Moreover, small industrial) However, he added, adequate 
raphers National Assn., General | sqyertisers use the census figures|census information is essential at 
Outdoor Advertising Assn., Agri-|,, 4 basis for market evaluation | this time to guide efforts to “min- 
cultural Publishers Assn., National /and planning,” Mr. Weidereit said. | imize the impact of whatever eco- 
Industrial Advertisers Assn., and ‘nomic readjustments may lie 
U. &. Trademark Assn. i ; tiv . ahead.” Distribution costs, he 
Several educational institutions | Fore at GETITAA. cai tat tg pouuied oth, tepertediy take eats 


also are expected to take action on | : : 

the matter on grounds that the | newsletter going out to its mem- | Oe ae es Oe 

census is a major tool in economics | bers early next week will include | 6 ar : 

courses. | the following request for action: @ My organization accordingly 
“Decision of House appropria-|takes the position that Census of 

tions committee to refuse to allow Business representing an expend- 


membership proposing that mem- | 229 funds for business and manu- iture equalling about 20/1,000ths 


|factures censuses scheduled to be 


‘Money’ Facts of 
the Two Censuses 


Here are the “money” facts 
about the census: 

Proposed by former Presi- 
dent Truman: For four special 
censuses: $20,900,000, includ- 
ing $12,200,000 for census of 
business; $3,700,000 for census 
of manufactures; $3,200,000 
for census of transportation; 
$800,000 for census of mineral 
industries and $1,000,000 for 
new electronic computing ma- 
chine. All censuses to be tak- 
en early in calendar year 1954. 

Proposed by President 
Eisenhower: $11,500,000 to 
cover work done in the 12 
months between July 1, 1953 
and June 30, 1954. This in- 
cludes $7,200,000 for census of 
business; $2,200,000 for cen- 
sus of manufactures; $1,700,- 
000 for census of transporta- 
tion and $400,000 for census of 
mineral industries. 

The difference: an addi- 
tional $5,600,000 must be ap- 
propriated next year to cover 
tabulatien and printing, which 
takes place after July 1, 1954, 
bringing the total cost of the 
Eisenhower program to $17,- 
100,000, compared with $20,- 
900,000 for equivalent work 
by the previous administra- 
tion. 

Reasons for savings: cost 
of business census reduced by 
$1,900,000 through use of tax 
forms to check “momma and 
poppa” stores and elimination 
of enumerators. $1,000,000 
computing machine will not 
be purchased. Another $1,000,- 
000 has been trimmed from 
census of transportation, 
which will be curtailed. (Fig- 
ures do not balance because 
totals have been rounded out.) 


bers contact their own senators to} 
ask that the censuses be taken. 


published in 1954 has aroused in- 


| 


of 1% of the 1954 federal budget— 
and proratable at 4/1,000ths of 1% 
annually over a five-year period, 


National Assn. of Wholesalers, told 
AA his organization has been 
strong for government economy, 
and has hesitated to champion an 
expenditure. However, he feels the 
expenditure for a business census 
is of great importance to distribu- 
tion. 

“Any help the government can 
give distribution for the hard job 


|dustrial leaders. Editorial in May 


“T ; ; H ” ‘ 
* is inconmetent,” said weg | Industrial Marketing hints that! 


Four A’s in its letter, which also under Public Law 671—is a sound 


ahead will eventually pay off in 
terms of profits, and revenue for 
the government,” Mr. Bolton said. 
“A decision to eliminate these cen-| 
sus studies at this time is like 
taking fine tools away from skilled 
hands.” 


| 


s Harold Fellows, president of the 
National Assn. of Radio & Televi- 
sion Broadcasters, said census ma- 
terials are essential to the market 
research programs of his associa- 
tion and to the members of the, 
broadcasting industry. 
“Only last week at our Los An-| 
geles convention,” he said, “our | 
research department released a) 
presentation on the principles of) 
profitable radio station operation. 
We depended on the Census of 
Business for the basic data for this 
study. One of our major purposes 
in releasing the study was to show 
station operators how they can use 
census materials to estimate the 
potential sales of various lines of 
business in their markets.” 


s National Business Publications, 
which has its headquarters here, 
bulletined its members and ap- 
pealed to Secretary Weeks and 
Sen. Bridges to protect the census 
program. 

In a telegram to Secretary 
Weeks, Robert Harper, executive 


v.p. of the association, said: “As| 
jready spent getting the project 


the champion of business and the 


went to all agencies recognized by | 
national media groups, “with the! 
announced policies of the present | 
administration to deprive business | 
-——and government—of even a min- | 
imum of basic facts for their guid-| 
ance in times like these.” 

The Four A’s took the view that | 
if the action of the appropriations | 
committee is allowed to stand, | 
there will be no censuses at all! 
covering 1953, “and the probabil- 
ity is that such censuses would 
not be taken again before 1958.” 

Business, it declared, ‘“‘would be > 
greatly handicapped without the 
Census of Business and the Census 


'of Manufactures for another five 


years.” 
While endorsing the need for 
reduced federal spending, the 


Four A’s said that slicing the bud- 
get for the censuses from $21,000,- 
000 to $11,500,000, an action taken 
by Commerce Secretary Weeks, 
was “in itself a drastic reduction.” | 
It added that the revised proposal 


of $11,500,000 was “consistent with 


sentiment to cut expenses and bal- 
ance the budget and at the same 
time not deprive business of es- 
sential information.” 

The Four A’s said it planned to 
express its views on the subject 
to the Senate appropriations com- 
mittee and to Mr. Weeks and sug- 
gested that members act fast to 
make their opinion known to Con- 
gress. 


' substitute 


action was taken because ‘Con- 


gressmen are not convinced that, 


business men actually use the re- 


put into these censuses.’ 


“Industrial advertisers have long 
regarded the Census of Manufac- 
tures as one of the basic means of 
studying the development of in- 
dustrial markets, and, as Industrial 
Marketing points out, ‘there is no 
for the 
which it contains.’ Actually, pri- 
vately amassed supplementary in- 
formation will lose much of its 
value without the basic reference 


_points normally provided by the 


Bureau of the Census’s statistics. 


s “Although turned down by the 
House of Representatives group, 


this matter is scheduled to be dis- 
cussed by the Senate appropria-| 
tions committee prior to May 20.| 


If it is important to your work that 
a Census of Manufactures be com- 
piled and issued during 1954, let 
the Senate know; if so, wire your 
own state’s senators, and be sure 
to wire the chairman of the Senate 


appropriations committee, Sen. 
Styles Bridges.” 
Mr. Wedereit and Mr. Wiley 


signed the following telegram to 
Sen. Bridges: 

“Cancellation of business and 
manufactures censuses would de- 
prive American industry of one 
of its most useful guides, for which 


‘there has never been any substi- 


@# John F. Hardesty, director of 
local promotion for the Broadcast 
Advertising Bureau, called the 
House committee’s action “ex- 
tremely regrettable,” particularly 
in view of the time and money al- 


tute. Our association, representing 
hundreds of large, medium and 
small firms in American industry, 
strongly urges Senate appropria- 
tions committee to reinstate ap- 
propriations for this much needed 
government service.” 


sults of the vast amount of effort | 


‘major factor in the thinking of 


information | 


and prudent investment of at least 
this fraction of our own tax dol- 
| lars.” 

Cost consciousness also was a 


Commerce Department leaders 
who hesitated to take a decisive 
stand on the census. 

Under instructions to hold their 
expenditures to a minimum, Mr. 
Weeks and Mr. Williams had given 
less than whole-hearted support to 
‘the censuses when they appeared 
before the House appropriations 
committee. 


_@ On the basis of their testimony, 
they left a definite impression that 
the request for census funds had 
been submitted largely to comply 
| with provisions of law which state 
\that the censuses are to be taken 
every five years. 

While the House committee 
talked of deferring the censuses to 
a more appropriate time, support- 
ers of the program feared that the 
committee, which has a long rec- 
ord of hostile action on census 


requests, might never recognize 
“an appropriate” time. 

| Supporters of the program point 
out that censuses are not easily 
turned on and off. More than $1,- 
600,000 already has been spent in| 
preparing mailing lists and forms 
for the proposed censuses, and 
much of this money, together with 
the personnel already assembled, 
will be lost if the appropriation is 
withheld. 

Under the streamlining plan in- 
troduced for the 1953 census, the 
entire census will be taken by 
mail, eliminating 8,000 enumera- 
tors who were used when the cen- 
sus was taken for 1948. Over 1,- 


000,000 outlets—the so-called 
“momma and poppa” stores which 
have no employes—will be enum- 
erated from income tax returns 
and will not submit any special 
census form. 


# Support for the censuses ap- 
peared to be coming from defense 
experts as well as marketing of- 
ficials. 

During recent defense programs, 
data from the 1947 Census of Man- 
ufactures and the 1948 Census of 
Business was an invaluable source 
of data which was used in allo- 
cating critical materials. 

Defense experts have pointed 
out that a condition of “stand by” 
mobilization will exist into the 
unforeseeable future and that a 
fresh census report will put any 
future mobilization programs on a 
more accurate base. 


Duggan Now on WBKB Shows 

Tom Duggan, Chicago sports 
announcer who recently parted 
company with National Broadcast- 
ing Co.”s WMAQ (radio) and 
WNBQ (television), Chicago out- 
lets (AA, May 4), started his sec- 
ond show for WBKB, American 
Broadcasting Co.’s radio outlet, on 
Sunday, May 10. The show, “Free 
for All,” features Mr. Duggan and 
Kay Ashton Stevens, actress, in a 
half-hour discussion of personal- 


‘ities and events. On May 2, Tom 


‘Duggan began a series of 30- 
minute sportscasts on the ABC 
outlets, which he will continue 


each Saturday night. Polk Bros., 


|\Chicago appliance and furniture 


retailer, sponsors both of the 
shows in which the sportscaster 
appears. 


‘Canadian Home Journal’ 


Boosting Rates, Guarantee 
Canadian Home Journal, Toron- 
to, will increase its average net 
paid circulation from 375,000 to 
400,000 and its advertising rates 
from $2,430 per b&w page to 
$2,550, effective with the August 
issue. Four-color pages will go 
from $3,350 to $3,550. 
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Meets et we 
JOINT MEETING—Twelve who attended a meeting in New York 
of the advertiser relations committee of the Newspaper Adver- 
tising Executives Assn. and the newspaper committee of the Assn. 
of National Advertisers included, from left (seated): Ralph Rob- 
ertson, Colgate-Palmolive-Peet Co.; Edgar Guttenberg, Calvert 
Distillers Corp.; Donald Bernard, Washington Post; Alynn Shill- 


Pi enseer son 


BETWEEN SESSIONS—When they weren't attending one of the 
business sessions at the National Assn. of Radio & Television 
Broadcasters meeting, these broadcasters got together for more 
talk about the industry. Around the card table (left to right) 
are Peter Kenney, WKNB-TV, New Britain, Conn.; C. A. (Fritz) 
Snyder, CBS-TV director of station relations; Leo Resnick, Wash- 
ington attorney and former Federal Communications Commission 


DOLE 
ARE SET $498 
oven. $3699 


ing, National Distillers Products Corp., and J. E. Phillips, H. J. 
Heinz Co. Standing: George Abrams, Block Drug Co.; Laurence 
Knott, Chicago Sun-Times; Robert Pace, NAEA secretary-treasurer; 
M. L. McElroy, v.p. of ANA; Wilson Condict, St. Louis Globe- 
Democrat; Anton Bondy, Lever Bros. Co., and William Kistler of 
the ANA. 


hearing examiner (ABC-United Paramount Theaters); Glenn Mar- 
shall Jr., WMBR-TV, Jacksonville, Fla., and chairman of the CBS 
affiliates advisory board, and Don Pitts, KFEQ-TV, St. Joseph, 
Mo. The trio at right consists of L. Martin Campbell, WFAA, Dal- 
las; Harold Hough, WBAP, Fort Worth, and Ralph Hardy, v.p. 
of NARTB, who turned up the now-famous document on adver- 
tising found in the files of the Legislative Reference Service. 


ae eet ae ee ae 
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HIC REVIEW OF THE WEEK 


SPONSOR’S WELCOME—Sheldon Reynolds (second from left), gets a welcome home 
toast from Henry Gorski (second from right), Ballantine ad manager, at the com- 
pany’s Newark plant. Others sampling the product: James Clarkson (extreme left) 
and Howard Reilly, both of J. Walter Thompson Co. Mr. Reynolds produces the TV 
film series, Foreign Intrigue,” in Europe. The drama is sponsored in 16 markets 
by Ballantine and in 28 other U. S. and Canadian cities by various advertisers. 


COMPACT AND LIGHT—The new Claude Neon Multi-Con camera on the right is 

Standard Electronics Corp.'s answer to the high cost of TV station operations. The 

Newark company claims Multi-Con, lighter (note old model camera on left) and 

cheaper than most video cameras, can handle all live and film TV assignments. With 

this camera, Standard estimates, a new TV station’s minimum “package” starting 

equipment cost can be cut from $225,000 to $115,000. The girl? The press agent 
is holding out; didn’t even mention her name. 


IN ST. PETERSBURG FIRST--This 1114’-long illuminated sign in a St. Petersburg, Fla., 
store is the first installation of such signs which Wagner Sign Service, Chicago, has 
developed to help retailers “prominently advertise current specials.” 


TIME OUT—Enjoying the summer weather and some socializing 
at the Associated Business Publications spring meeting were 
(left to right) Léonard Eisener, general manager, American Avi- 
ation; Thomas Haire, president, Haire Publishing Co., and new 
board chairman of ABP; Wayne Parrish, editor and publisher, 
American Aviation; Charles Price, secretary-treasurer, Keeney 


Publishing Co.; Arthur McGinnis, treasurer, Simmons-Boardman 
Publishing Co.; Edgar P. Hoener, president, The Timberman; 
George E. Lockwood, president, Lockwood Trade Journal Co.; 
Paul E. Clissold, president, Clissold Publishing Co., and retiring 
ABP chairman; Ray L. Dudley, president, Gulf Publishing Co., 
and Mrs. Edgar P. Hoener, 


<IGARETT 
neers S 


KING-SIZE—Having recently introduced its 
king-size Old Gold cigaret, P. Lorillard 
Co., New York, is making available a new 
merchandising fixture to hold both king- 
size and regular cartons. Planned as a 
complete cigaret department, the new mer- 
chandiser comes in four models which hold 
single packs, five-pack units, 160 cartons 
and 260 cartons. 


ABP BOARD—All decked out in their dinner clothes, the new members of the Associated 
Business Publications board gathered for the Homestead cameraman at the ABP spring 
meeting. Seated, left to right, are A. J. Bamford Jr., v.p., Bakers Weekly; P. C. 
Lavinger, president, Oil & Ges Journal; Karl M. Mann, president, Case-Shepperd-Mann 
Publishing Corp.; N. O. Wynkoop, v.p. and comptroller, McGraw-Hill Publishing Co.; 
Philip H. Hubbard, president, Reinhold Publishing Co.; A. L. Burns, general manager, 
Gulf Publishing Co.; J. H. Moore Jr., v.p. and general manager, Moore Publishing Co., 


and Paul E. Clissold, prosident, Clissold Publishing Co., retiring chairman. Standing, 
in the same order, are Albert W. Hauptli, publisher, American Machinist; Thomas B. 
Haire, president, Haire Fublishing Co., and new board chairman; E. P. Hoener, presi- 
dent, The Timberman; Donald McAllister, general manager, Geyer Publications; J. S. 
Crane, v.p. and secretcry, Simmons-Boardman Publishing Co.; Herbert A. Vance, 
president and publisher, vance Publishing Co.; William K. Beard of ABP, and Edgor 
W. F. Fairchild, v.p. ad treasurer, Fairchild Publications. 
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American Chlorophyll’s Newspaper 
Test Ads Explain the Green Wonder 


New York, May 5—Prodded to, 
‘ction by the confusion in con- 
Samer and professional circles 
ver the efficacy of chlorophyll | 
aims, the American Chlorophyll | 
ivision of Strong Cobb & Co., 
lake Worth, Fla—one of the 
wuntry’s largest chlorophyll pro- 
cucers—has launched a campaign 
to explain the green ingredient to 
cne and all. 

For consumers, the program 
kicked off with a seven-column ad 
in the New York Times today, 
headlined, “In the beginning was 
chlorophyll.” A test campaign, the 
od is the first of a series of six 
vhich wil! run in the Times dur- 


a~a FR A 


In the 
Beginning 
was 


Chlorophyll 


| 

American Chlorophyll Division fi... 
Soremg Cute © On tm td me | 

| 


ing the next few months in. “an_ 
attempt to make a very abstruse 
subject as clear as possible to the 
consuming public which has an 
honest curiosity and a sizable stake 
in chlorophyll products”’—not to_ 
mention the advertising stake in. 
those same products. 


es If the New York test is ef- 
fective, “management has under 
consideration enlarging the scepe 
of the campaign,” according to 
Murray Breese, president of Mur- 
ray Breese Associates, American 
Chlorophyll’s agency. 

Actually, the campaign got un- 
der way a month ago when Amer- 
ican Chlorophyll sponsored a 64- 
page brochure by Dr. Walter H. 
Eddy, a physiological chemist. This 


booklet was mailed to science writ- 
ers and every medical library in 
the country, and is offered to phy- | 
sicians, dentists, pharmacists and. 
interested scientists. It details im- 
portant scientific papers on chloro- 
phyll beginning with Joseph) 
Priestley’s first paper on photo- 
synthesis in 1772 and reviews de- 
velopments of chlorophyll in vari- 
ous phases of medicine and as a 
deodorant. 


a Aimed at doctors, dentists and 
public health officials is an adver- 
tising campaign in six medical, 
dental and public health journals 
with thumb-nail condensations of 
the basic “facts of life’’ on chloro- 
phyll. More publications will be 
added, according to the agency. | 
“Even the youngest professionai | 
man, I dare say, has gleaned but) 
a few scattered facts about chloro- | 
phyll from a scientific paper here | 
and there,” Mr. Breese said. “How 
then can the average practicing | 
doctor or dentist correctly inform | 
the patients who want to know) 
what’s what about chlorophyll? 
“In the projected Times series 
we couldn’t possibly interpret all 
the shadings that exist in chloro- 


phyll or chlorophyll terminology | 


y his product contained no chioro- 
phyll whatsoever. Bristol-Myers, 
which got into the green toothpaste 
race last year with Ipana AC (am- 
_moniated chlorophyll), is currently 
telling consumers about “the new 


white Ipana,” for example. 
The next ad in the American 


/or usefulness. But we do attempt Chlorophyll series will be cap- 


to fairly give the Times readers tioned, “Common sense and chloro- 


the highlights.” 
| 
} 
s If the campaign succeeds in its | 


purpose, it will be a welcome re-| 


is currently caught in the midst | 
of national and transcontinental | 


chlorophyll can do. If he believes | 
the ads he reads and hears, he 
knows that he, his family, his pets, | 
his cooking appliances, his bed 
linen and clothes—to mention a 
few—all need this green staff of | 
life. | 

The plethora of chlorophyll. 
claims reached the point, not too! 
far back, where it became distinc- | 
tive for an advertiser to note that 


phyll,” the agency reports. 


Council Changes Name 
The National Management Coun- 


| spite for the average consumer who | ¢j], American affiliate of the In- 


ternational Committee for Scien- 
tific Management, has changed its 


scientific squabbles as to just what mame to the Council for Interna- 


tional Progress in Management 
U.S. A.) Inc. Among member or- 
ganizations of the Council are the 
American Management Assn. and 
the American Marketing Assn. 


Brennan Joins Gray & Rogers 

Charles H. Brennan Jr., former- 
ly copywriter for Armstrong Cork 
Co., Lancaster, Pa., has joined the 
copy staff of Gray & Rogers, Phil- 
adelphia. 


WTVI Appoints Averill 

Walter H. (Bud) Averill, for- 
merly account executive with 
KWK, St. Louis radio outlet, has 
been named national sales mana- 
ger of WTVI, new St. Louis tele- 
vision outlet. 


Skinder Joins Needham, Louis 
Robert L. Skinder, formerly with 
Leo Burnett Co., has joined the 
staff of Needham, Louis & Brorby, 
Chicago, as an art director. 
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| Furnas to Cramer-Krasselt 

Furnas Electric Co., Batavia, 
Ill., maker of pressure switches for 
water systems and air compressors, 
has appointed Cramer-Krasselt 
Co., Milwaukee, to handle its ad- 
vertising. 


‘Argosy’ Opens in Detroit 

Argosy has opened an office in 
the Penobscot Bldg., Detroit. Rich- 
ard Coombs, formerly of the Chi- 
cago sales staff, is manager. 
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This 


IS 
HKNTHUSIASM! 


he 
AmEnicaNWEEKLY 
creates KiNTHUS [ASM 


During its first year in its new format, 
The American Weekly has served the selling enthusiasms 
of over 300 distinguished advertisers! 


* Enthusiasm is interest raised to the buying pitch! 
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Export Admen Get A-to-Z Explanation 


of How to Push Their Foreign Sales 


(Continued from Page 1) 
to accomplish a specific purpose. 
Its primary purpose should be to 
pre-sell an idea, whether this be 
a company’s product, a company 
policy, a brand name or any one 

of many possible objectives.” 
Mr. Tierney went into detail 
concerning Squibb’s overseas insti- 
tutional program which for the 


past several years has followed the | 


theme of associating the name 
Squibb with good health, “an al- 
most universal preoccupation with 
large segments of the population 
in most of the countries in which 
we operate.” 


® He offered an eight-point primer 


on what institutional advertising | 


can and should do: 

1. It can lay the groundwork 
among government officials and 
thought leaders, where foreign 
plant operations are to be opened. 

2. It can help develop interest 
and enthusiasm in connection with 
the raising of capital, registrations, 
patents and other operational de- 
tails. 

3. It can pre-sell products by 
selling its users on the company 
behind them. 

4. It can set a friendly and con- 
structive atmosphere for the com- 
pany through association with a 
public service idea. 


= 5. It can inject the company’s 
name into a field of competitive 
brand names effectively. 

6. It can influence promising 
young men to affiliate themselves 
with the company. 

7. It can aid in the development 
of good employe relations. 

§. It can render a public service 

_ by reflecting credit on the U. S. 
in its foreign relations. 

“Institutional advertising does a 
job which, as far as we are con- 
cerned, cannot be done as well by 
any cther form of advertising, pub- 
licity or public relations provided 
the objective is clearly defined and 
you have the courage to continue 
with it,” Mr. Tierney declared. 


MORE 


for your 
Advertising Typography 
dollar 


FIRST...in fine typography, 
Superior Typography, Inc. is 
equipped to meet and surpass 
the most exacting standards 
in quality of workmanship. 
Night and day service. 


FIRST... to introduce sub- 
stantial savings on every 
item of your typography bill 
where original composition is 
ordered for day shift. Usual 
“rush” service available after 
first proof. 


FIRST. . . to introduce our 
unique system of “‘double- 
checking” all proofs. An 
“extra” service by Superior 
at no extra cost. 


25th Anniversary Year 


©) 


SUPERIOR 


TYPOGRAPHY, INC. 

“Double-Checked” Typography and Printing 

305 East 45th St., New York 17, N. Y. 
MURRAY HILL 4-1112 
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the economic atmosphere in which 
exporting advertisers and their. 
promotional agencies must operate | 
in the development of greater sales | 
will be decisively determined by | 
three key facts,” in the view of | 
Dexter M. Keezer, director of the 
department of economics for Mc- | 
-Graw-Hil] Publishing Co. 

“First, the forced draft which has | 
been kept under postwar Ameri-— 
/can exports by a $40 billion give-| 
|away program is in the process of | 
being eliminated. Second, in most 
lines our exports will encounter in- | 


creasingly tough competition from | 


foreign countries. Third, our pros- | 
|perity will depend in increasing | 
degree on expanding our inter-| 
national trade. 

“These three facts,” he said, 
“clearly add up to this general 
proposition: During a period when 
it promises to be increasingly im- 
portant to expand our exports the | 
problem involved in getting this’ 
done is going to be increasingly 
rugged.” 


s The “spectacularly rapid” come-_ 
back of some European industrial 
competitors was given as another 
reason for increasingly tough com- 
petition. 

Despite the problems, however, 
Mr. Keezer was optimistic about 
expanded export advertising in 
the future. 

“International advertising is not 
exempt from competition for a 
share of the corporate dollar,” 
Eldridge Haynes, publisher of 
Modern Industry and Tide, told 
the convention. “But it enjoys a 
privileged position owing to the 
president’s personal -participation 
in the foreign affairs of his com- 
pany and owing to the increasing | 
use of foreign currencies rather | 
than dollars for overseas adver- | 
tising.” (Mr. Haynes was ill and | 
had his speech read for him.) 

Discussing the necessity for thor- 


C. Nielsen, president, A. C. Nielsen | 
Co., said: “It is likely that the| 
greatest single factor which ac- 
counts for wide differences in 
corporate profit margins is the 
difference in the cost of distribu- | 
tion.” 


ws Pointing out that distribution 
costs represent more than 50% of. 
the total price paid by consumers, 
he said: “While there are many 
reasons for the high cost of dis- 
tribution, one of the greatest is) 
the high margin of error found in| 
executive decisions on questions of | 


marketing policy and strategy. An| 


|elaborate research project con-| 


right, only about 58% of the time | 
in his judgments on questions of 


/markets and marketing. 
_ “It is obvious that accurate ex- of any advertising campaign, as) 
‘ecutive decisions are vital 
since decisions can be no more ac-| 


curate than the facts on which | 


“In the years immediately ahead | 


HAVE SOME—At the NNPA opening reception in Detroit, Carl Himmelman, Cleve- 
land Plain Dealer, wangled sausage from Mel Tharpe, Columbus Dispatch, as Bill 
Wolfe of the Dispatch and Bert Stolpe, Des Moines Register and Tribune, looked on. 


for reliable facts on markets and 
marketing methods.” 

He enumerated some of the 
wide differences between the U. S. 


| and foreign countries in marketing 
conditions and marketing methods 
‘such as differences 


in income, 
commodity consumption, shopping 
methods and advertising media. 


@ William V. Reynolds of Vick 
Chemical Co.’s international divi- 
sion told a consumer goods panel 
that “there is no substitute for 
manufacturer’s know-how in ad- 
vertising and merchandising a con- 
sumer product. 

“In export, more than in a do- 


mestic operation, I am afraid there | Simply because your product is) 


is a tendency to lean heavily on 
others to work out the advertising 
planning. Often the manufacturer 
decides on little but the financial 
aspects of his advertising budget. . . 
The details of the planning he 
often leaves too much to others.” 

Mr. Reynolds said it is a mistake 
to lean very heavily on distribu- 
tors or exclusive representatives 
in foreign countries. “After all, we 
don’t let our stateside wholesalers 
plan our domestic advertising, and 
we would find their advice of lim- 


primary function is just what the 
term implies, to distribute his prin- 
cipal’s products.” 


= In the same vein, Mr. Reynolds 
said that neither should the ad- 
vertising agency whose “primary 
function is to advise and to assist” 
be expected to carry the ball all 
the way. 

In making decisions, the manu- 
facturer- must answer four ques- 
tions, the speaker said: Who can 
buy my product, how they can be 
reached, what will motivate them, 
and how much can I spend? 

The real competition to Ameri- 
can goods comes from the people 


ducted on this subject by my com-/ who have the right to develop their 
/pany reveals that the average ex-| home industry, according to A. M. 
,ecutive is right, or substantially Martinez, v.p., Melchor Guzman 


Co. 
In Latin America, he said, ra- 
dio continues to be the backbone 


and there are over 1,000 commercial | 


radio stations. There are 20 TV 
stations in full operation, 41 under 


| they are based, there is great need; construction and 17 applications 


a ry \ 
ERSEAS AIRW AYS 7: es 


EUROPEAN ‘OITION 
oer TION: 


. for new stations in the works. He 
predicted 30 TV stations in opera- 
_tion by the year’s end. 

_® “A sadly small handful of our 
advertisers get genuine penetra- 
tion in their distribution and con- 
stantly refill stocks so that every 
| potential purchaser created by the 
‘advertising results in a= sale,” 
Thomas W. Hughes of National 
'Export Advertising Service said. 

| “As a result, advertisers fre- 
|quently buy wasted circulation,” 
Mr. Hughes commented. “What 
|percentage of effectiveness (for 
/your product) can you deduct be- 
fore the campaign is even released 


not or will not continuously be 
available?” he asked. 

Based on the success of his com- 
pany with Kleenex in foreign mar- 
kets, C. A. Price of International 
Cellucotton Products Co. de- 
scribed the advantages of motion 
pictures as an advertising medium 
for mass consumer goods. 


@ Three other speakers told the 
panel about the advantages to be 
obtained by using local agencies, 
local newspapers and export mag- 
azines for competitive foreign ad- 
vertising. 

Clyde D. Marlatt Jr., v.p., Josh- 
ua B. Powers Inc., reviewed some 
of the practices newspapers are 
turning to to make themselves 
better media. They include en- 
larged social sections, special sec- 
tions on travel, gardening and ar- 
chitecture, and increasing distribu- 
tior of women’s supplements. 

Contrary to what other speakers 
said earlier in the day, Frank J. 


Hill International Corp., expressed 
the view that there is no change 
in the basic principle of selling 
abroad or here. 

“It is no different than selling 
domestically. We must create a de- 
sire on the part of our foreign cus- 
tomers to want and prefer the in- 
dustria! products we manufacture,” 
he told the industrial goods panel. 


|@ The media problem, discussed 
/earlier in the day, came up once 


‘again here. On the subject of lo- | 
cal media, H. I. Orwig, v.p., Bu- 


chen Co., said, “One cannot gen-| 


/eralize about the effectiveness of 


| these local media. Some do an ex-| 
cellent job, some are fair, others | 
are weak. The task is to find the. 
best vehicle for your advertising | 


in each country, whether it be 
trade papers, general magazines or 
newspapers. And you will have to 
rely on local sources for informa- 
tion and recommendations.” 
“Industrial advertising,” he said, 
“cannot carry out as much of the 


sales process as mass consumer ad- | 


vertising. And no one should ex- 
pect it. Yet, in some ways, it has 
an even harder job to do. Because 


the goods are bought over much | 


wider areas and so infrequently.” 
Sanford S. Clark, v.p., Grant 


Advertising, urged advertisers to) 


be sure to pick media that are read 
by government people. “Often 


Kurka, district manager, McGraw- | 


Advertising Age, May 11, 195: 


| there is a newspaper that is gov- 
|ernment owned and/or controlled 
Also, try to reach the economi 
\top 3%, as here, as well as gov 
/ernment, is where the decision 


/are made.” 
| 


. Discussing the company’s exper- 
|}ience with international vs. loca 
media in the hard goods panel 
George F. Carroll of Remingtor 
Rand’s international division said 
“If I were to give one main point 
of our experience, I would say it 
is that we must advertise in the 
language of the country in which 
we want to do business. 

“Even of the groups in each 
country who read and speak Eng- 
lish, most of them prefer and bet- 
ter understand their own language. 
Thus, we are making it easier for 
them to get our message and in 
turn easier for our representatives 
to sell.” 

In using local media, Benjamin 
H. Holdswort, J. Walter Thomp- 
son Co., suggested localizing the 
advertising “by having a_ local 
reference in the headline or copy. 
For example, in a newspaper ad- 
vertisement, or by saying in a ra- 
dio commercial, that the XYZ prod- 
uct is now available here in Man- 
agua.” 


# Daniel C. Kaufherr, Irwin Vlad- 
imir & Co., summed up for the 
protagonists of international me- 
dia with, “International magazines 
| provide a broad, influential back- 
| ground for local newspaper cam- 
'paigns.” And Ovid Riso, Philco 
International, put in a good word 
for advertising through distribu- 
tors, saying that “sharing the cost 
of the advertising with the dis- 
tributors and dealers, the advertis- 
er is able to get far more value 
‘for his advertising money.” 

The convention’s annual award 
for “distinguished service in the 
field of international advertising 
and marketing” went to Fizhugh 
Granger, manager of merchandis- 
ing services in foreign operations 
for International Harvester (Co. 
and president of the Chicago Ex- 
port Managers Club. 


Four Name Shubart for PR 

Harry E. Shubart Co., Denver 
public relations consultant, has 
been appointed to handle public 
‘relations for the Rocky Mountain 
|Children’s Apparel Assn., Denver; 
|the Colorado Committee for the 
| Prevention of Blindness, New 
| York; Stanley Furs, Denver, and 
the Denver Lath & Plaster Indus- 
'try Committee. 
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NIAA Will Urge Adoption of Census Bureau's 
Standard for Circulation Audit Breakdowns 


New York, May 7—As a result; “In this way management will 
f the agreement of 25 metal- better appreciate how advertising 
vorking publications to adopt the is correlated with other sales ef- 


J. S. Census Bureau’s standard forts, and quite likely manage-| 


ndustrial classification break- 
ijown for their circulation audits | 
‘AA, May 4), other groups of in- 
justrial papers will be asked to 
work out similar agreements. 

However, no special effort will 
‘e made to hurry such actions or 
to high-pressure publishers in any 
way, Harold A. Wilt, business pa- 
per media director of J. Walter 
Thompson Co. and chairman of 
the media practices committee of 
the National Industrial Advertis- 
ers Assn., told AA. 

“Getting into other fields,’ Mr. 
Wilt emphasized, “will be con- 
tingent on how the mechanics of 
the audit can be worked out. The 
agreement of publications in the 
metal-working field is an agree- 
ment in principle only. A lot of 
details still have to be worked 
out. We are confident that they 
will be. But further developments 
in other fields will depend to a 
large extent on how well the ex- 
periment in the metal-working 
field comes along.” 


« A subcommittee will be named 
for each group of publications 
along lines similar to those fol- 
lowed in the selection of the metal- 
working subcommittee, Mr. Wilt 
said. 

Publications will be asked to 
list the largest advertisers in 
their field and also the agencies 
which place the largest volume 
of advertising. From the names 
submitted to the NIAA media 
practices committee, a_ special 
subcommittee will be formed, 
Mr. Wilt said. This subcommittee 
will meet with the publishers to 
work out with them an agree- 


) "went for adoption of standard 


dustrial classifications for au- 
dit reports. 

Oliver Johnson, director of re- 
search of Iron Age, a pioneer in 
the publishing field in urging 
adoption of the government’s 
standard industrial classifications, 
told AA that classifications cur- 
rently used are meaningless. 


s “The disadvantage of the old 
[present] classifications,’ Mr. 
Johnson said, “is that they have 
no acceptance or usage anywhere 
in our industrial economy except 
in the publishing industry. Item 
No. 1 is too broad and covers too 
many types of unrelated manu- 
factured products ranging from 
roller skates to diesel locomo- 
tives. And far too much of a 
publication’s circulation finds its 
way into this one classification, 
which is tantamount to no classi- 
fication at all. 

“The advantage of the pro- 
posed new classifications,” accord- 
ing to Mr. Johnson, “is that buyers 
of industrial advertising (both ad- 
vertisers and agencies) want the 
new classifications, and have said 
so. They want it,” he said, “be- 


cause more and more industrial | 


companies are analyzing their 
sales performance, 
their customers and prospects, and 
studying market potentials in 
terms of the standard industrial 


classification codes. 


s “Everybody,” Mr. Johnson 
points out, “recognizes that indus- 


trial advertising is an important, 


part of the over-all sales activity. 
It is time that advertising effort be 
measured quantitatively in terms 
with which sales departments are 
familiar. This will help advertising 
managers to combine circulations 
of the various publications on the 
schedule by industry groups and 
render to management a report on 
how much advertising effort is be- 
ing channeled into each of the in- 
dustrial market groups. 


;ment will more readily recognize 


the benefits of advertising, instead | 
of offering resistance at budget! 


time.” 


s Here are the proposed new 
classifications relating to metal- 
working publications: 


Code Industry 

19 Ordnance and Accessories 
25 Metal Furniture 

33 Primary Metals 

34 Fabricated Metal Products 
35 Machinery Manufacturers 
36 Electrical Equipment 

37 Transportation Equipment 
38 Instruments, Clocks 

39 Misc. Metal Products 


= Members of the metal-working 
sub-committee, Mr. Wilt said, in- 
clude these advertisers: 

Robert W. Brown, Wickwire 
Spencer Steel division, Colorado 
Fuel & Iron Corp.; R. Davison, 
New Jersey Zinc Co.; J. F. Hob- 
bins, Anaconda Copper Mining 
Co.; Charles M. Neighbors, Bab- 
cock & Wilcox Co.; M. J. Phillips, 
International Nickel Co.; R. A. 
Reed, Norton Co.; Joseph T. Vin- 
bury, New Britain-Gridley Ma- 
chine division, New Britain Ma- 
chine Co., and Kenneth L. Walters, 
apparatus division, General Elec- 
tric Co. 

Agencies represented included 
William H. Schink, G. M. Basford 
Co.; David B. Arnold, Gray & 
Rogers; Howard H. Sharman, 
Rickard & Co., and Fred Wittner, 
Fred Wittner Advertising. 

Publications that have agreed 
to standardization are: 

Appliance Manufacturer; Ap- 
plied Hydraulics; Precision Metal 
Molding; Machinery, Metal 
Working; Production Engineering 
& Management; Steel; Industrial 
Laboratories; Industrial Heating; 
Foundry; Light Metal Age; Ma- 
chine & Tool Blue Book; Mill & 
Factory; Production Equipment; 
Steel Processing; Western Metals; 
Product Design & Development; 
Iron Age; Design News; Machine 
Design; Modern Machine Shop; 
Products Finishing; Screw Ma- 
chine Engineering; Tooling & Pro- 
duction; Electrical Manufacturing, 
and Finish. 


Discloses Railmen to 
Spend $1,000,000 Via 
Byoir for PR in ‘53 


PHILADELPHIA, May 7—Carl By- 
oir & Associates, public relations 
consultant, will dispose of more 
than $1,000,000 this year in its 
work on behalf of the Eastern Rail- 
road Presidents Conference. 

This fact was brought out in the 
testimony of Thomas J. Deegan 
Jr., v.p. of Chesapeake & Ohio 
Railway, at pre-trial examinations 
in the $250,000,000 damage suit by 
the Pennsylvania truckers against 
the conference, Byoir and 37 east- 
ern railroads (AA, Jan. 26). 


classifying | 


Last Minute News Flashes 


Duane Jones Appeal Comes to 2-to-2 Deadlock 


New York, May 8—The Duane Jones case, appealed to the appellate 
division of the New York supreme court, has resulted in a two-to-two 
split among the four judges who heard the appeal, and a fifth judge 
was today brought in to listen to re-arguments by both sides. The court 
took the case under advisement late today. The appeal by Scheideler, 
Beck & Werner reached the appellate bench March 18. A New York 
County supreme court trial jury found in favor of Jones on Oct. 28, 
setting $300,000 as the figure which would compensate him as the vic- 
tim of a conspiracy aimed at ruining his agency business. 


Supplee Buys Bankrupt Maker of Fluffium 

PHILADELPHIA, May 8—Supplee-Biddle-Steltz, wholesale distributor, 
has purchased the assets of the bankrupt Henry H. Dreer Co. and its 
Fluffium soil conditioner. Plans for promotion of Fluffium have not 
been developed. 


‘Newsweek’ to Be Partly Printed on West Coast 

New York, May 8—Newsweek is negotiating with Pacific Press Inc. 
for the printing of all the magazine’s West Coast copies in Los Angeles. 
About 20% of the Newsweek press run will be transferred. The rest 
will continue to be handled at the McCall Corp. plant in Dayton, O. 


P&G to Sponsor TV Series; Other Late News 


e Procter & Gamble Co., Cincinnati, will sponsor a new film dramatic 
series with Loretta Young as star and narrator starting Aug. 23 at 
10 p.m., EST, over NBC. Featured product will be Tide (Benton & 
Bowles), which has dropped Red Skelton’s telecast as of June 21. “The 
Doctor,” for Camay and Cheer, now fills the Sunday 10 p.m. spot. 
Whether the advertiser will book a summer show or take a hiatus on 
the time spot had not been determined at press time. 


e Don McClure, who recently resigned as manager of radio-TV pro- 
duction for McCann-Erickson, has joined Owen Murphy Productions, 
723 7th Ave., New York, film and teievision producer. 


e Despite previous reports, Parade Publication, New York, will not 
handle the printing job for Family Weekly, due to appear in September. 
Family Weekly will be printed by the Neo Gravure Co. division of 
Cuneo Press, Chicago. 


e John Corker, formerly eastern advertising representative in Canada, 
has been promoted to Canadian director for the New York Journal of 
Commerce. Mr. Corker will make his headquarters in Montreal. 


e Merrell Boyce and Barton Cummings have been elected to the board 
of directors of Compton Advertising, New York. Both are v.p.s and 
account supervisors, Mr. Boyce for Socony-Vacuum and Mr. Cummings 
for several Procter & Gamble brands. Mr. Boyce has been with the 
agency since 1943 and Mr. Cummings joined in 1947. 


e Hildreth & Rogers Co., Boston, will sell 50,000-watt station WLAW, 
basic ABC affiliate, to the Yankee Network division of General Tele- 
radio Inc., owner of 5,000-watt WNAC, Boston. The latter station will 
be sold to Vic Diehm Associates, owner of WIDE, Biddeford, Me., and 
WAZL, Hazelton, Pa. Both transactions are subject to Federal Com- 
munications Commission approval. 


e A spokesman for the Advertising Federation of America said “We 
have no statement this week’’ when asked for comment on a Library 
of Congress request to the AFA to retract charges that the library has 
supplied congressional members with reports hostile to advertising 
(AA, May 4). The spokesman said he did not know whether or not a 
statement would be issued next week. AFA President Elon Borton 
could not be reached. (See editorial, Page 12.) 


local cut-in announcements pro- 
;moting minor league teams. A 
couple of plugs for minor league 


Hassle in Senate 


Coming on ABC-TV 
Baseball Net Plan 


(See other story on Page 2) 
New York, May 8—American 
Broadcasting Co., which for some 
time has been trying to put to- 
gether a baseball “game of the 
week” for network telecasting, 
hopes to get a handful of games 
cleared for this season—and a has- 
sle with Congress may result. 
ABC’s plan calls for the network 
game to be blacked out in major 
league cities where it is compet- 
ing with a local game. However, 
it does not propose similar black- 
outs to protect minor league con- 
tests, and a Senate subcommittee 
headed by Sen. Edwin C. Johnson 
(D., Colo.) is much heated up 


| kee-Senators 


about it. 


s Mr. Deegan, who is chairman of 
the public relations sub-unit of|# Three months ago (AA, Feb. 9), 
the conference’s competitive trans-| Sen. Johnson, who is president of 
portation committee, said that the| the Class A Western League, is- 
|sum “is picayunish for a $40 bil- | sued a warning against a “super- 
‘lion industry.” |salesman” who was making the 
He said that Byoir had been| rounds trying to set up a national 
hired “to create a public climate”|TV game of the week and “take 
more conducive to “a more equi-/the last drop of blood in the mi- 
table balance” between competing nors’ territory.” Since then, he 
modes of transportation. |has introduced legislation to pro- 
Giving specific figures for the vide “local option” on network TV 
work to be done for the competi-| baseball broadcasts, and is now 
tive transportation committee, Mr. holding hearings on it. Sen. John- 
Deegan said Byoir will receive a son’s bill would permit minor 
fee of $75,000, plus $250,000 to league cities to ban the transmis- 
$275,000 for accountable expenses. sion of major league games into 
In addition, $150,000 is included their territory, without fear of 
in the budget for probable use in anti-trust prosecution. 
paid advertising. | ABC in its turn has suggested 


teams were included in the Yan- 
network telecast 
which kicked off ABC’s series over 
a limited ABC-TV network. 

The sponsor of the Yankee-Sen- 
ators curtain-raiser was Falstaff 
Brewing Corp., St. Louis. It is 
reportedly ready to sponsor the na- 
tional game of the week operation 
if it comes through. 


8s In New York, Max Case, Jour- 
nal-American sports editor, re- 
ported that Walter O’Malley, pres- 
ident of the Brooklyn Dodgers, is 
planning to offer major league 
owners a proposal for meter TV. 

At a major league meeting dur- 
ing the all-star game next month, 
according to the report, Mr. O’- 
Malley will suggest that a one- 
team city be used to test subscrip- 
tion TV next season, with the 
“guinea pig” club to be compen- 
sated by assessments on other 
clubs for the revenue it had previ- 
ously collected from the sale of 
video rights to a sponsor. 


‘Chicago Tribune’ Names 
New Circulation Director 


Saul N. Hershenhorn, formerly 
assistant circulation director of the 
Chicago Tribune, has been ap- 
pointed director of circulation. He 
succeeds Louis H. Rose, director 
since 1919, who is retiring at the 
age of 70. Mr. Rose’s son, Stanley, 
who has been assistant to Mr. 
Hershenhorn since 1936, will be 
his assistant in direction of the cir- 
culation department. 


‘Collier's’ Goes 
Bi-Weekly; Has 
Been in the Red 


(Continued from Page 1) 
a better share of reading time from 
a cathode-conscious public 

By getting fatter, the book is 
expected to gain from “offering 
more for the same money” (15¢ 
per copy), and the combination is 
expected to result in increased ad- 
vertising. 

Crowell-Collier officials brim- 
med confidence over the changes. 
They spoke in terms of a 3,800,000 
average net paid for 1954’s first 
quarter—‘“‘and that’s a conserva- 
tive estimate.” Some of them, in- 
cluding Shepard Spink, advertising 
manager, were fresh from a meet- 
ing with 53 heads and v.p.s. of 
New York agencies. “On their way 
out,” recalled Mr. Spink, “35 of 
them stopped to say, ‘This is a 
sound, solid move.’ ” 


e Mr. Stouch talked of “a finer 
product because a bigger product” 
and he said the book “will have 
just as much in it as The Saturday 
Evening Post, but people will have 
two weeks to read it.’’ He said it 
was the first time a magazine 
guaranteed the minimum number 
of pages it would carry. 

Mr. Seymour, who said that “TV 
affects readership _ terrifically,” 
added that Collier’s surveys 
showed that a general weekly of 
the size of Collier’s or the Post 
“was more affected by TV than 
smaller books” and that monthlies 
were less affected. He allowed that 
even the Post, “a darn well edited 
book,” would find it hard to com- 
pete with TV. 

Editor Roger Dakin said there 
will be no change in Collier’s edi- 
torial policy, that the additional 
pages will allow more play for 
fiction serials, and that the pro- 
portion of text and pictures will 
stay about the same. 

The new Collier’s will appear in 
the week opposite the bi-weekly 
Look, hitting the stands on the off- 
Friday. 


FRANCIS M. JAMES 

Aurora, ILu., May 8—Francis M. 
James, 79, secretary-treasurer of 
Copley Press Inc., died yesterday 
after a brief illness. 

Mr. James had been connected 
with the utilities, mining and 
newspaper interests of the late 
Ira C. Copley since 1902. He be- 
came v.p. in charge of the com- 
pany’s Southern California Asso- 
ciated Newspapers, Los Angeles, 
a chain of seven papers, 25 years 
ago. Copley also publishes four 
newspapers in Illinois and owns 
Union-Tribune Publishing Co., 
San Diego, as well as a part in- 
terest in San Pedro Printing & 
Publishing Co., San Pedro, Cal. 


Bastord Gets More of 
Hudson Paper Account 


Hudson Pulp & Paper Corp., 
New York, has appointed G. M. 
Basford Co. to handle advertising 
and marketing for its multi-wall 
paper bag and kraft products di- 
vision, as well as the company’s 
corporate advertising. Robertson 
& Buckley is the previous agency. 
The rest of the Hudson account is 
handled by Biow Co. 


Edna Carson Leaves ‘True’ 
Edna Carson, a member of the 
‘promotion department of True, a 
Fawcett publication, has resigned. 
At one time she was the maga- 
zine’s promotion manager. She will 
announce her plans later. 


Denver Agency Changes Name 

Edward Wolf & Associates, 
Denver agency, has changed its 
name to M-W Advertising Agen- 
cy. Branch offices were opened 
recently in Beverly Hills, Cal., 
and Kansas City, Mo. 
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Form Federation of State 
Broadcasters; Elect Heads 


A permanent organization, the 
Federation of State Broadcasters, 
was formed at the 3lst manage- 
ment conference of the National 
Assn. of Radio & Television Broad- 
casters, held in Los Angeles April 
28-May 1. Annual meetings will 
be held concurrently with NARTB 
conventions. Purpose of the organ-— 
ization is to further exchange of, 
ideas between broadcasters at the) 
state level, and to work with | 
NARTB on promotion of national | 
broadcast legislation. 

Ben Laird, WDUZ, Green Bay, | 
Wis., is president. Other officers 
elected are S. John Schile, KUTA, 
Salt Lake City, v.p., and Dan 
Jayne, WELL, Battle Creek, Mich., 
secretary-treasurer. 


Barratt Joins Riegel Textile 


Edward G. Barratt, formerly 
sales manager for American Fab-. 
rics Co., Bridgeport, Conn., has 
béen appointed manager of the | 
Boston office of Riegel Textile | 
Corp., New York. 


TV PRODUCTION 
MAN WANTED 


Medium-sized New York agency 
offers new job with excellent op- 
portunity to man who can take 
full responsibility for directing 
and supervising production of 
TV spot commercials both film 
and live. He must: 


@ have had at least 5 years’ experience 
in TV commercial film direction and 
production; 


@ know how to use all techniques in- 
volved in TV production; 


@ know and be able to evaluate all 
film producing sources; 


@ be a shrewd judge of film produc- 
tion costs and be a skillful negotia- 
tor of production contracts; 


@ have the creative imagination and 
producing “know-how” to add a 
selling plus to the writers’ efforts 
in the development of story-boards; 


@ be articulate, able to sell his ideas, 


add to the ideas of others. He must 
get along with people. 
Our staff knows of this ad. Ad- 


dress in confidence, giving full 
resume of experience. State 
starting salary required. 


President, 


Box 504, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Ra oss eee 
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This Week in Washington... 


Cole Sees Continuing Building Boom 


By Stanley E. Cohen | Under the defense materials 


Washington Editor system which is to be used after 

WASHINGTON, May 7—Housing | July 1, steel, aluminum and cop- 
|Chief Albert M. Cole has assured | per will be allotted to defense 
_home builders that the administra-_ plants, but non-defense plants will 
tion is fully aware of the need to| be required to buy without prior- 


eae i ea iteitetiemamacakiaaainias 
GAIN AND LOSS PERCENTAGES — 52 CITIES 
MONTH 
|_MAROH 1953 = 1952 | LOSS Game | 
| GASSACATION | ce | 20 10 0 10 “> ca 50 a 
atTAK [5.77] | — | Ss let Regi MERE Neate 
Cea othe mance: 
automonve. 27.2] | | 
WANCIAL | 95 stots 
TOTAL OPLAY 6.1 | Seal 
CasswiD +10.4 soaceentatie 
OTA AVERTING | °6.7 : i 
DPARIMENT STORES | *5.6 | 4 — gd 
ALCOMAATIVE aes MRS 
JAN. VAAPON 31, 1953-1054 LOSS Gain | 
cS CS 2 ee ee ee ee ee ee 
atTAR +1,0 _ 
CONERAL 6.2 Seta 
AUTOMOTIVE r16.5 S mssieimatieanieteraael 
FINANCIAL +5.8 me 
TOTAL DISPLAY 2.9 Coal 
CLASHED 6.3 Semen 
TOTAL ADVERTIONG | *4.3 noladl 
DEPARTMENT STORES | 0.2 | { | 


MARCH LINAGE—Media Records’ report 


for newspaper linage in March shows avu- 


tomotive advertising making the largest percentage gain. Gains for all classifications | 
for the month are well ahead of those made in the first quarter. 


Color or Not, Starch Finds, Men Don’t 


Pay Much Attention to Food Advertising 


New York, May 6—Color makes 


a bigger impression on men than_ 


women, but color or not, men still 
aren’t interested in food ads. 
These conclusions are indicated 


in a study of color vs. bew news- | 
paper food ads just completed by | 
Stan M. Sargent, Daniel Starch &| 


Staff newspaper program director. 
Other findings show that women 


who notice food ads outnumber | 


men between four and seven to 
one. 

The study is based on 16 Starch 
readership studies of food inser- 
tions in the Boston Traveler, Hous- 
ton Post, Los Angeies Herald-Ex- 
press and Philadelphia Inquirer 
during 1952. 


m Eighteen color ads averaging 
1,000 lines were compared with 22 
b&w ads with a median size of 
975 lines. Each of the b&w ads 
selected for comparison appeared 


in the same issue as one of the) 


color insertions and was at least 
a quarter-page. 
Although the “read most” score 


for men jumps 150% when color | 


enters the picture, an average of 
only 5% of the men interviewed 
read the color ads. Women scored 
a smaller increase—43%—in color 
vs. b&w, but the “most read”’ fig- 
ure jumped from 14% to 20%. 

A similar pattern shows up in 


Competition ZERO! 


the cabs in 121 


- Pedestrians, motorists, bus riders 
_ read and remember Taxiposters. 


a ery ry 


a e 


\ 


i ee sales message gets told with- — 
out conflicting, annoying competition : 
when you use Taxiposter advertising. 
‘s Your colorful, eye-catching 
and it alone — rides on the back of 


ond ovailabilities. 


ter — 


leading markets. | 


WILLIAM E. WHALEY COMPANY 


136. So. Fourth Ave. @ 


Louisville 2, Kentucky 


“noted” and “seen-associated” 
scores. Color increased notation by 
/men from 6% to 8% and associa- 
‘tion from 5% to 8%. Twenty-nine 
| per cent of the women noted b&w 
ads and 34% noted color—a 17% 
increase. The association score for 
women increased 22% with color 
—from 27% to 33%. 


We're Just as Big 
as Alexander, Say 


Two Film Companies 


NEw ORLEANS, May 5—Alexan- 
der Film Co. may serve most of 
the U. S. movie houses that show 
commercial films, but it doesn’t 
have more clients than they do, say 
two affiliated film advertising 
companies. 

That’s the claim of Motion Pic- 
ture Advertising Service Co. here 
and United Film Service Inc., 
|Kansas City, Mo., which have 
taken issue with figures given for 
Alexander (AA, April 20). 

According to MPA and United, 
| they had contracts seven months 
ago (for which latest figures are 
available) with 10,539 of 16,266 
theaters that showed commercial 
shorts, vs. 10,221 for Alexander. 
(Some theaters had contracts with | 
both film services.) 

MPA and United did not in-| 
dicate their dollar 


‘they told AA, “TV hasn’t hurt us; 


it has helped. Our movie-ad busi-| 


/ness is considerably ahead of last 
/year and we are handling a very 
_substantial volume of TV film for 
‘commercial production work for) 
agencies and advertisers all over) 
' the country.” 


S. S. Pierce Boosts Whiskies 

S. S. Pierce Co., 
_and importer, has named Albert 
Frank-Guenther Law Inc., New 
| York, to place a series of ads in 
|The New Yorker promoting 


'Also, newspaper ads are planned 
ito bolster the upstate New York 
market. Harold Cabot & Co., 
Boston, continue 
|agency for all ot! 
| tonally and win: 
‘northern New Er 


s and spirits in 
sland. 


Knox Reeves Bo. 

Thomas A. Ca: 
ing manager, has 
in charge of me 


sts Casey 


ey, merchandis- 
een elected v.p. 
handising with 


5 
rs Knox Reeves A vertising, Min- 
WRITE TODAY tor rotes — neapolis. His successor is David 
Wheaton. 


Joins ‘Popular BM echanics’ 


_ Joe Godfrey, p-eviously on the 
advertising staff c Newsweek, has 
joined the adve'tising staff of 
Popular Mechan.s Magazine as 
‘southeastern state representative. 


volume or) 
their combined business, or say) 
how many films they make, but) 


Boston grocer | 


its | 
Red Label Bourbon, Private Cel-| 
lar-Blended whisky and S. S.| 


Pierce special 12-year-old liqueur. | °Y Putting through a tariff bill of- 


as the Pierce)! 
1er products na-| 


‘maintain the residential building 
| boom at a rate of at least 1 ,000,000 
| units a year. 
| With mortgage interest rates 
moving upwards, he has been hear- 
ing reports that builders fear that 
the number of starts will drop be- 
low the 1,000,000 mark for the 
first time in a number of years. 

He insists that in the long run, 
however, the increased rates will 
work out to the benefit of the 
industry by attracting investment 
funds not available at lower yields. 

In any event, he says, there are 
at least two important actions the 
government can take to maintain 
the building boom: 

1. It can lift the “down payment” 
restrictions which still fence a sub- 
stantial number of prospects out 
of the housing market. 

2. It can buy up mortgages al- 
ready held by the banks, thus re- 
leasing funds which can go into 
additional properties. 

s + * 

The Senate interstate committee 
has set aside May 18 for a hearing 
on FCC’s backlog of unresolved 
TV applications. As it stands, FCC 
has about a dozen hearing examin- 
ers who must decide conflicts in- 
volving 244 channels in 179 cities. 

The Senate committee already 
has recommended that FCC get a 
larger staff. At the May 18 session 
it hopes to find out whether it is 
possible to eliminate some of the 
red tape which causes each hear- 
ing to drag for months and some- 
times years. 

* cm o 

At the rate that new TV stations 
are going on the air, it looks as if 
the number of stations in opera- 
tion on July 1 will be nearly double 
the number operated when the 
construction freeze was lifted a 
year ago. 

According to FCC’s latest count, 
about 70 post-freeze stations are 
operating. In all, about 334 com- 
mercial stations have been author- 
ized since the freeze ended, and 
it looks as if another 30 or so will 
be operating within the next few 
| weeks. 

About half of the new stations 
that have gone on the air are in 
the u.h.‘. band. 

* * fe 


beating the House ways and 
means committee drive to riddle 
the reciprocal trade program with 


a substitute tariff bill which elimi-| 


nates the President’s right to veto 
recommendations of the tariff com- 
mission. 

During committee hearings this 
‘week, Democrats made it clear 


that they will not go along with} 


the rebellious Republican leaders 
of the ways and means group who 
tried to take the initiative on tar- 
iffs away from the administration, 


The administration seems to be| 


| 


_ity, from whatever is left. 

For the most part, these metals 
are in sufficient supply to justify 
the decision to eliminate complex 
priority systems. However, nick- 
el-bearing stainless steel remains 
critically short. 

Under such circumstances, there 
is real danger that small firms 
which lack reliable sources of 
metals will be forced to pay black 
market prices. 

Political repercussions from such 
a development are not pleasant to 
contemplate. 

a o * 

The House commerce committee 
is receiving bills which would 
give the Food and Drug Adminis- 
tration more comprehensive con- 
trol over foods and cosmetics which 
contain chemical additives. 

The bills are an outgrowth of 
extensive hearings on chemicals 
which the committee held in re- 
cent years, and are sponsored by 
Rep. A. L. Miller (R., Neb.), who 
is a doctor. 

The most important provision is 
to shift the burden of proof as to 
the safety of a food or a cosmetic. 
As it stands now, a food or cos- 
metic may be marketed unless the 
Food and Drug Administration can 
show it is unsafe. 

Under the Miller bills, a manu- 
facturer who markets a food or 
cosmetic containing chemicals 
would have to file data with Food 
and Drug proving that his product 
is harmless. 


Two Appoint Friedman 


Jane Andrea Inc., New Yor: 
manufacturer of women’s suits, anu 
Kanner Dress Co., New York dress 
manufacturer, have appointed Le- 
on A. Friedman Advertising, New 
York, to handle their advertising. 
Plans call for fashion magazines, 
— publications and direct 
mail. 


FC&B Elects Schwartz 


Milton H. Schwartz, a v.p. with 
Foote, Cone & Belding, Chicago, 
has been elected a director. 


| The Fabuhus Southwest 


NATION'S LARGEST TRADE TERBITORY 
+ Lis a 


fering heavy protection to petro- | 


leum and metals. 


House Speaker Joe Martin (R.,| 


Mass.) has predicted that the Pres- 
ident will get the one-year ex- 


tension of the existing tariff law! 


he has requested. 
Only one substantive change is 


_probable. In order to assure Re- 


publican control of the tariff com- 
mission, the number of commis- 
sioners will be increased from six 
to seven. As it stands now, the 
commission is evenly divided along 
party lines. 
. e * 

Republican congressmen are a 
bit concerned about the Commerce 
Department’s most recent move 


to eliminate all priority assistance 


|for non-defense producers. 


EL PASO 


Metropolitan Area 
(El Paso County) 
Population 224,000 
Families 53,800 
Coverage Ratio 
Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
ond New Mexico 


Population 555,200 
Families 142,900 
Coverage Ratio 59.2% 
From Sales Mg't. 1953 


The Zl Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald -Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ aline BUYS BOTH! 
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Advertising Age, May 11, 1953 


‘Puck’s’ and Metro's | 


Studies Show Kids’ 


Influence on Buying | 


New York, May 6—The right 
nand may not know what the left 
nand is doing, but it is also true 
that both hands wash each other. 
Therefore it is not surprising that 
the Metropolitan Group of Sunday 


Comics sections and Puck—The| 
Comic Weekly have separately | 
brought out two study reports on| 


the efficacy of advertising in com- 
ics sections which bolster each oth- 
er as promotions. 

Puck’s study, conducted by Har- 
vey Zorbaugh, director of the 
workshop on the cartoon narrative 
at New York University, and Ray- 
mond Franzen, a research sam- 
pling techniques specialist, indi- 
cates that children are a potent 
factor in deciding what brands 
families buy. Metro’s study, made 
by Daniel Starch & Staff’s 
Readership Checks, shows that the 
ads in comics sections read most 
by adults are also read most by the 
children, and that a greater per- 
centage of the children read and 
remember these ads. 


s Puck’s pilot survey, forerunner 
to a national study, made in the 
New York’ metropolitan area 
among 250 families, found that 13 
out of 30 families were influenced 
by children in choosing a car; two- 
fifths of the families were swayed 
by children in buying one or more 
of four breakfast items; one-quar- 
ter of the homes listened to the 
kids when they bought fruit juices, 
and 74% of the families harkened 
to a child’s voice in selecting a 
soft drink. 

The slightest influence by chil- 
dren was in toilet soaps, where 
they had only 5% of the voice. 
Other percentages are: tea, 11%; 
pain-killers, 17%; dentifrices, 21%; 
prepared milk, 22%; coffee, 23%; 
aminine hair preparations, 41%, 
and male hair preparations, 47%. 

The Metro study involved three 
checks during 1952 on 24 ads. Of 
the 12 best read ads, 15% of the 
men (18 and over) said they had 
read them; 42% of boys between 
13 and 17 years had read them, and 
42% of the boys between 8 and 12. 
Average readership for all 24 ads 
was 9% of the men, 27% of the 
13-17 group, and 27% of the 8-12 
group. 

Among the fairer sex, 16% of 
the women (18 and over) had read 
the 12 best read ads, 32% of the 
girls between 13 and 17 years, and 
30% of the girls between 8 and 12 
years. For all 24 ads, 16% of the 
women indicated they had read 
the ads, 50% of the 13-17 group 
and 46% of the 8-12 group. 


Beam Names Weiss & Geller 


James B. Beam Distilling Co., 
Chicago, has appointed Weiss & 
Geller, Chicago, to direct adver- 
tising for Jim Beam, Bonded Beam, 
Beam’s Pin Bottle and its other 
products, effective July 1. An 
extensive outdoor and newspaper 
campaign is planned. Previously, 
Arthur Meyerhoff & Co., Chicago, 
had the account. 


Ryerson Appoints Bennett 


L. M. Bennett, previously in a 
promotional capacity with LaSalle 
Extension University, Chicago, cor- 
respondence school, has been put 
in charge of sales promotion for 
Joseph T. Ryerson & Son, Chica- 
go steel distributor. Mr. Bennett is 
succeeded in his post at LaSalle 
by R. G. Cornwell, who has been 
in charge of mail order sales for 
the school. 


Four A’‘s to Meet Oct. 15 


In announcing a fall meeting of 
its Central Council, the American 
Assn. of Advertising Agencies 
erred in listing the meeting for 
Oct. 9-10 at the Drake Hotel, Chi- 
cago (AA, May 4). Actually, the 
meeting is set for Oct. 15-16 at the 
Blackstone Hotel, Chicago. 


? 

Toledo Ad Women Elect 

Kay Quealy, women’s editor of 
the Toledo Blade, has been elected 
president of the Women’s Adver- 
tising Club of Toledo. Other offi- 
cers elected are Nina McCormick, 
ist v.p.; Bernice Skarpetowski, 2nd 
v.p.; Marilyn Sprengel, treasurer, 
and Mary Lewis, secretary. 


WATR.-TV, Waterbury. to Bow 

WATR-TV, Waterbury, Conn., 
which begins operations about 
June 1, will be affiliated with 
the television division of American 
Broadcasting Co. The. station, 
owned by WATR Inc., will use 
Channel 53. Levon Thomas will be 
general manager. 


Acuff-Rose to Maish Co. 


' Acuff-Rose Publications, Nash- 
ville, Tenn., music publisher, has 
‘appointed Jay H. Maish Co., Mar- 


STYLE—This lovely is demonstrating the re-| ion, O., to handle its advertising. 
styled package for ‘’new, improved’ North- , oz 


ern facial tissues, permitting removal of | 

one or many tissues at once. Northern Pa- | Shaw Boosts Huidekoper 

per Mills, Green Bay, Wis., points out that, Prescott F. Huidekoper, New 

when perforations are removed, the pack- England sales representative for 

age top is “free from advertising or name Shaw Insulator Co., Irvington, 

identification.” Young & Rubicam is the N.J., has been promoted to sales 
agency. manager. 


Bowden-Wright Research Bows! 

Bowden-Wright Research Co.,| 
a new marketing research organi-| 
zation, has been formed in Toronto. 


Principals are Ralph Bowden 
: : ISTS, DIRECT MAIL, MAIL ORDER ADS 
formerly with Gruneau Research Al. got the lists—the know how— 


pro- 
Ltd., and C. W. Wright, formerly a grams pianned, created, completed. Cut costs, 


sales and merchandising consult- increase pull, avoid mistakes and headaches, 
ant. Offices are in the Bank of WRITE OR WIRE TODAY! 


Nova Scotia Bldg. (©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Me. 
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We're all getting away from 
the old grind. 


All of us, at one time or another, have re- 
ferred to that era when folks had to grind 
their own coffee as the “good” old days. Ac- 
tually, skipping the nostalgia, it was a grind. 

Truth is, we’ve never had it so good as in 
recent years. There has been a big change— 
a delightful revolution in our way of living. 

Today we all enjoy infinitely more leisure 
time. We travel like never before. We enter- 
tain more. We’re enthusiastic about sports 
and hobbies. 

This changing pattern to more enjoyable 
living created Holiday Magazine and ex- 
plains Holiday’s incredible success. For Holi- 
day is the one magazine that is edited from 


cover to cover for the families who are leaders 
of the big change . . . the kind of people who 
enjoy “everyday holiday living” . . . and who 
influence millions. 

They’re families with the means to travel 
more, entertain more and live better. Each 
month, more than 860,000 of these responsive 
families are stimulated by Holiday to enjoy 
new places, new pleasures, new products. 

This prime market is the big reason why 
advertisers have made Holiday the most 
successful new magazine of our time—why, 
as an advertising buy, Holiday is always 
good to the last page. 


F opti. 


HOLIDAY MAGAZINE 


A CURTIS PUBLICATION 


...lts readers are leaders 
of the big change in American living! a. 
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